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we are privileged to announce... 


The First Home Comfort Appliances 





to Merit the Name of 


Qu Edison. 








W) are sineularly honored to prese ntac omplete new 
line of room air conditioners ¢ arrying the most trusted 
name in the electrical field 2... Thomas A. Edison. 


For more than four decades this name has been svnonv- 
mous with the highest traditions ol excellence in 
research, engineering and produc B 


With full realization of the responsibilities involved. we 
| . 

pledge to maintain and build products with the high 

standards of quality necessary to merit this association, 


To help us carry out this pledge, the facilities of the 
world-famous Thomas A. Edison Laboratories are at 
our constant disposal. They assure continued leadership 
in research, desien and engineering. 


The new Thomas A. Edison line of Room Air Condi- 
tioners includes units for every need and every type of 
installation a 1/2 UP portable -.. compact | HP 
models, and a conventional series ranging from | to 


2-] La HP models 


Also in the distinguished Thomas A. Edison family are 
Central \ir Conditioning Systems. Air Filters. and 
Dehumidifiers 


All are quality engineered and built to merit the tre- 
mendous buyer confidence and sales appeal inherent in 
the Thomas A. kedison nameplate. 


Inquiry ts invited from Appliance Distributors who 
apprectate the unusual value in this franchise, 


Engineered and Built in the Honored 
Tradition of a Great Name 








Phe Complete Thomas A. Edison Line of Home Comfort 
tppliances will be in Space 11-103 at the Merchandise 
Viart during the January Chicago Market. 





COOLERATOR DIVISION 
{LBION, MICHIGAN 
The Finest In Home Comfort Appliances 


MeGRAW-EDISON COMPANY 








Happy New Year! 

And that's exactly what it's going to be 
for the appliance-TV industry during the 
next 12 months. 

You'll find this note of optimism on al- 
most every page of this issue. Story after 
story mirrors the confidence expressed by 
the McGraw-Hill Dept. of Economics (page 53) 
which predicts a gain of up to ten percent 
for the industry in 1959. 

And although the regional reports (be- 
ginning on page 13) reflect some spottiness 
in Christmas business, they also reflect a 
basic optimism in the year ahead. 

There's evidence of this from a number of 
manufacturers, too. Gibson, for example, says 
that the outlook for 1959 sales is favorable 
and the firm can point to a 1958 volume which 
topped 1957 figures by 25 to 35 percent. . . 

At Westinghouse, board chairman, Gwilym 
Price says that he expects sales of appliances 
and other consumer products to provide ''strong 
support" for an anticipated increase in the 
firm's billings. .. 

Perhaps most optimistic of all is RCA 
Whirlpool. Vice-president John Hurley told 
a press conference last month that RCA Whirl- 
pool sales should be 15 to 20 percent ahead 
in 1959 (against an industry average of seven 
to nine percent). In reporting on 1958 (which 
he termed a "'pretty good year'' for Whirlpool) 
Hurley singled out these accomplishments: 
reduction of heavy inventories; a sophomore 
year in refrigeration which saw Whirlpool 
improve its position in the market; introduction 
of a gas refrigerator, and progress in the 
gas industry; good sales of combination 
washer-dryers; and a gain of 200 percent in 
sales of the firm's kitchen division. . 

One good reason for this optimism is the _ 
stepped-up promotiunal tempo evident in 1959. 
NEMA has already announced merchandising 
drives on ranges, dishwashers and water heat- 
ers and will soon launch a similar effort on 
air conditioners. . 

A unique tie-in between the dryer in- 
dustry and Indian Head Mills is expected to 
boost sales of both dryers and Pequot's new 
"no-iron'"' sheets. This industry-wide sales 
effort is sparked by AHLMA's dryer division 
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and Indian Head Mills. Basic idea is for 
dealers to use the sheets for dryer demon- 
strations and to give away packets of the 
sheets and pillow-cases as premiums with the 
purchase of a dryer. There's a wealth of 
tie-in material available to manufacturers, 
distributors and dealers. . . 

But most significant of all promotions is 
the New National Electric Living program > 
sponsored by the Edison Electric Institute. 
This new industry-wide effort now pulls the 
Live Better Electrically, Housepower and 
Light for Living programs together into a 
single effort. LBE's appliance and Medallion 
Home programs will constitute one of the 
three year-round campaigns in the new EEI 
program. Network TV, magazine advertising, 
point of sale material and trade magazine 
advertising will be used to promote a 
February-March "All Electric Value Time", an 
April-May "All Electric Kitchen Carnival", : 
a September-October "All Electric Laundry 
Festival'', and a November-December "All 
Electric Gift Parade. "' 

Meantime the dynamic nature of the indus- 
try was amply illustrated last month in an- 
nouncements of mergers, merchandising inno- 
vations, and new products. In Chicago this 
month Hotpoint is showing six of its new 
Custom Trend prototypes including one which 
incorporates a completely new method of elec- 
tronic cooking and one which includes a com- 
pletely new refrigerator. . . Revco will show 
a new heat pump to builders during this month's 
NAHB show... In the industry's latest corporate 
marriage, Waste King announced that it was 
seeking operating control of Cribben & Sexton 
although officials said there would be no 
changes in production, merchandising or dis- 
tribution policies of each firm. . .Mean- 
while Coolerator introduced two air condition- 
ing lines, one (the Thomas A. Edison) for 
sale through distributors, the second (Cool- 
erator) fordirect sale. . .And in a move 
which had the entire housewares industry in- 
trigued, Sunbeam announced a switch to con- 
signment selling in a West Coast test area. 
Distributors serve only as agents, with the 
first actual sale being made between Sunbeam 
and the dealer. 
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AN OT H E R WESTINGHOUSE 


LUCILLE BALL-DES! ARNAZ SHOW LAUNCHES 


A TREMENDOUS SALES-BUILDING EVENT 


WONDER APPLIANCES! » WONDER SUPPORT! » WONDERAMA DAYS! 











FEB. 9 — LUCY GOES TO ALASKA with Desi—and sets the sales snowball rolling for the Westing- 
house Lucy-Desi Wonderama Days! Week after week, this top TV team will keep on ‘‘selling’’ every 
Westinghouse Major Appliance from coast to coast. TUNE IN EVERY MONDAY NIGHT! CBS-TV 


WESTINGHOUSE GIVES YOU 
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. RING THE MAGICAL we, lime <. | 
; *K * K. * S97 
~*WONDEREYL : Buys! _ 
So wonderful! ) 


A x * 
REE! 2 -)/ TA Hone LAUNDRY THAT'S MORE THAN 


ALASKA |) «| AUTOMATIC... 


Unfolds to big map with ref- 
‘ence dat 


rently 











er data on back. Makes 
colorful wall decoration. 








+50 wonderfull * 


KEEPS MEAT FRESH 7 pays 
WITHOUT FREEZING! 


---@Ven hamburger 


x) NEW WESTINGHOUSE LAUNDROMAT and matching Electric Dryer 
3 WITH 8-PROGRAM COMPUTERS 


All you do is set ONE dial that’s all! Won 
exactly the right washing and drying Program for th 


derful new Program Computers click and carry out 
@ fabric you want to launder 
NEw 8 separate custom washing Programs tor: 
WESTINGHOUSE © Cottons and linens, norma! soil @ Drip-Dry wash ‘ wear 
® Cottons and linens, hea, y soil © Blankets 
REFRIGERATOR © Silks and synthetics Tintin 


Even hamburger stays fresh a week 
in this new Cold Injector refriger- 
Special Meat Keeper ® 
door are so well chilled, * > 
even milk stays fresh. Slide-out . 
shelves respond to a touch—slide * so wonderful! . 
Out easily. FROST-FREE (auto- — 
matic detrost) refrigerator with 


* 
Separate home freezer. New vertical NEVER AGAIN 
Panel styling with choice of 7 Panel _ 
—— ( Bm A RUINED Roast: 
. 


Exclusive Serv-Tem 


oven assure easiest clean 
antees best baking ever 


+e (*. ; ’ q a) NEW WESTINGHOUSE 
SUCH WONDERFUL FREEZERS: * WONDER ELECTRIC RANGE 
, * wii Foods freeze faster in . 
: dae 
o.. ao 


Res : Exclusive Hot 
thanks to exclusive Air- B 
Sweep shelves. Your Water 


St Ee SUCH WONDERFUL VALUES! 


ng. Miracle sea! guar 


wonderful new Westinghouse *ppliances cost no more than other brands 
Without wonderful Westinghouse features. No down Payment —easy weekly terms 


YOU CAN Bg SURE...1F irs 


€stinghouse > 





you CAN BE SURE...1F i7s 





WSPAPERS! 
BIG, COMPELLING ADVERTISEMENTS LIKE THIS IN 280 = se 
Plus Store Displays « Traffic-building Ideas « Local Prom 


* 
Banners, Streamers, Pennants « Newspaper Mats We S tl nghou N) Cc 


i ils! Call him! 
Your Westinghouse Distributor can give you all the details! C 


of what your 


| i aj iance Division, mutant 
ive Oo a E customers are looking for! Westinghouse Electric Corp., Majer Appt 
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To get the jump on competition for appliance sales, it 
takes extra power. With seven great, exclusive features, 
the WASTE KING Super Dishwasher-Dryer puts you ing 
the contest in a big way! y 


In the last few months, WASTE KING distributio, 
doubled! Dealers everywhere are discovering haji 


less drying, better washing, quiet operation, i 
able front panels, humidity-free drying, pre- 
capacity can boost dishwasher sales’ “cla 

Getting out in front — staying.ow mt easie 
the appliances you sell are by WAST king —the 


America. 





ia . . 
Coniplete, years ahead engineering tech- 
niques and knowledge are applied to every 
WASTE KING product! 


You know if it’s WASTE KING, it’s right! 


Thorough, maximum-standard manufactur- 
ing processes and quality control are applied 
to every WASTE KING product! 


You know if it’s WASTE KING, it stays right! 








National advertising and sales promotion 
support is behind every WASTE KING product 
—from consumer ads to direct mail programs! 


You know if it’s WASTE KING, it sells right! 
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AUTOMATIC COFFEE MAKER®= 
with Mini- Wink automatic contin 


Swing into 1959 with new momentum for your traffic 
Gpptliance sales. West - the name that stands for. 
the best in coffee S brewing. - does it again! This beauti 















y immersible. \t washes , 
r plate . .. Spotlessly cleans 
ect c 
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WEST BEND ALUMINUM CO. 
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What makes HOOVER the biggest name in floor care? 





The new slim silhouette of the Hoover Convertible. The spherical simplicity of the 
Hoover Constellation. And the trim, functional contour of the Hoover Floor 
Polisher. This is the Hoover look—the last word in modern design. 

This is the look that first opens the housewife’s eye ...and starts you on the 
way to closing the sale. It holds her interest while you sell the features, the efficiency, 
the quality workmanship. And it helps build the overall image of dependability and 
sound value that, frankly, sells a lot of Hoovers. 

DESIGN: another reason HOOVER is the biggest name in floor care. The Hoover 
Company, North Canton, Ohio. 


HOOVER & 


FOR THE VERY BEST IN HOME CARE 
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lf you're in the business of selling appliances, here 
are 9 facts you should know about the new Gibson 


This is Gibson’s own “1958 statistical report” — we feel it is one of the most 


exciting, heartwarming success stories ever told. If 1958 was a good year for 


you, you may be glad to know you had company. If 1958 was a disappoint- 


ment to you, these 9 simple facts may point the way to a far brighter °59. 


Here is the record Gibson, its Distributors and its Dealers made in 1958. 


I. Sales of appliances bearing the fa- 
mous Gibson crest increased by 28% 
in 1958, and this in a year when sales 
increases in the appliance business 
were almost unheard of. 


2. In refrigerators, Gibson increased 
its unit sales 15%. With the industry 
off an estimated 10%, this is equivalent 
to an improvement over industry trends 
of 25%. And in the booming two-door 
field, Gibson doubled its_ share-of- 
market. 


3. In air conditioners, Gibson’s share- 
of-market through October increased 
50%, and its share of the higher-ticket 
2 h.p. market was up 28%. 


4. in freezers, Gibson’s share of the 
upright and chest freezer market in- 
creased 11.5%. 


5. In electric ranges — the brand new, 
competitively priced Gibson line, intro- 
duced in October, is showing a 79% in- 
crease over last year. 


6. Gibson factories are suffering no 
end-of-year letdown. Production is at 
maximum capacity, and all plants are 
now working overtime to meet this 
unprecedented demand. 


7. Today Gibson has more big-name, 
Independent Distributors, more top- 
notch, Prestige Dealers, profitably sell- 
ing its products than at any time in 
appliance history. 


8. Gibson’s Havana Holiday promo- 
tion was a sell-out. The 1,100 Distribu- 
tors and Dealers who previewed the 
Gibson ’59 line in Havana set a new 
attendance record, a new record in pre- 
view orders. 


9. Gibson sales, which have been ac- 
celerating throughout the year, are 
breaking records every month as we 
enter 1959. Gibson Distributors and 
Dealers have the brightest new-yeai 
start they’ve ever had. 


Wouldn't you like to be part of the bright new Gibson picture? 


Goud Cll 


C. J. Gibson Jr. 


President 





W. C. Conley Jr. 


Sales Vice President 





GIBSON REFRIGERATOR COMPANY, GREENVILLE, MICHIGAN, DIVISION OF HUPP CORPORATION 
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LATEST 
MONTH 
FACTORY SALES - 
vepypance-tediertV index heed 949 = stp, 
RETAIL SALES 169 
total ‘& billions) ‘ 
DEPARTMENT ‘STORE SALES. 136 
indes MG-1e 100 
CONSUMER DEBT 346 


owed to appliance-radio-TV dealers ($ million) 


FAILURES 19 


of appliance-radio-TV dealers 


HOUSING STARTS 


(thousands) 102.0 
AUTO OUTPUT 514.1 
(thousands) 
DISPOSABLE INCOME — 
annual rate ($ billions) : j 
LIVING COSTS 123.7 
index (1947-1949= 100) 
CONSUMER SAVINGS ~— 
annual rate {$ billions) ; 
UNEMPLOYMENT — 
(thousands) . 


QUICK-CHECK OF BUSINESS 


"WONTH year aco.—-s« THE YEAR SO FAR 
142 182 13.1% down 
16.6 16.7 7% down 
135 133 5% down 
344* 354* 2.9% less 
33 39 4.2% less 
111.0 78.2 11.2% up 
261.7 578.6 34.6% down 
307.5* 308.7* 1.3% up 
123.7 121.1 2.9% up 
sg 20.4* 5.3% down 

3,805 3,188 63.5% up 


(Sources, in order: FRB, Dept. of Commerce, FRB, FRB, Dun & Bradstreet, Bur. Labor Statistics, Ward's Auto 
Reports, Dept. of Commerce, BLS, Council Econ. Advisors, Census Bureau) (*New Series) 


The consumer is growing more optimistic and more con- 
fident—but at the moment he has no plans to go on a buying 
spree in 1959. 

That’s the clear implication in the most recent Survey of 
Consumer Attitudes and Buying Intentions conducted by 
the Survey Research Center at the University of Michigan. 

Specifically, this highly regarded survey pegs the “index” 
of consumer confidence at 99.9, up five points from June, 
1958 and about nine points above the attitude of early 1958. 

Buying intentions, however, have not increased at the 
same pace as consumer confidence. “Intentions to buy” were 
reported only “somewhat more frequently” in the most re- 
cent survey. 

Even here, however, there’s a silver lining for the appli- 
ance industry. Although actual buying intentions on major 
appliances remained about the same, there was an increase 
in the number of people who felt that the present was a 
good time to buy appliances. 

What’s more important, however, is the fact that econo- 
mists studying the latest report feel that consumer attitudes 
(which show decided improvement) may be a better index 
to future sales than are “buying intentions” (which re- 
mained static). 
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Putting all these findings together, the latest survey seems 
to point to a strong, if not spectacular, recovery for the ap- 
pliance industry in the months ahead. 











Business men are even more optimistic than consumers 
about the coming year. Nearly three-quarters of the 1548 
business men participating in Dun & Bradstreet’s latest 
survey of business opinion were optimistic about sales pros- 
pects for the first quarter of 1959. 

Significantly, the most optimism as far as sales are con- 
cerned was expressed by retailers. Seventy-four percent of 
this group looked for increases (as against 72 percent for 
the group as a whole). Of perhaps even more significance is 
that this represents a complete reversal of attitude on the 
retailer’s part. Three months ago the retail group was the 
least optimistic of the four business groups (retailers, manu- 
facturers of durables and non-durables and wholesalers). 

The survey indicates also that optimism is more pro- 
nounced among durable goods manufacturers than among 
non-durables firms. Seventy-three percent of the former are 























looking for increases and only 71 percent of the non-durables 
manufacturers foresee gains. 


As might be expected, the 
Continued on page 10 
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MEASURE OF QUALITY 





, foul LY "Via 
Distinguished Styling 


Style is the keynote of modern kitchen design — and Trade-Wind 
provides the most striking hood designs with which to accent 
the kitchen 


Customer Convenience 

Space Saver designs free the entire cabinet for storage; the exclu- 
sive Touch-Bar simplifies control; real copper and stainless steel 
are specially finished for lifetime service. 


Certified Performance 


Every Trade-Wind Ventilating Hood and Ventilator is guaranteed 


to provide top capacity performance. 


Youll Get Even more in’59 with Trade-Wind 


ae 7 
rade iad THE BRAND THAT HAS QUALITY IDENTIFICATION 
f Cs, Li Pes ; s~ ‘ts 





| coy — oa —_— =, ; 
) ‘ ‘ 
TT) - _——, _ 7 - 
ma | | ws! 
| | } _ Space Saver Pre-Wired Patrician 
| | Ventilating Hoods Hoods Ventilating Hood 
[Abba — 


LY | | gm i | 
= 


2501/1501 
Ventilators 


8501 Ventilating 
System 


1701 Bathroom 
Light Ventilator 











Oven Ventilator 


Weicome to Booth 450-NAHB Show, Sherman Hotel 


a 7) ra a ‘sf - 
. frule - Dhiwe L loyf ears, Sec. 
DIVISION OF ROBBINS & MYERS, INC. 
7755S PARAMOUNT PLACE, PICO-RIVERA, CALIFORNIA 
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trends 


CONTINUED 


somewhat more 
conservative in its expecta- 
tions of the course profits 
would take. Just under 50 
percent looked forward to in- 
creased profits and about 45 
percent said they expected no 
change from last year’s first 
quarter. Retailers were the 
last optimistic of the four 
groups insofar as profits were 
concerned. 


panel was 


. 

Housewares manufacturers 
and buyers are also optimistic 
about what the year ahead 
holds for them. Eighty percent 
of the manufacturers and 74 
percent of buyers responding 
to a semi-annual survey con- 
ducted by the National House- 
wares Mfrs. Assn. say they 
expect their dollar volume to 
increase in 1959. Last year 
at the same time, only 75 per- 
cent of manufacturers and 53 
percent of buyers felt that 
way. 

It should be noted, howev- 

















drop in sales in 1958 by 28 

percent of retailers and 39 

percent of wholesalers. Cook- 

ware was listed in this cate- 

gory by 31 percent of retailers 

and 17 percent of distributors. 
. 


Firm optimism about 1959 
from a source outside of the 
industry comes from “The 
Value Line Investment Sur- 
vey” which predicts that the 
electrical equipment industry 
“may well prove the pace set- 
ters in the economic recovery 
expected to gather momen- 
tum next year.” 

The “Survey” projects a 
gain of 10 percent in retail 
sales of appliances next year, 
adding that “an increase of 
this magnitude will almost 
certainly reverse the trend to- 
ward inventory decumulation, 
providing strong support for 
factory shipments.” 

















You'll be hearing more and 





er, that this same survey 





more about “thermoelectric” 





paints a rather sobering pic- 





refrigeration in the months 





ture of what’s happened in 





ahead. (Maybe you’ve been 





the past year in the electric 
housewares’ industry. Al- 
though 54 percent of all house- 
manufacturers — said 
their volume in the first three 
quarters of 1958 rose, only 33 
percent of electric housewares 
makers could make _ that 
claim. This is probably the 
biggest reason why more elec- 
tric housewares manufactur- 
ers expect an increase in vol- 
ume in 1959 than do any 
other type of housewares 
manufacturers. 

Sobering also is the por- 
trait of the appliance dealer 
in housewares painted by the 








wares 








calling it electronic refrigera- 
tion—the principle is the 
same. An electric current 
passing through the junction 
of two unlike conductors pro- 
duces heat at one junction 
and cold at the other.) 
Refrigeration like this is 
far from a commercial reali- 








ty right now, even though it 
is being used in certain re- 
search and defense projects 
to provide “spot” refrigera- 
tion. But a number of appli- 
ance firms are at work on the 
principle, several have shown 
prototypes and at least one 
thermoelectric product which 











NHMA $ssurvey. Eighty-six 
percent of appliance retail- 
ers answering said their 
housewares volume fell in the 
first nine months of 1958 
(against 45 percent for buy- 
ers as a whole). Only 50 per- 
cent of appliance dealers ex- 
pect this volume to rise in 
1959; only furniture retailers 
(43 percent) are more con- 
servative about the future. 

Electrics were listed as the 
category suffering the biggest 








has commercial application 
may be shown at the January 
Markets this month. Most 
manufacturers add quickly, 
however, that considerable 
development work must still 
be done and one (Whirlpool 
Board chairman Elisha Gray) 
says that the performance 
factor of today’s experimen- 
tal models must be multiplied 
eightfold to match the per- 
formance and price of con- 
ventional refrigerators. End 
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VOLUME with PROFIT 


by introducing America’s first LINE of 


AUTOMATIC DISPENSING 
RUG-CLEANING FLOOR POLISHERS 


that AUTOMATICALLY DISPENSE RUG SHAMPOO 











AUTOMATIC DISPENSING 


Mode! T-27 


A FULL PROFIT $3995 


Promotion at 


A FULL PROFIT 
Promotion at 


HERE’S THE SHETLAND PROFIT STORY! 


1. Shetland’s Value-Packed Rug Cleaning Floor Polisher 
— always the trade’s biggest traffic builder at $39.95. 
NOW ! ! ! with AUTOMATIC DISPENSING in- 
cluded at no extra cost, it’s the greatest promotion 
bonanza the appliance industry has ever seen. 


2. The Shetland Line of Automatic Dispensing Rug 
Cleaning Floor Polishers isa COMPLETE LINE .. 
designed for automatic trade up from $39.95 to $49.95 
to $59.95. 


3. Shetland’s policy is one of selective distribution. The 
purpose of this policy is to protect its dealer family 
against unfair and injurious practices. 


AUTOMATICALLY DISPENSE WAX 
ne | DISPENSE SCRUB SOLUTION 


tle 
tere 
AUTOMATIC DISPENSING 


Model T-28 





AT THE TOUCH OF A FINGER! | 











AUTOMATIC DISPENSING 
floorsmith smose: v.23 


$4995 A FULL PROFIT $5925 


Promotion at 


4. Quality is an ingredient of profit. Shetland’s quality is 
unmatched. This is borne out by its 2 and 3 year 
guarantees. 


5. More newspaper advertising* appears featuring 
Shetland than all other makes combined; PLUS Radio 
and TV; PLUS National Network Radio and TV give- 
aways; PLUS full page, full color National Magazine 
advertising — all with Shetland consumer appeals 
based on Motivational Research by the famous Dichter 
Institute — advertising that pre-sells through scientific, 
sure-fire selling points. 





*A.C.B. Figures available 


/ NATIONALLY uL PROFIT 
\ ADVERTISED FU 
‘\_Peaagte ( THE FASTEST SELLING ~ LINE IN THE wort - Shetland | 
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THE SHETLAND COMPANY, INC., SHETLAND INDUSTRIAL PARK, SALEM, MASS. 
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5 
t» Clinton Engines For 


39 


8 to 15% longer life « air-cooled « 2'4 to 9.6 hp. 







































the revolutionary new 


CLINTALLOY 


3 vertical models at 2%, 3% hp. Result of newly devel- 
oped lightweight Clintalloy material and shell molding 
process. Most durable of all gasoline engines. One- 
piece cylinder block, with characteristics of cast iron, 
permits greatest absorption of reciprocating force to 
eliminate vibration. Abrasion resistant graphite matrix 
provides free lubrication to reduce wear and permit 
better lubrication retention. Unique, patented mold- 
ing lessens thermal distortion and warpage due to 
reduced metal flow-in process. Quick starting in all 
conditions with high voltage magneto and large recoil 
starter. Shock resistant crankcase. 24 Ibs. with rope, 
25% Ibs. with recoil starter. 


PANTHER 


Lightweight, 2-cycle 

More power per Ib. Only 3 
moving parts, all enclosed. 
Durable, one-piece die 
cast aluminum block with 
integral cast iron cylinder 
walls. Full progression Car- 
buretor for economical 
operation at all speeds. 
Pre-mixed fuel assures 
proper lubrication. Quick 
starting high voltage mag 
neto, large recoil starter. 
3 horiz.2 vert. models 

at 2'4 hp. ' 


LONGLIFE 


Heavy duty, 4-cycle 

8 horiz., 2 vert. models 
from 2% to 4% hp. 8 to 
15% longer life. Cylinder 
and crankcase of close- 
grained gray iron, metal 
lurgically controlled in 
Clinton's own foundry. 
Removable aluminum 
cylinder head with extra 
deep curved cooling fins. 
Very high voltage magneto 
for quick starting. Mois- 
ture and dust-proof en- 
closed ignition points. 














GEM 


Lightweight, 4-cycle 
7 horiz., 5 vert. models 
from 2% to 3 hp. 8-15% 
longer life thru conserva- 
tive hp. ratings and ample 
piston displacement. Die 
cast cylinder block with 
close-grained cast iron 
liner. Full float feed car- 
buretor with idle and high 
speed adjustment. Very 
high voltage magneto. 
Moisture and dust-proof, 
enclosed ignition points. 
Dry type air cleaner. 


RED HORSE 


Heavy duty, 4-cycle 
6 horiz. models at 6.3 and 
9.6 hp. Built especially for 
heavy jobs where engine 
power is needed to take 
hold instantly. Cylinder 
and crankcase of close- 
grained gray iron, metal- 
lurgically controlled in 
Clinton’s own foundry. 
Automatic retard in ad- 
vance gives increased 
spark for easier starts. 
Concentric float type car- 
buretor. 
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For new, colorful engine brochure, write today to: 


CLINTON ENGINES CORPORATION 


(Formerly Clinton Machine Company) 
DEPT. 3-D, ENGINE DIVISION, MAQUOKETA, IOWA 
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THE 
EAST 


By John A. Richards 


New York jolted again by Yule strike 
_.. Promotions boost volume on TV, 


stereo and housewares .. . Dealers 
gird for good '59 


R°® the second year in a row Christmas 
merchandising in the greater New 
York market was severely jolted. 

Last year it was the subway strike. This 
year it was the delivery strike against 
nine major New York newspapers. The 
strike hit with only 17 advertising and 15 
shopping days left before Christmas. Ad- 
vertising schedules trickled along for 
several days, then ground to a halt. An 
advertising famine cut off communication 
between the dealers and their customers. 

“The worst of it,’’ said one chain store 
executive, “is that you keep jabbing with 
advertising. It sparks, hypos, and trig- 
gers buying when people tend to procras- 
tinate. When you're deprived of it during 
a erucial selling period, and inventories 
have built up in anticipation of heavy 
selling, it can be disastrous. You lose im- 
portant communication between yourself 
and your customers. If this strike is pro- 
longed vou’ll see the damnedest closeouts 
in January that you ever saw.” 


At presstime the strike was doing for 
neighborhood dealers what the subway 
strike did for them in Christmas 757. It 
shooed customers around the block. The 
chains, department stores and mass dis- 
counters—with home bases in New York 
—were chagrined over the turn of events. 
Their suburban locations had to work 
overtime to compensate for downtown 
store losses. 


What advertising can contribute to- 
ward building momentum for booming 
Christmas business was attested to from 
all over the eastern seaboard last month. 

“While other dealers were crying,” 





said a Glenside, Pa., dealer, ‘“‘we’ve been 
promoting like mad.” As a result color-TV 
was moving very well, as was portable, 
table and console TV. Combination wash- 
er-dryer sales were gaining, and single- 
unit stereo was going great guns. Even 
stereo record sales jumped to 25 percent 
of overall record sales. 

A similar state of selling affairs per- 
meated the greater Philadelphia area. In 
Reading, Harrisburg, Binghamton and 
Albany the dealer picture was roughly 
the same. Small electrics, of course, like 
toasters, frypans, shavers—you name the 
gift—were making up lost sales ground, 
heading to the 25 to 40 percent of annual 
sales usually done during a good Christ- 
mas. 


While dealers were making up lost 
ground, trying to pull even or ahead by 
a few points on the year, dealers from the 
Atlantic to the Appalachians were look- 
ing ahead to a good 1959. In White Plains 
a dealer “got me a good kitchen salesman 
and my kitchen business will forge ahead 
next year.” In other parts of Westchester, 
in northern New Jersey and parts of Long 
Island, the new vacuum. cleaners, offer- 
ing a better profit picture, had dealers 
enthused. 


THE 
MID- 
WEST 


By Ken Warner 


Business went where the promotions 


were ... Housewares were every- 


body's meat... Stereo sold strong 
at Christmas .. . Laundry does well 


T WAS spotty in December in small 

towns all over the region. There were 
dealers raving happily about business 
that was ‘50 percent ahead of last De- 
cember” and there were other men in 
similar towns wondering where the busi- 
ness was. The weather was one answer— 
icy roads and sub-zero mornings don’t do 
much for anybody’s business—but pro- 
motion seemed to be the key. For some 
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dealers, a good hot promotion unfroze 
the coldest days. 

What kind of promotion did the job? 
Well, it looks like anything went. Apart 
from the usual Christmas festivals, there 
were warehouse consolidations, house- 
wares coupons, Hotpoint TV _ closeouts, 
free turkeys and fruitcakes, “gifts from 
our tree’”’ premium promotions. Premiums 
did a real job for one dealer, starting in 
November. 


Housewares, traditionally the big sel- 
ler at Christmas, didn’t change any in 
1958. The problem was that everybody 
was selling them. Department store ads 
and the weather hurt small Chicago out- 
lets. In one Indiana town, a dealer who 
depends on traffic appliances reports that 
dime stores, drug stores, “and even lum- 
ber yards” are selling his line. 

Dealers selling good lines at ten per- 
cent off, and offering gift wrappings, free 
delivery and time payment, found the 
competition getting the business at 20 
percent off, cash-and-carry. For some 
Chicago dealers, there was a fall-off in 
the phone-order business in commercial 
gifts, because, according to one dealer, 
“they’re cutting back, too.” 


In Chicago, business was good general- 
ly, despite the traffic appliance situation. 
Stereo kept moving fast, providing some 
problems in delivery. ‘“‘There’s nothing to 
do but sweat it out,” says one dealer, who 
has more than a couple matching auxili- 
ary speakers on order. TV portables are 
reported going well, with the slim ones 
doing best. And best of all, prices seemed 
to be firm all across the board. 


Laundry seemed to be holding up well 
all over, following the national statistics. 
Price was still important, and dealers with 
deals found business booming. A South- 
ern Minnesota dealer found a bonanza in 
wringers in December, finding that some 
customers took this route to moderation, 
that the dollar profit was about as good 
as the automatics, that the service won’t 
be as heavy and the competition not wise. 


Looking back at 1958, most mid-West- 
erners are satisfied, and some are ecstatic. 
And they’re all happy if you consider the 
state of mind twelve months ago. With 
year-end figures pretty well in, dealers 
who chopped the overhead quick are find- 
ing that dollar profits can be up even 
with volume down. The last-half upsurge 
pulled most volume “up to last year’s.” 

Continued on page 16 
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Profits going “we 
for R&M-Hunter Dealers 
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[A] NEW DELUXE ALL-PURPOSE FAN 
DELUXE WINDOW FAN 

[C] PEDESTAL HIGH VELOCITY FAN 
[D] ZEPHAIR WINDOW FAN 

[E] STANDARD ALL-PURPOSE FAN 
[F] HASSOCK FAN 

[G] OSCILLATING FAN 
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Displays and 
point-of-sale 
material 


TV and radio 
spots for 
dealer use 


Colorful 
literature, catalogs, 
envelope enclosures 











Local 
advertising 
keyed to weather 


Phone your R&M-Hunter Distributor, or write 





Liberal 
fn promotional 
: on plan 





POST advertising 
for 38th 
straight year 


HUNTER DIVISION-ROBBINS & MYERS, INC., MEMPHIS, TENNESSEE 
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THE 
SOUTH 
EAST 


By 
William McGuire 


lt WAS a Merry Christmas for deal- 
ers in the South ... TV, radio, re- 
frigeration and laundry set pace 


Stereo brings confusion 


etd from a mid-December van- 
' tage point, Southeastern business 
made a pretty picture. Christmas had be- 
gun to look like Christmas, in contrast to 
last vear’s commercially cheerless holi- 


day 


Most of the credit went, seasonally 
enough, to television and radios, though 
refrigeration and laundry have held sur- 
prisingly strong in many areas. If all con- 
tribute to a good Christmas, it will be 
the just culmination of a strange and 
wonderful year—a year that started like 
a sure loser, shaped up in May and June, 
and then came on fast. 

Now, with the painful exception of the 
250 by 50-mile delta area that stretches 
from Memphis to Vicksburg, where fail- 
ure of “top crop” cotton bolls to open has 
delivered a sudden and severe economic 
blow, all is optimism. This new spirit is 
typified by the Miami dealer who almost 
liquidated last fall, and is thinking of 
opening a branch now. 


In spite of gains in most other prod- 
ucts, stereo remained an electronic enig- 
ma here, taking a few scattered bows, 
but generally falling fairly flat on its 
binaural face. 

“Disorganized” would perhaps be the 
most charitable description of stereo in 
the Southeast. Two-cabinet systems and 
self-contained units were battling it out, 
each with strong dealer and distributor 
backing 


Department stores were doing the most 
direct, and most effective stereo selling 
job, by and large. The bulk of their ad- 
vertising was clear and clean; their sales- 
men seemed to know when to stop talk- 
ing electronic theory and start demon- 
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strating; their private demo facilities 
were generally ample; their credit plans 
were ready and able. 

Stereo’s advertised prices were remark- 
ably steady, even among leaders. 

Mass attempts to clear up the confu- 
sion among consumers, pre-Christmas, 
took the form of newspaper supplements, 
notably well done in Jackson (perhaps 
the South’s only confirmed stereo strong- 
hold), Atlanta and Birmingham. 


Television was giving a _ respectable 
Christmas account of itself, as it held 
fairly strong for dealers in nearly every 
sector, and led the way at stores in Tam- 
pa, Chattanooga and New Orleans, and 
distributorships in Atlanta, Birming- 
ham and Richmond. Hot sets included 17- 
inch portables, low-end consoles and the 
new Westinghouse 17-inch TV-phono com- 
binations. 

A Chattanooga dealer, reporting that 
more than 50 percent of his TV sales for 
the past three months had come in color, 
credited RCA’s promotional “800” series 
for the bonanza. With the exception of 
factory-padded numbers, television pric- 
es remained firm everywhere but Miami, 
happy hunting ground of the chiseling 
customer. 


White goods looked good, indicating 
that the long-term efforts of U.S. Steel 
and friends to get majors into Santa’s 
sack may be starting to pay off. Birming- 
ham, Nashville and Miami dealers tagged 
middle to high-end boxes as best-sellers, 
while big-ticket laundry, combinations in- 
cluded, was doing the big job for dealers 
in Atlanta, New Orleans and parts of 
Mississippi, and for distributors in Chat- 
tanooga and Richmond. 


THE 
GREAT 
LAKES 


Dealers are selling product, not 
price ... Hi-fi, stereo and radio set 
the pace .. . Laundry leads the way 


among major appliances 


ROUND the Great Lakes, that cold 
wind is carrying good news. Its 
sparking an old idea with new meaning. 


Detroit reports the idea this way: A 
growing feeling to tighten up on discount 
allowances, to push quality and service, 
and to put the emphasis on the right syl- 
lable for a change—salesmanship instead 
of pricing. Cleveland spotted it, and in 
Cincinnati, one distributor attributed 
his dealer’s sales figures to their method 
of “selling the merchandise, not the 
price.” 

“We’re out to improve profit margins 
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in 1959,” said a Detroit dealer, who 
feels that the new year will prove that 
volume is not the most important aspect 
of merchandising. 

Forecast another Great Lakes distribu- 
tor—‘‘No more sales volume at any cost. 
We’re out to increase company profits.” A 
Columbus dealer commented, “We’re be- 
ing priced out of all proportions—propor- 
tions by customers who expect tremen- 
dous discounts.” Luckily, many of the Great 
Lakes suburban dealers report that cus- 
tomers are getting leary, are demanding 
quality and guarantees instead of the 
price-cut. 


Spotty sales during the holiday season 
were evident around the Great Lakes. For 
some, December was never so good. That’s 
what a Cincinnati dealer said, and in De- 
troit, one distributor estimated his De- 
cember sales were 19 percent over ex- 
pectations. Cleveland distributors expect 
the year-end figures to be below last 
year’s but still look for great improvement 
in 1959 business. 


Inventories, as reported last month, 
are up. No shortages are expected, and 
deliveries are running smoothly again. 
With the new line of products coming in, 
none of the distributors reported heavy 
stocks of 58 goods hanging around to in- 
vite wholesale “liquidations.”” And prod- 
uct improvement in these new lines just 
hitting the markets have created optimis- 
tic outlooks for the ’59 sales picture. 


Hi-fi, radio and stereo are the leaders 
this month. Cleveland, Dayton and De- 
troit reported sales gains—15 percent in 
Cleveland, 10 percent in Detroit, and a 
great big fat 44 percent in Dayton. 


Laundry is coming up close for the 
lead in the majors. Western Pennsylvania 
reports big gains in conventional wash- 
ers, an even keel on dryers and washers 
and a big increase in ironer sales. 

In the Lexington area, Kentucky Utili- 
ties reports a seven percent jump in dry- 
ers, two percent in washers, although 
ironers in that area took a dip. 

“Refrigeration is really coming up here 
in Cincinnati, said a major Cincinnati 
distributor last month. “Product improve- 
ment—those terrific new features we can 
sell”—is this distributor’s reason for the 
interest his customers have shown. 

“Live” demonstrations develop “live” 
prospects, according to Dayton Power and 
Light. Dayton Power promoted washers 
and dryers for more than 1700 homemak- 
ers who came in to watch a complete home 
laundry demonstration—with factory 
economists running the demonstrations. 


All in all, Great Lakes dealers are ring- 
ing in the New Year on a note of “great 
expectations.” All reported they felt in- 
creased industrial activity would send 
sales to new highs, and not one note of 
pessimism crept in to spoil the rose col- 
ored picture they see for 1959. 

Continued on page 18 
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Westinghouse presents the new SC-4 Cleaner! 




















Only 11% inches high! New, low slung lines Cleaner weighs a mere 13 pounds—for the Actual time tests prove the SC-4 picks up 
give the SC-4 a jet-age look. In handsome easiest handling ever. Smooth-rolling swivel more dirt more quickly! One HP motor pro- 
Garnet Brown and Pearl White. wheels are quick and quiet, too. duces powerful suction! Guaranteed 5 years. 





Ask your distributor about the new MC-4 and LC-4 Cleaners, too! 


Introductory buying 
deal on all models GD) vou can se sure..rnsVVestinghouse 


With every 12 units dealer gets one free unit plus crm 
a free display. January and February only. 
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THE 
SOUTH 
WEST 


Holiday sales get off to a slow start 
... Laundry equipment leads appli- 
ance picture ... But dealers are opti- 
mistic about ‘59 


USINESS is good in the Southwest, 
and the Federal Reserve Bank re- 
ports that retail sales for 1958 topped 
1957 in most cities. In spite of this favor- 
able business climate, appliances got off 
to a surprisingly slow start in December. 
A majority of dealers reported that No- 
vember sales were down from October, 
and that the expected seasonal pickup was 
late putting in an appearance. 
Only a few distributors and dealers re- 
ported a brisk Christmas business under- 
way by the second week in December. 


In many cases, Christmas sales will de- 
termine whether 1958 goes into the profit 
or loss side of the ledger. A San Antonio 
“We will, if we 
get a break in December, show a smal] 


dealer put it this way 


increase—or a small decrease. December 
is the month that will tell the story for 
us.”” Most expected to just about break 
even with their 1957 record. 


The appliance sales picture was some- 
times very spotty in the same city. An 
Arkansas distributor, for instance report- 
ed early December sales up 80 percent 
compared with a year ago and predicted 
that his total sales volume for 1958 would 
top 1957 by 25 percent. Another distribu- 
tor in the same city reported sales down 
in November and December and a total 
sales figure for 1958 below 1957. 

A survey showed that successful pro- 
motions have been few and far between. 
“Most have been disappointing,” to quote 
a Dallas distributor. “Even advertising in 
the local paper doesn’t seem to help,” a 
West Texas dealer said. 

Two promotions that pulled were a 
back door sale in Amarillo and a range 
promotion in San Antonio in which the 
dealer offered a free Thanksgiving dinner 
($20 worth of food) with each range sold. 


Laundry equipment was far and away 
the best seller in white goods with refrig- 


erators running a weak second. Freezers 
were moving slowly, and only one dealer 
(in far west Texas) reported that ranges 
were his top seller. TV sales picture var- 
ied city by city. 

Many dealers reported that sales were 
hurt by delays in getting delivery of new 
models from the factories. 


The electric housewares business was 
up in many instances, but due to the 
highly competitive price situation, profits 
were slim. 

In spite of a year of ups and downs 
and many uncertainties, most dealers ex- 
pect to equal or better their 1957 sales 
totals and are confidently looking for- 
ward to better times in 1959. 


THE 
FAR 
WEST 


By Howard Emerson 


Dealers feel a shortage of salesmen 
.. . Everybody has a rosy forecast 
for ‘59 business ... New competition 
from Ward's 


F EW dealers in the Far West had time to 

report business conditions during 
December—they were too busy on the 
floor. Still working with skeleton staffs 
left over from the recession days, few 
dealers could satisfactorily handle their 
peak periods of business. And unfortu- 
nately for their setup, business this year 
came in waves instead of steady hour to 
hour and day to day volume. 
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Plaguing many of these dealers was a 
salesman shortage which again is a preb- 
lem in some of the Far West metropolitan 
areas. The defense industries, some un- 
hurt, many more expanding during the 
recession period, offered a good, steady 
living to many ex-salesmen uncertain of 
their future in the durable goods business 
when their commissions hit rock bottom. 


That there will be more opportunity 
for salesmen who go back to selling dur- 
ing the next year, was made evident at 
an Electric Club of San Francisco meet- 
ing when Pacific Gas and Electric Co., 
now the nation’s largest utility, forecast 
business conditions for the 1959 period. 
Most important to appliance-TV dealers 
were these figures: northern and central 
California will have 250,000 more people 
within the next year; 68,000 new homes 
will be built; personal income will in- 
crease 6.3 percent to a record $17.3 bil- 
lion; business in general will increase 
seven percent; dealers will sell 768,000 
major appliances for $175 million; they 
will move 1,460,000 electric housewares 
worth $53 million. To help dealers get this 
business, PG&E announced a $3,000,000 
budget for sales promotion during 1959. 

In the meantime, the Bureau of Home 
Appliances in San Diego was holding its 
25th annual home show, recording a near 
record number of dealers’ salesmen man- 
ning the distributor sponsored displays. 
Encouraging their attendance was a new 
and successful show feature—a twice 
daily drawing which distributed cash to 
salesmen in attendance. 

From Phoenix, Arizona, where AMA 
manager Bill Johnson reports “not one 
single dealer failure during 1958”, the 
year’s sales are expected, as of December 
Ist projection, to reach “An eyebrow rais- 
ing $6 million increase over 1957 for a to- 
tal of $25 million” (in the area served 
by Arizona Public Service and the Salt 
River Power District). 


While the appliance-TV business in the 
Continued on page 20 
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your 59 MARKET 
ZIERS and FANS 


™ ed —-. F ee : a Hi 
6 BIG BRAZIERS- 
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MODEL M30S (shown) with aluminum- 
clad smoker oven, rotisserie spit and 
motor, rubber-tired wheels, 24” bowl. © , ot 


‘ | eet? in 
iN ; "a poltind 
* MODEL M30 with aluminum-clad hood, “+ 
4 
r =; : ; 


re) d 


rotisserie spit and motor, rubber-tired 
wheels, 24” bowl. Accessory smoker lid 
available. 


MODEL B30 with 24” bowl, rubber-tired 


wheels. 


All Models With... 

e Triple-plated, crank-ad- 
justable GRILL (except 
Model B14 with three- 
position grill adjust- 
ment)! 


e Rugged BOWL that will 
take plenty of abuse! 


Colorful BLACK AND RED 
FINISH! 


MODEL B14 with 14” bowl, three-posi- 
tion grill, and without wheels. 


MODEL M500 with black-finished hood, 
rotisserie spit and motor, rubber-tired 
wheels, and 24” bowl with 1” lip around 
edge. Accessory smoker lid available. 


MODEL B500 with 24” bowl that has 1” 
lip around edge, and rubber-tired wheels. 


MODEL 920P SUITCASE FAN (shown 











here) with two-speed motor, manual 
reverse. 

MODEL 920PM MOBILE FAN is stand- 
mounted with 6” wheels, 18” height adjust- 
ment, two-speed motor, manual reverse. 
MODEL 920X EXHAUST FAN fits windows 
26” to 37” wide. With 3- speed motor. 
MODEL 920RT ELECTRICALLY REVERSIBLE 
FAN with THERMOSTAT CONTROL and 


Please send me sales packages indicated below: 
Braziers [|] Fans [] Both [] 


Sold only through wholesalers on a selec- 
tive basis 


Company Name 


motor. Can be reversed while running. Address 
MODEL 920R ELECTRICALLY REVERSIBLE FAN 
with motor. Can be reversed while running. City Zone State 


Your Name 





5-YEAR WARRANTY ON ALL ATLAS-AIRE FANS! 
Manufacturers of a Complete Line ey 
ATLAS TOOL & MANUFACTURING CO. 
ATLAS TOOL & MANUFACTURING CO. 5149 Natural Bridge + St. Lovis 15, Mo. 


5147 Natural Bridge . Founded 1926 * St. Lovis 15, Mo. 


Position 
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WIRES - CABLES 
CORD SETS 


Why speculate? 


Invest in the BEST, the BLUE CHIP 
Wires and Cord Sets that insure 
better performance . . . LONGER. 


Buy CORNISH 
...@ gilt-edged investment! 


Complete Stocks 


carried for your convenience at 
ATLANTA BOSTON CHARLOTTE 
CHICAGO CINCINNATI DALLAS 
DETROIT LOS ANGELES MINNEAPOLIS 
PHILADELPHIA ROCHESTER ST. LOUIS 
SAN FRANCISCO SEATTLE 


MADE BY ENGINEERS FOR ENGINEERS 








CORNISH WIRE COMPANY, inc. 


50 Church Street New York 7, N. Y. 


Creators and Manufacturers of 
CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 
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CONTINUED 


Far West rode at a merry Christmas pace, 
it was helped by factors other than the 
very evident willingness of the public to 
part with a good share of its disposable 
income. In Eastern Washington, the In- 
land Empire Electrical League concluded 
a “perfect pair” laundry promotion which 
moved 1166 washers, 923 dryers and 145 
combinations. In Spokane, Sears pitched 
its Kenmore and Coldspot lines to an es- 
timated 45,000 viewers and 250 partici- 
pants through a live telecast of a cooking 
and freezing demonstration in the Wash- 
ington Water Power Company’s auditori- 
um. Just before the Christmas season, the 
Sacramento, California, dealer group and 
the Municipal Utility started a three 
months washer-dryer promotion that fea- 
tured the give-away of $3,700 worth of 
appliances. Sales of “combos” in that area 
already were up 24.5 percent for the first 
nine months. 

In many parts of the Far West, dealers 
who work with one eye on Sears may have 
to focus the other eye on Ward’s. Begin- 
ning with a very successful sponsorship 
of the local “Money-Tree” TV show in 
the San Francisco-Oakland area, Ward’s 
is following up with such promotions as 
“$15 for your old dishpan” toward its 
Fairway dishwasher, and a four day side- 
walk “Truckload Sale” from in front of 
the Idaho Falls store. 


Electric housewares followed the pat- 
tern long anticipated by dealers with any 
knowledge of market forecasting. As soon 
as Christmas buying started, electric 
housewares showed evidence of shortage, 
and in spite of the shortage many big 
stores started featuring what they had as 
loss leaders. In San Francisco, G-E steam- 
spray irons were advertised for $14.88, 
the rotisserie-oven for $72.88, the coffee- 
maker for $15.88. To meet these prices, 
many large dealers went lower. However, 
the reaction of several large independent 
dealers out here has been to ignore the 
price cutting in electric housewares. They 
keep a minimum of the faster moving 
items in stock, give them attractive dis- 
plays, and mark them at list—when they 
make a sale, it is profitable, when they 
lose one, “the hell with it.” 


In the home entertainment field, deal- 
ers could take heart for a good ’59 by 
analyzing their Christmas business. The 
public continued to replace old TV’s at 
the forecast rate, with servicing dealers 
getting more and more of this business 
at a reasonable profit. The interest in 
stereo sound increased out of proportion 
to sales of equipment, but it was indica- 
tive of the market waiting to be sold in 
1959. End 
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DOLE assistance 
helped make 
these products better 

















TOMORROW'S 
APPLIANCES 


... what will 
their control 
problems be? 


Homes of tomorrow may use washer- 
dryer-ironer combinations like this. 
Their success will undoubtedly hinge 
on many new automatic features. In 
the control of liquids, Dole Valves 
made practical many automatic opera- 
tions that were thought impossible in 
today’s appliances. Their contribu- 
tions to future advances will be equal- 
ly important. Perhaps they can do the 
same for your projects. 
























AUTOMATIC 

















HOME WASHING MACHINES 


Dole Water Control Units were developed 
for the first automatic washing machines 
to turn water on and off, control rate of 
flow and mix water to desired temperature. 
Dole Dispensers are also being used to 
store and automatically dispense fabric con- 
ditioner materials at a predetermined time. 


If your products or projects involve problems of 
fluid control—flow rate, mixing, temperature control, 
shut-off, dispensing—Dole Valves may provide the 
practical solution you are after. Too, the simplicity and 
lasting dependability of these valves mean finer prod- 


ucts, greater customer satisfaction. 


AUTOMATIC DISHWASHERS 

Dole Single Solenoid Shut-off Valves turn 
water on and off and control proper flow 
rates for washing and rinsing. Incorporated 
in this valve is the Dole Flow Control. Dole 


Dispensers are also used in automatic dish- 


washers to store and automatically dispense 
water conditioners at the proper time in 
the cycle. 


ro------ 


Additional 
Solenoid Operated Valves may be obtained by writing 


THE DOLE VALVE COMPANY 
6201 Oakton Street ¢ 


AUTOMATIC WATER COOLERS 


This Dole Single Solenoid Shut-off Valve 
with built-in Flow Control eliminates ‘surg- 
ing and controls the flow of drinking water 
regardless of variations in the line pres- 
sure. This inexpensive solution to an old 
problem is another example of the engi- 
neering ability and manufacturing facilities 
available to help you with your problems, 


Contro/ with 


information about these or other Dole 


Morton Grove, Illinois 
(Ch cago Suburb) 
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HOW'S DUSIMOSS ? sere’. tne answer tor 26 key markets 


which embrace over 17% of the U.S. buying public. Based on flash 


reports from leading utilities, this chart provides you with the 
most authentic, up-to-the-minute index of retail sales yet available. 
it’s another ELECTRICAL MERCHANDISING exclusive. 


October figures: OO 
Year to date figures: 00 


IN THE EAST 
United Illuminating Co. 


N. Y. State Electric & Gas Corp. 
Jersey Central Power & Light Co. 
New Jersey Power & Light Co. 
Philadelphia Electrical Asso. 
Pennsylvania Electric Co. 


West Penn Power Co. 


IN THE MIDWEST 
Dayton Power & Light Co. 


Commonwealth Edison Co. 

Kansas Gas & Electric Co. 

Nebraska-lowa Electrical Council 
IN THE SOUTH 

Kentucky Utilities Co. 

Chattanooga Electric Power Bd. 

Nashville Electric Service 

Florida Power Corp. 

Florida Power & Light Co. 


Tampa Electric Co. 


IN THE SOUTHWEST 
Dallas Power & Light 


Southwestern Electric Power Co. 
New Orleans Public Service, Inc. 


Gulf States Utilities Co. 


IN THE WEST 
Appliance” Merchandisers Assn. 


Idaho Power Co. 

Pacific Gas & Electric Co. 
Pacific Power & Light Co. 
Washington Water Power Co. 


NATIONAL 


October 
Year to date 
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Refrig- 
erators 


Change 
58 vs. '57 


=15 
20 


-4 


421 
13 


+45 
9 


418 

25 
+60 
429 
+46 

25 
-10 


+36 
412 


11 


4124 
+ 33 
414 
+ 9 
421 
+ | 
-12 
+ 11 
+16 
3 


417 
7 


* Not Available 


Freezers 


Change 
58 vs. '57 


+51 
+ 46 
+ 4 

1 
447 
+ 47 
+21 
+ 24 
+71 
+ 8 
415 

2 
415 
+ 23 


427 
+ 15 


Electric 
Ranges 


Change 
"58 vs. '57 


-11 
iS 
#13 
5 
418 
12 
- 3 
2 
=24 
19 
- 1 
26 
412 
14 


=-14 
13 
#15 
8 
=21 
y 
412 
+ 4 


- § 
7 
412 
13 
417 
- 4 
435 
+ 58 
+18 
27 
=28 
+ 7 
+40 
438 
452 
+ 23 


414 
+ 18 


4237 
+ 98 
413 
+ 3 
+ 4 
+ § 
+ 1 
15 
=-23 
1] 


+ 8 
5 








Electric 
Water 
Heaters 


Change 
‘58 vs. '57 


+ 6 
+ 15 
- 6 

14 
= 7 


=-14 
16 
419 


=25 
+ SY 
-60 
+ 32 


#123 
125 
+ 6 


#13 
+11 
=19 

19 


+27 


** Change of less than 2 of 1° 


Washers 


%> Change 
"58 vs. '57 
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Clothes 
Dryers 


% Change 
"58 vs. '57 


#28 
+ 3 
+ 7 
— 8 
435 
-- 49 
+29 
+ 20 
+ 1 


+10 
=-13 
=-14 
+30 
+ 47 
= 3 

18 


=19 
+ 10 


+16 
#32 
=-52 


49 
=-35 


+270 
+24 
=10 
- 6 
=-17 
— 2 
=-12 
16 
-28 
17 


“11 
6 


Comparatively small number of units 


Dish- 
washers 


% Change 
"58 vs. '57 


1 


* 


#15 
=-12 
+15 
+20 


+11 


=-15 
— 29 
424 
+9 
+16 
31 
+59 
+400 
30 
+109 
#118 


32 
=56 


#25 
+14 
424 
475 
+ 37 


4177 
+ 4 


+26 


+34 
+14 
417 


433 


* * 


Room Air 
Condi- 
tioners 


% Change 
"58 vs. '57 


+20 
— 25 
464 
— 46 
+107 
— § 
=-25 
— 4] 
4547 
— 6 


-70 
~ 45 
“44 
~% 


=-14 
— 13 
417 
-~ 46 
4133 
“— 11 
+100 
34 


#24 
7 
+36 
12 


+42 
+ 20 
$227 
+ 25 
+ 4 
+ 30 


+266 
—- 23 
=26 
+ 6 
+48 


41236 
~¥i 


+88 


#220 
+74 
+1200 
+98 


4154: 
—- 8 






TV 


Change 
‘58 vs. '57 


+20 
- 6 
* 


+10 
+18 
a 


+ 3 
=12 


=13 
16 


- 9 
18 
-18 
25 
+ 5 
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ing the past month. This unique summary is another exclusive ser- 
vice for readers of ELECTRICAL MERCHANDISING. 


How The Industry Behaved Week By Week 
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| | | Weekly average for 52 stocks listed below. 
30) AES SRE a SMR Bei we 
JUL JUL JUL AUG AUG AUG AUG SEP SEP SEP SEP SEP OCT OCT OCT OCT NOV NOV NOV NOV DEC DEC DEC DEC 
HAS t et ae teats rth een td 6S 
STOCK AND DIVIDENDS 1958 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW NOV. 17 DEC. 15 CHANGE 
NEW YORK 
STOCK EXCHANGE 
Admiral Corp 19% 7 16 18 + 2 
American Motors 1%T 39% 8 31% 39% + 8 
Arvin Ind. 1%E 29% 23% 26% 28% + 2% 
Avco Mfg. .40 13% 5% % 12% + 3% 
Black & Decker 2 59% 36 55% 59 + 3% 
Borg Warner 2 38 25% 38% 37% + 1% 
Bulova .60 16% 9% 12% 15 + 2% 
Carrier 2E 46% 32% 40'2 432 + 3 
Chrysler 1E 59% 44 53% 49% — 4% 
Colgate Palm. 3A 88 48 84% 85% + 1 
Decca Records | 19% 13% 17% 18% + h 
Emerson El. 1.608 56 29 51% 52% + 1% 
Emerson Radio %T 16% 4“ 1” 14 + 3 
Fedders Quig. 1 16% 11% 14% 16% + 2% 
Firestone 2.60B 136 82% 119 130% +11% 
General Electric 2 73% 57 70 73 + 3 
General Motors 2 52 33% 49% 48% — 1% 
Hoffman Electric | 42% 21 36% 41’ + 5Y% 
Hupp Corp. 6% 2’ 5% 5% + % 
Magnavox 2B 60'2 30% 48% 55 + 6% 
Maytag 2.40A 492 23% 48% 45% - 2% 
McGraw-Edison 1.40 41% 31% 37% 39 + 1% 
Mpl. Honeywell 1.604 126 76 109 120 LV 
Minn. Mining & Mfg. 1.20 110 73'A 102% 108 + 5% 
Montgomery Ward 2A 42% 28 42 41% — ¥% 
Motor Wheel .70E 18% 12% 17 15% —- 1% 
Motorola 1/2 59% 35 52% 56 + 3% 
Murray 2P 3342 19% 29 32% + 3% 
Philco %T 26% 12% 23 23% + % 
Procter & Gamble 2 78% 55 75% 74% — 1% 
RCA. 1A 47% 30% 40% 46% + 5% 
Raytheon 1'4T 64% 21% 53 63’ +10Y2 
Rheem Mfg. .1 0E 19% 10% 15% 18% + 3% 
Ronson .60 12% 7% 10% 10% - VY 
Schick .20P 16% 8% 13 14% +. 1, 
Scovill Mfg. %P 28% 19 24 22% 1% 
Sears Roebuck 1A 38% 25 36% 37 + %% 
Servel W 4“ 10% 10% - VY, 
Smith (A.O.) 1.608 45% 25% 42% 44 + 1% 
Square D | 30% 20% 28'2 29 - 
Sunbeam 1.40A 65% 39% 58 64% + 6% 
Sylvania El. Pd. 2 57% 31% 55% 56% + 1 
Welbuilt .07E 4¥, 1% 2% 3% + % 
Westinghouse 2 71% 55” 67% 70% + 3 
Whirlpool 1 30% 16” 26% 30s + 3% 
White Sewing 8% 4h 7% 7“ — & 
Zenith Rad. 2A 197 672 143% 196 +52% 
AMERICAN 
STOCK EXCHANGE 
Du Mont Lab. 7% 3 5 7% + 2% 
Eureka Corp. % Ya “Uo “Ue — 
Muntz TV 2 % 54, 1% + "4% 
Singer Mfg. 2.20 47% 32% 39% 47" + 7% 
Skiatron 7% 3% 5” 5% _ 








taKINg STOCK: .ocscasen 


in which the stocks of 52 key firms within the industry behaved dur- | 














A—Also extra or extras. B—Annval rate plus stock dividend. E—Declared or paid so far this year. T—Payable 
in stock during 1958, estimated cash value on ex-dividend or ex-distribution date. H—Declared or paid after 
stock dividend or split-up. P—Paid this year, dividend omitted, deferred or no action taken at last dividend 
meeting. XD—Extra Dividend. 
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COMPETITION 


The Tide Premium Plan 


6cs 





hg 





25 manufacturers pack Tide in t 
More housewives use Tide than any 0 


Carefully tailored for special needs—that’s Tide's 
Premium Plan. By offering a box of Tide to watch an 
automatic-washer demonstration —a large supply with 


a washer sale—many dealers have greatly increased 


their washer volume 


Tide Appliance Trade Representative for details. 


© The Tide Home Demonstration Plan 


Designed to make life easier for service men. And to 
save you in-warranty service calls. A thorough Tide 
Home Demonstration gives a woman confidence in 
her new automatic—and confidence in the store where 
she bought it. Also, a CASH BONUS is vours for each 
Tide Home Demonstration. Look into it! 


The Tide Factory Pack Plan 


A better grasp—on bigger sales. That’s why 25 manu- 
facturers pack Tide in their automatic washers right 
at the factory. Tests prove, ith Tide, automatics work 
at top efficiency, That means more satisfied customers 


for you, more mac hines sold. 


Tide Cooperative Advertising 


This blade has two edges. A large share of Tide's 
national advertising features the automatic washers 
vou sell. Altogether, “ 
70% of all U.S. homes 9 times a month! Just one more 
of the many ways in which Tide takes an active inter- 
est in the automatic-washer industry—and in the men 
who make, service and sell the machines. 


For complete details on each of these programs and or the name 


of your Tide Appliance 


\\ | 
“PROMOTE” 


WITH / , 
TIDE!\ 





And—at their prices. See your 


Tide's advertising reaches about 


Frade Representative, write Tide Home 
Laundering Bureau, 806 Gwynne Bldg., Cincinnati 2, Ohio 















product made ! 
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| Hop month I criticized distributor 
4 salesmen and promised to devote 
this month’s column to an explanation of 
what dealers actually expect from a good 
salesman. I’ve thought about this at con- 
siderable length and talked the problem 
over with other dealers. Here’s how we 
feel about it. 


WHAT DEALERS EXPECT. Dealers 
expect the distributor salesman calling 
on them to be a well rounded, skilled 
merchandising counsellor. They don’t like 
to feel that a man’s sole interest in them 
is in getting merchandise off the dis- 
tributor’s hands. As retailers dealing with 
the ultimate consumer we aren’t doing 
our job right if we consider the sale com- 
pleted after we take the customer’s money. 
A distributor-salesman has not done his 
job until the dealer has sold the mer- 
chandise and is in a position to reorder. 
I suggest that just as dealers have to 
make some kind of arrangement with re- 
tail men to insure that they contact people 
they have sold and sometimes don’t get 
a full commission until they have called 
on the customer in the home, that it might 
be practical if a distributor’s man re- 
ceived part of his commission when he 
sold us and the balance when we had dis- 
posed of it to our customer. 

In talks with dealers many have ex- 
pressed the thought that more balancing 
of inventories would be helpful. In buy- 
ing for today’s market, many buy in 
quantities and find it difficult to order in 
just the right assortment of models, or 
even of a given category. It would speed 
up their turnover and often enable the 
dealer to reorder a carload of merchan- 
dise if the distributor’s man knew what 
models were not moving off his floor, or 
out of his warehouse. Many times this 
merchandise could be transferred to an- 
other dealer who needed it, or exchanged 
by the distributor for products that were 
moving faster for the dealer. Such a pro- 
gram might ease trans-shipping. 


PICKING A SALESMAN. In hiring a 
salesman a distributor should primarily 
look for a man who can bring some ideas 
and information to a dealer. He should 
preferably have had some retail selling 
experience but not be a bankrupt dealer 
or one who quit the retail businéss be- 
cause it was too much work, and then ex- 
pect to stimulate his dealers to like their 
role. To begin with a man should have 








MORT FARR SAYS: Here’s What | Expect 


rom Distributor Salesmen 





Mort Farr, Upper Darby, Pa., dealer 


basic knowledge of appliance retailing 
practice and principles. Regardless of 
background, experience or success in his 
field, a distributor salesman going to 
work for a new firm should first be firmly 
indoctrinated. He should learn all about 
the products that he can. Then he should 
spend several weeks on the inside work- 
ing in every department. He should get 
acquainted with all personnel and pro- 
cedures and learn from top brass the 
philosophy of the business. He should 
have access to the past records of the 
dealers he is going to call on and make a 
personal file on each dealer’s purchases, 
so that he has a guide to future possibili- 
ties. 

No new salesman, however well 
grounded or experienced, should be sent 
into a dealer’s store for the first time 
without someone to introduce him. 

Whether a man is new or old, he should 
have adequate authority in the field. He 
should be able to make decisions and 
answer questions without calling the 
boss, or bringing it up at a meeting. Many 
times an order depends on a supplier’s 
salesman’s ability to give an answer to 
the question NOW. 

Actually the  distributor-salesman’s 
main job is with the dealer’s salesmen. 
Become familiar with the salesmen, know 
their problems and advise them. If you 
sell them, the dealer has to buy. The 
salesmen should conduct regular prod- 
uct-training meetings and see that these 
men not only know their product story but 
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competitor’s products as well. A distrib- 
utor’s man should spend time on a dealer’s 
floor, not necessarily in selling, but in 
seeing that his line is being properly pre- 
sented and that his firm is getting its fair 
share of the dealer’s business. 


WHAT A SALESMAN NEEDS. (1) Be 
a damned good listener. If your dealer is 
an astute merchandiser, seek his sugges- 
tions and counsel and convey to your 
management any smart dealer’s advice on 
pertinent matters. (2) Read all trade pa- 
pers. Keep informed and pass this in- 
formation on to your dealers. (3) Catch 
trends. Gain a smattering of the national 
picture in relation to your own local pic- 
ture, by reading industry literature. (4) 
Be a contributor. Make it a point to at 
least contribute one constructive com- 
ment or suggestion on each call. (5) 
Learn about dealer problems and their 
costs of doing business. (6) If a dealer is 
holding regular sales meetings, partici- 
pate. If not, initiate them and show him 
how to carry them on. (7) Do not offer 
spiffs or prizes of any kind to a dealer 
salesman without permission of the deal- 
er. (8) Do not discuss dealer costs with 
salesmen unless given express permission 
by the dealer. 

When business is soft, don’t allow a 
dealer to sell you. Always remain in the 
selling seat. When business firms up, 
don’t allow the dealer to become callous 
to promotions—keep him from lulling 
himself into complacency. Help the deal- 
er with his advertising. Constantly, but 
pleasantly, prod the dealer for exposure 
in his window for your merchandise. 
Help to dress the window if possible. 
Suggest effective floor arrangements and 
displays. See that the dealer always has 
adequate consumer line folders and spe- 
cification sheets and that they are cur- 
rent. Show interest in service. See that 
parts needed are delivered promptly if 
you have to go and get them yourself. 
Replace goods received damaged prompt- 
ly. Be interested in consumer complaints. 

Keep any promises you make to a deal- 
er. Be loyal to your firm and to its prod- 
ucts and keep the dealer respecting the 
distributor you represent. Cultivate the 
dealer and upgrade him, and try to im- 
press him that you are trying to keep him 
in business and not trying to force stock 
on him. Finally, earn and do what is nec- 
essary to maintain and improve your 
personal relationship with dealers. End 
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Hotpoint Product Quality 
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Your opportunity for greater 


sales volume through ]959 
customer satisfaction 











HOTPOINT plans 
for tomorrow 
with the 

































Dramatic Custom Trend Wall Kitchen has counter- 
height freezer, sink with Disposall® and surface 
cooking section that roll out independently of 
each other. Refrigerator, dishwasher and ovens 
are above, behind slide-up doors. 























Hotpoint Dealers’ profit opportunities are greater than ever before... 
lf you're not a Hotpoint Dealer you should be! 


A Division of General Electric Company, Chicago 44, Illinois 
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MW lend Program 


An advanced research and design project that — 
keeps Hotpoint Dealers years ahead of competition! 


Countertop range has roll-top door and 
4 surface units which slide out from 
beneath—2 of which provide oven heat. 
Hotpoint’s continuous Custom Trend Program is de- oat i 
signed to bring Dealers advance-design products and 
features backed by exhaustive trade and consumer pre- 
testing. Even more, Custom Trend is an expression of 
Hotpoint’s faith in the future growth and prosperity of 
Dealers everywhere. 
The Custom Trend Program is a continuation of the 
Hotpoint tradition of creative engineering that has re- 
sulted in the marketing of the first electric range, 
the first Calrod® heating unit, the first two-cycle washer, 
the first sealed dryer, the first practical automatic dish- 
washer and many more. | 
A few examples of the new and imaginative products 
developed by the Custom Trend Program are illustrated 
on this page. On succeeding pages, you will find outstand- 
ing new features of the 1959 Hotpoint line which have 
resulted from just such creative engineering in the past. 
Through Custom Trend, Hotpoint plans to bring Dealers 
the most saleable new products in the industry, now and 
in years to come. 





Custom Trend Cooking Center.features 
French-door barbecue pit with Calrod 

heating unit. Stainless steel hood 
provides lighting and ventilation. 
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Refrigerators 
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987 square inches of cooling surface gee GlfLIDP? = Fi 
maintains proper temperature evenly a 
throughout refrigerator. 
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Hotpoint Dealers’ profit opportunities are greater than ever before... 





If you're not a Hotpoint Dealer you should be! 





A Division of Genera/ Electric Company, Chicago 44, I/ilinois 











Coldpower! 




















No cold air blasts to dry out food 
—no fans to ever need fixing 


Hotpoint Reserve Coldpower gives your cus- 
tomers more of what they buy a new refrig- 
erator for — safe, dependable food storage! 
Reserve Coldpower system responds in- 
stantly when cold air is lost through frequent 
door openings, keeps foods fresh up to twice 
as long. And, because air circulates to every 
corner of the refrigerator naturally . . . cool- 
ing is naturally more dependable, more eco- 
nomical. There are no fans to raise operating 
costs or cause service calls. Sell Reserve 
Coldpower—the powerful new Hotpoint 
sales feature that will help you move more 














refrigerators in 1959. 























Model 9EW12 


FOOPPAAL SL. 





swing more sales P 
your way with WIT) “al 
HOTPO/NT 
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Model 9EN14 








14.2 cu. ft. Two-Dor Refrigerator-Freezer 


12.1 cu. ft. Two-Dor Refrigerator-Freezer 
with new Swing-Out Shelves. 


with new Swing-Out Shelves 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you're not a Hotpoint Dealer you should be! 





A Division of General Electric Company, Chicago 44, //linois 














Out — 





New Out-In-Front Convenience 














That’s Easy to 
Demonstrate and Sell 


New Hotpoint Swing-Out Shelves bring food 
in the back right up front where it’s easy to 
see and reach — no more groping for food in 
the rear corners, no more forgotten left- 
overs. Shelves swing out easily at a touch, 
lock firmly in place when swung back into 
the cabinet. Reinforced rod-type aluminum 
construction supports heavy loads without 
sagging. Both of the Swing-Out shelves 
adjust up or down — and without difficult 
adjusting mechanisms. And, Hotpoint offers 
all this convenience plus full capacity—there 
are no space-wasting center or side poles to 
get in the way. Hotpoint Swing-Out Shelves 
are available in both left- and right-hand- 
door models and are hinged on the same 
side as the door. Promote and sell this excit- 
ing new feature—it’s a convenience your 
prospects can see and appreciate, one that 
will help close more refrigerator sales for 
you in 1959. 





x 





EVERYTHING IN CABINET 
REMOVES FOR CLEANING 
Swing-Out Shelves, crispers and glass 
cover all remove to make cleaning easy. 
No center or side poles to clean around 

or collect extra dirt. 




















GIANT FLOODLIGHTS MAKE 
EVERYTHING EASY TO SEE 
Lights in back and front provide extra 
illumination throughout the entire cab- 
inet, make even the smallest foods easy 

to see and select. 




















Refrigerator rolls out from the 


beside and behind it. 


New No-Spill Ice Trays designed 
wall easily for cleaning below, to prevent spills. Long handle for 
easy cube removal. 


to 7 dozen cubes on hand at all 
times for added convenience. 


New Ice Saver plus trays keep up 








New Offset Hinges allow close- 
to-wall installation for built-in 
beauty, full access-ability. 
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Refrigerators 
































MODEL 9EY12 


























Hotpoint Dealers’ profit opportunities are greater than ever before... 






lf you're not a Hotpoint Dealer you should be! 























MODEL 9ET12 
12.1 CU. FT. TWO-DOR 
REFRIGERATOR-FREEZER 
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_ fj to serve your customers better 


...and that means more sale-ability for you 


1. EASY MOVE-ABILITY. 5. GREATER DEPEND-ABILITY. 
Cabinet rolls out from the wall easily, silently Hotpoint extra aluminum in shelves, cooling 
for cleaning, decorating or retrieving articles. systems and trim provide beauty, durability. 





PLUS two separate cooling systems: 


1. New Reserve Coldpower refrigerator sys- 


2. ALL-OUT CLEAN-ABILITY. 
Shelves, vegetable pans, glass cover, everything 
removes for cleaning. No center poles, shelves, 
drawers or shelf rails that won’t come out. 


tem keeps foods fresh up to twice as long — 
provides proper humidity to maintain food 
flavor longer. Frost-Away Automatic Defrost- 


ing gets rid of frost as it appears without push- 
3. FULL ACCESS-ABILITY. buttons, clocks or counters. 
Convenient glide-out or swing-out shelves ad- 2. Separate freezer cooling system produces 
just up or down. New offset door hinges allow low, even temperature for quick freezing .. . 
wide door openings even when installed in cor- safe food storage. 
ners or close to cabinets. 
It all adds upto... 
4. EXTRA STOR-ABILITY. 6. HIGHER SALE-ABILITY. 
Deep door shelves for tall bottles . . . even half Hotpoint gives you proven features and finest 
gallons. Dairy-Stor keeps butter, cheese, eggs quality in the models you need to build in- 
handy. Full size vegetable crispers hold nearly creased refrigerator sales in 1959. Sell Hotpoint 
24 bushel. New No-Spill ice trays and Ice Saver and you sell the industry’s most competitive 
keep up to 7 dozen cubes ready for use. refrigerator line! 




















MODEL 9EN16 MODEL 9EN12 MODEL 9EB12 MODEL 9EB11 


10 CU. FT. 12.0 CU. FT. ROLL-OUT 12.3 CU. FT 10.8 CU. FT 
REFRIGERATOR AND REFRIGERATOR-FREEZER REFRIGERATOR REFRIGERATOR 
6 CU. FT 


FREEZER IN ONE 
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MODEL 9FM12 

11.9 CU. FT., 
417 LB. CAPACITY | 
{ 





MODEL 9FM18 
18.0 CU. FT., 
630 LB. CAPACITY 


Hotpoint Dealers’ profit opportunities are greater than ever before 


If you're not a Hotpoint Dealer you should be 








that 


, / you can demeninta and sell 


THE HOTPOINT ALUMINUM SILVER LINING 
CONDUCTS COLD 4 TIMES FASTER THAN STEEL 


Brighten your freezer sales by taking advantage of 1959’s most 
convincing sales feature — the Hotpoint Aluminum SILVER LINING. 
Because it conducts cold 4 times faster than steel, your customers 


ey " enjoy fast freezing, safe storage and low operating costs. And, 
- — only Hotpoint gives you the aluminum SILVER LINING in every up- 
jel right and chest model. Prove the superiority of the SILVER LINING 


——— 
— 





to your customers with the new Hotpoint Demonstration Kit that 
includes a Freon bomb and samples of both aluminum and steel 
linings. In addition to the performance superiority of the SILVER 
LINING, Hotpoint offers many other outstanding features to help 
you close sales. Sell Hotpoint — the line that gives you more of 
mn everything you need to sell more freezers. 


FAMOUS HOTPOINT QUALITY AND TWO-WAY 
PROTECTION HELPS CLOSE MORE SALES 





The SILVER LINING is a shining example of-. 


many Hotpoint quality features: one-piece 
cabinet construction, extra-thick insulation; 
dependable Thriftmaster® Unit. This extra 
quality enables Hotpoint to back its freezers 
with a 5-year written Food Spoilage War- 
ranty and a 5-year written Protection Plan. 


af 


7 POPULAR UPRIGHT AND CHEST MODELS 
GIVE COMPLETE FREEZER MARKET COVERAGE 


From the space-saving 12 cu. ft. upright to 
the giant 26 cu. ft. chest freezer, Hotpoint 
offers a line designed to meet every consumer 
need. Each model is the result of extensive 
research to provide Dealers with the capaci- 
ties and features that offer important sales 
and profit opportunities. 
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MODEL 9FK20 
CU. FT., 258 Cu. FT., 
LB. CAPACITY 


MODEL 9FK26 


907 LB. CAPACITY 





Now HOTPO/NT 
Dealers can offer 





Hotpoint 6-Cycle Automatic Washer Model LW990 





Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer you should be! 
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Washing 


Automatically provides the right speed 
and temperature for every fabric 


The new 1959 Hotpoint Automatic Washer gives you more 
washing cycles—and more sales appeal—than ever before. 














. . ° Te P New Underwater Lint Filter 
Every fabric can be washed with individual care in the new sada saieda: Gy ane aiaiein 
6-Cycle Hotpoint. And customers will find the new 6-Cycle Win agitator... traps lint where 


it forms — under water 


Hotpoint so easy to operate. Whatever fabric needs washing — 
cottons, synthetics, woolens—the push of one button gives 
proper washing action. An easy-to-read chart on the inside of 
the lid tells which setting to use. Hotpoint 6-Cycle washing is 
1959’s hottest laundry sales feature. 








New “Wrinkle-Free” Washing 


The right model Automatic cold water overflow at 


the end of both wash and rinse 
prevents spin wrinkles 


\ YY, 
i > 


— 


at the right price 





for every prospect 
—a line that’s designed 
for step-up selling 






ae 


All-Porcelain Finish 
All-porcelain finish inside and out 
on ail Hotpoint models protects 
against rust, stains and corrosior 





The 1959 Hotpoint Automatic Washer Line 
gives dealers a wider range of models with 
greater promotional sell-up and profit 
opportunities than ever before! 


@ All-Porcelain, Lint-Filter Leader Model LW910_ __e Water-Saving, “Suds-Stor’” Model LW9506 
@ 2-Cycle, deluxe backpanel Model LW930 e 2-Speed, All-Fabric Model LW970 
Mode! LW970 @ Lighted Panel, All-Fabric Model LW950 @ 6-Cycle Clothes Minder Model LW990 








A famous first from 
HOTPOINT that gives 
Dealers a big 


competitive advantage 


























































Automatic Dryer Model LC970 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you're not a Hotpoint Dealer you should be! 


A Division of General Electric Company, Chicago 44, Illinois 


Hee Drying 


Only 100% Vent-Free drying offers customers such 
practical, money-saving home laundry drying. Hot- 
point 100% Vent-Free drying means there’s no need 
for costly, unsightly venting. Lint, moisture are not 
blown into laundry room—they’re pumped down 
the drain. Leaves laundry areas free from annoying 
lint and moisture. 








ces on alge Plus All-New, 3-Cycle Drying 


Calrod® heating units. No 
open coils. A Hotpoint first! 


All new 3-cycle Hotpoint Model LW990 has full 
wardrobe fabric flexibility. 





Automatic Clothes Minder “measures” moisture 
» — shuts off automatically when clothes are dry. 


Dry ’N Wear Cycle provides specially controlled 
» heat for drying wash and wear fabrics. 


Select-O-Time Cycle gives complete flexibility — 
» includes TUMBLE ONLY setting. 





Every Hotpoint dryer has 
porcelain finished top, 
drum and entire interior. 


| a — 


4am 


—_— 


| (a The right model at the right price 
| for every prospect—a line 
| | that’s designed for step-up selling 





—9 


The 1959 Hotpoint Dryer Line offers dealers a 
tremendous profit-opportunity. Here is a solid 
line-up of models with features customers want. 





@ Controlled-Heat Leader Model LB910 
@ 4-Heat Pushbutton Model LB931 

5 @ Vent-Free 4-Heat Model LC950 
guicno @ Vent-Free 3-Cycle Model LC970 








Dealers 
have sold 
more than 
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Super Deluxe Hotpoint 30” Automatic Electric Range — Model RB-602 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer you should be! 






A Division of General Electric Company, Chicago 44, Iilinois 











39” Deluxe model RC-601 30” model RB-102 39” model RC-102 
Automatic double-oven luxury Deluxe styling, features and quality at leader-model pricing 





Backed with 
proven Sale-Ability, 
HOTPOINT 






























































Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you're not a Hotpoint Dealer you should be! 
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AB Series Built-ins 


Offer unmatched quality in every price range 


The same superior quality that helped Dealers sell over 5 mil- 
lion Hotpoint-built electric ranges sets the pace for built-ins 
in 1959. This proven public preference for Hotpoint electric 
cooking can help dealers capitalize on the profitable moderni- 
zation and owner-builder markets. For only Hotpoint Custom- 
line appliances offer so many automatic conveniences and such 
dramatic styling in every medel. 

And now, with Hotpoint’s new interchangeable front panels, 
Dealers can benefit from full-line selling with only minimum 
inventory requirements. One good look at Hotpoint Custom- 
line built-ins should show you why the line that sets the pace 
in 1959 can turn more prospects into profits. 







Hotpoint 


FIV Ie 


MILLION & 






ANGES 





¢ 
4, 


See and Sell these Profit-producing Customline features: 


OVEN FEATURES: SURFACE-SECTION FEATURES: 
Compact Design —fits into a 24-inch-wide cabinet. Cairod® Heating Units—fast and efficient. 
Giant Capacity — cooks a complete meal for 24. Color-Lighted Pushbutton Controls. 


Eye-Level Control Panel—everything easy to see, use. 


Super-Matic Cooking Unit — has time and temperature 


Roast-Right Thermometer — signals when meat is done. controls to make any pot or pan automatic cooker. 


Automatic Rota-Grill Rotisserie—for indoor barbecues. Extra-Fast Super “2600” Cooking Unit. 


Famous Calrod® Golden Bake and Broil Units. 


Automatic Mealtimer — shuts off any unit at time you 


Automatic Oven Timing Clock and Minute Timer. select from one minute to 434 hours. 

Insulated Panorama Window in Oven Door. Custom Cooker-Server — use as automatic utensil on 
Handi-Raise Shelf —for chef-like broiling. Super-Matic unit or as casserole in the oven. 
Handi-Over Grill—complete with aluminum broiler pan. Automatic Appliance Outlets. 


New Interchangeable Front Panels 


Now Dealers can deliver any oven model in any finish by stocking 
only 5 models and 7 front panels. This means dollar savings in 
inventory and floor space. And Hotpoint interchangeable panels 
add the “immediate-delivery” punch to clinch more sales. 








Hotpoint Customline Appliances are available in gleam- 
ing stainless finish, Satin-Copper, Copper Brown, Coral 
j Pink, Sunburst Yellow, Turquoise and Classic White. 














New HOTPO/NT 





Rae |ouble-Deck# 











Hotpoint Dishwasher Model DE-1 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer you should be! 
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Hotpoint Disposali® Food Waste Disposer Model MW-15 


cH Water Action 


Cleans as no other dishwasher can! 








New Disposall” 
Food Waste Disposer 


Easy to Sell because it’s 
Easy to Install 











s es 
Only Hotpoint Dealers can offer the truly spotlessly clean yeh Hotpoint Oiaposst? is ‘ensy 
dishwashing that customers expect and will buy. For only to install because plumbers helped 


Hotpoint has double-deck water action, the combined Gesign f. Now Gestgn GrINmns fee 
and flywheel dispose of food waste 


faster, virtually end jamming that 
causes most service calls. 


washing action necessary to wash everything — pots, 
dishes, glasses, silver—spotlessly clean. Only Hotpoint 
washing action sends surging jets of hot water from two 
rotors, one below each rack, to sweep and swirl away food 
particles, leaving everything sparkling clean. And, only 
Hotpoint gives you all these additional features to help 
close the sale: 

Exclusive Dual-Cycle Selection—normal cycle plus special wash cycle 
for cooking utensils. 


Double Washing and Rinsing—2 complete 5 minute washes, each with 
fresh detergent plus special second rinse that stops spots. 


Electric Drying—in pure, clean air heated by a Calrod® unit. 
Automatic Dual-Filter—filters all water every 4 seconds. 
Big Roll-R-Racks—hold complete dinner service for 10. 





New Interchangeable Front Panels—just 4 models and 7 panels en- 
able dealers to sell any Hotpoint dishwasher in any finish from stock. 


Hotpoint offers a complete line of dishwashers, in every 
price range. Mobile models can be connected for under- 
counter installation, whenever desired. Available in 4 
Colortones, Stainless Steel, Satin Copper, Classic White 
and provision for natural wood front. 











_ HOTPOINT 
IE Te][om Oli gel -mm ke) 


aed |) Year Protection 




















Model WBA41-1 


Hotpoint Dealers can offer such sweeping protection be- 
cause only Hotpoint Water Heaters have MIRACLE MLC-7, 
the chemical compound that “feeds mineral-hungry water,” 
inhibiting rust and corrosion and lengthening tank life up 
to 200°, depending on the type of water. 
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15-YEAR PROTECTION PLAN 


Hotpoint’s written plan assures continuous and 
economical hot water service. It provides a full 
l-year warranty on the complete heater, and an 
additional 7-year replacement warranty on the 
tank, plus an additional 7-year tank protection plan. 





















’ 
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Model WBA43-1 





And Hotpoint gives you the additional quality of extra- 
thick steel tanks and efficient Calrod" heating units. 

In addition to the Magic Circle 15 line, Hotpoint also offers 
the Silver Line and cement-lined water heaters in round 


and table-top models and in a variety of sizes. 



































HOTPOINT 


aed) \linute Installation 


Make selling easier, profit opportunities greater 


Hotpoint 115-volt portable air condi- 
tioners mean more clean take-home 
sales to the big do-it-yourself market. 
Only about half the size and weight of 
most other air conditioners of com- 





parable capacity, Hotpoint portables 
can be installed in minutes with just 
a pocket knife and a screw driver. 
Everything else for installation is in 
the carton. And Hotpoint portables 
can be moved easily from room to 
room—even to the basement for use 
as a dehumidifier. Compare the many 





features of Hotpoint portables and 


you'll agree they’re built for fast, clean Portable Model 118AMP100 
from carton to cooling in just 5 minutes 
sales and extra profits. 14,500 B.T.U. 


Hotpoint Power Plus Air Conditioners provide 
all-through-the-house cooling 


Extra capacity cooling system plus super- 
powered blowers enable these compact 
| i Hotpoint units to cool several rooms effec- 

Wl 1) il HT tively —even an entire home or store. 
Hotpoint Power-Plus Air Conditioners are 
available in 142-hp., 115-volt and 2-hp., 
230-volt sizes, and offer such outstanding 
sales features as the permanent electro- 
static filter — a Hotpoint first! 





Power Plus Model 128AML200 for multi-room cooling 14,000 B.T.U. 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you're not a Hotpoint Dealer you should be! 
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ALABAMA 

Hotpoint 

2617 N. 24th Street 
Birmingham 7 
Graybar Electric Co., Inc 
701 Joachim Street 
Mobile 6 

Hotpoint 

Hurter Building 

230 Coosa Street 
Montgomery 


ARIZONA 
Hotpoint 

2202 W. Portland 
Phoenix 


ARKANSAS 
Hotpoint 


Markham Street 
Little Rock 


CALIFORNIA 

Hotpoint 

660 “PP” Street 

Fresno 

Hotpoint 

212 N. Vignes Street 

Los Angeles 

Graybar Electric Co., Inc 
1911 Union Street 
Oakland 7 

Graybar Electric Co., Inc 
1900 Fourteenth Street 
Sacramento 1 

Hotpoint 

127 Island Way 

San Diego 1 

Graybar Electric Co., Inc 
1750 Alameda Street 

San Francisco 1 


COLORADO 
Hotpoint 

425 Quivas Street 
Denver 4 


CONNECTICUT 

Hotpoint 

Corner Barnum and Seaview 
Bridgeport 8 

Hotpoint 

2964 Main Street 

Hartford 1 


DELAWARE 

Graybar Electric Co., Inc 
915 S. Heald Street 
Wilmington 1 


DISTRICT OF COLUMBIA 
a 

705 Edgewood Street, N.E 
Washington 17 


FLORIDA 

Hotpoint 

530 E. Forsyth Street 
Jacksonville 2 
Hotpoint 

2770 N.W. 24th Street 
Miami 52 

Hotpoint 

P. O. Box 1946 
Orlando 

Hotpoint 

835 West Madison Street 
Tallahassee 

Hotpoint 

5605 Westshore Blvd 
Tampa 1 


GEORGIA 

Hotpoint 

412 Hodges Avenue 
Albany 

Hotpoint 

710 Murphy Avenue, S.W 
Atlanta 1 


GEORGIA (cont'd) 
Graybar Electric Co., Inc 
333 N. Avenue, N.W 
Atlanta 2 

Hotpoint 

1547'2 15th Street 
Augusta 

Hotpoint 

779 Fifth Street 

Macon 

Hotpoint 

917 Louisville Road 
Savannah 

IDAHO 

Graybar Electric Co., Inc 
1325 Idaho Street 

Boise 


ILLINOIS 

Hotpoint 

1945 N. Cornell 
Melrose Park (Chicago) 
Hotpoint 

Foot of Alexander Street 
Peoria 

Hotpoint 

811 21st Street 
Rockford 

INDIANA 

Graybar Electric Co., Inc 
2110 Highway 41 North 
Evansville 7 

Hotpoint 

1250 Stadium Drive 
Indianapolis 2 
Hotpoint 

315 W. Monroe 

South Bend 

IOWA 

The Rock Smith Co 
1111 E. River Drive 
Davenport 

Hotpoint 

75 Washington Avenue 
Des Moines 

KANSAS 

Hotpoint 

1401 Fairfax Trafficway 
Kansas City 


Hotpoint 

616 S. Commerce Street 
Wichita 

KENTUCKY 

Graybar Electric Co., Inc 
779 E. 3rd Street 
Lexington 

Graybar Electric Co., Inc 
360 Farmington Avenue 
Louisville 9 

LOUISIANA 

Graybar Electric Co., Inc 
7676 Airline Highway 
Baton Rouge 1 

Graybar Electric Co., Inc 
1116 Magnolia Street 
New Orleans 13 

Graybar Electric Co., Inc 
2536 Linwood Avenue 
Shreveport 


MAINE 

Hotpoint 

180 Anderson Street 
Portland 


MARYLAND 
Hotpoint 

1500 Barclay Street 
Baltimore 3 


MASSACHUSETTS 
Hotpoint 

1 Life Street 
Boston 35 
Hotpoint 

261 Park Avenue 
Worcester 8 


Hotpoint Dealers’ 


Contact your Hotpoint 
distributor today! 


MICHIGAN 

Hotpoint 

12600 Southfield Road 
Detroit 23 

Hotpoint 

4818 North Saginaw 
Flint 

Hotpoint 


206 Grandville Avenue, S.W. 


Grand Rapids 2 


MINNESOTA 

Graybar Electric Co., Inc 
1730 W. Michigan 
Duluth 2 

Graybar Electric Co., Inc. 
824 S. Fourth Street 
Minneapolis 15 


MISSISSIPPI 

Graybar Electric Co., Inc. 
154 E. Porter Street 
Jackson 9 


MISSOURI 
Hotpoint 

1733 E. Trafficway 
Springfield 
Hotpoint 

5021 Fyler Avenue 
St. Louis 9 


MONTANA 

Hotpoint 

1015 Montana Street 
Butte 


NEBRASKA 

Hotpoint 

1812 North 13th Street 
Omaha 


NEW HAMPSHIRE 
Hotpoint 

87 S. Bedford Street 
Manchester 


NEW JERSEY 


Hotpoint 
254 Elizabeth Avenue 
Newark 8 


NEW MEXICO 


Hotpoint 
923 First Street N.W. 
Albuquerque 


NEW YORK 


Havens Electric Co., Inc. 
31 Hudson Avenue 
Albany 1 

Hotpoint 

1210 Main Street 
Buffalo 9 

Hotpoint 

585 Hudson Street 
New York 14 
Hotpoint 

464 Clinton Avenue S. 
Rochester 

Hotpoint 

300 Babylon Turnpike 
Roosevelt 

Hotpoint 

1320 Van Vleck Road 
Syracuse 

Hotpoint 

2 Lawton Street 
Yonkers 


NORTH CAROLINA 
Hotpoint 

24 Glendale 

Asheville 

Hotpoint 

700 Tuckaseegee Road 
Charlotte 6 

Duke Power 

422 Church Street 
Charlotte 


NORTH CAROLINA (cont'd) 
Hotpoint 

1111 Willowbrook Drive 
Greensboro 

Hotpoint 

802 Poole Avenue 

Raleigh 


OHIO 

Graybar Electric Co., Inc. 
975 E. Tallmadge Avenue 
Akron 10 

Hotpoint 

910 East Ross Avenue 
Cincinnati 17 

Graybar Electric Co., Inc. 
115 W. McMicken Street 
Cincinnati 10 

Graybar Electric Co., Inc. 
1100 E. 55th Street 
Cleveland 3 

Hotpoint 

941 Burrell Avenue 
Columbus 15 

Hotpoint 

601 E. Third Street 
Dayton 2 

Hotpoint 

3845 Upton Avenue 
Toledo 

Graybar Electric Co., Inc. 
602 W. Rayen Avenue 
Youngstown 1 


OKLAHOMA 
Hotpoint 

3500 S.W. 29th Street 
Oklahoma City 
Hotpoint 

1346 E. Haskell 
Tulsa 


OREGON 
Hotpoint 
2900 N.W. 29th Street 
Portland 


PENNSYLVANIA 

Graybar Electric Co., Inc. 
1941 Hamilton Street 
Allentown 

Graybar Electric Co., Inc. 
1308 Irwin Drive 

Erie 

Graybar Electric Co., Inc. 
1039 S. 13th Street 
Harrisburg 

Hotpoint 

401 E. Hunting Park Avenue 
Philadelphia 24 

Graybar Electric Co., Inc. 
910 Cherry Street 
Philadelphia 7 

Hotpoint 

200 W. River Avenue 
Pittsburgh 12 

Graybar Electric Co., Inc. 
900 Ridge Avenue 
Pittsburgh 12 

Graybar Electric Co. 

333 Buttonwood Street 
West Reading 


RHODE ISLAND 
Hotpoint 

241 Harris Avenue 
Providence 1 


SOUTH CAROLINA 
Hotpoint 

1076 Berea Road 
Columbia 17 
Hotpoint 

101 Welborn Street 
Greenville 


SOUTH DAKOTA 


Graybar Electric Co., Inc. 
300 N. Phillips Street 
Sioux Falls 


profit opportunities are greater than ever before... 


if you’re not a Hotpoint Dealer you should be! 


LOOK FOR THAT 


DISHWASHERS 


DISPOSALLS* 


DIFFERENCE! (your Curtomens do!) 


A Division of General Electric Company. Chicago 44, lilinois 


ELECTRIC RANGES « REFRIGERATORS AUTOMATIC WASHERS - CLOTHES DRYERS - CUSTOMLINE 


WATER HEATERS 


FOOD FREEZERS 


TENNESSEE 
Hotpoint 

1228 Carter Street 
Chattanooga 
Hotpoint 

1218 Riverside Drive 
Knoxville 

Hotpoint 

353 South Front Street 
Memphis 

Hotpoint 

2300 Nolensville Road 
Nashville 21 


TEXAS 

Graybar Electric Co., Inc. 
1601 S. Treadway 
Abilene 

Graybar Electric Co., Inc. 
601 E. Second Avenue 
Amarillo 

Graybar Electric Co., Inc. 
2155 Highway 90 
Beaumont 

Graybar Electric Co., Inc. 
1311 Agnes Street 

Corpus Christi 

Graybar Electric Co., Inc. 
717 Latimer Street 

Dallas 26 

Gorman Engineering Co. 
1701 Texas Street 

E] Paso 

Graybar Electric Co., Inc. 
1107 Foch Street 

Fort Worth 7 

Graybar Electric Co., Inc. 
1702 Cullen Blvd. 
Houston 3 

Graybar Electric Co., Inc. 
1223 Hackberry Street 
San Antonio 8 


UTAH 

Graybar Electric Co., Inc. 
336 Third West Street 
Salt Lake City 13 


VIRGINIA 

Hotpoint 

3563 Argonne Avenue 
Norfolk 1 

Hotpoint 

1503 Sherwood Avenue 
Richmond 20 

Hotpoint 

513 Norfolk Avenue S.W. 
Roanoke 16 


WASHINGTON 
Hotpoint 

2819 Elliott Avenue 
Seattle 

Hotpoint 

412 N. Haven Street 
Spokane 


WEST VIRGINIA 

Bluefield Supply Co. 

116 Bluefield Avenue 
Bluefield 

Wheeling Kitchen & Equip. 
36th and McCollock 
Wheeling 


WISCONSIN 

Hotpoint 

1307 W. Spencer Street 
Appleton 

Hotpoint 

544 S. First Street 
Milwaukee 1 


HAWAII 

Honolulu Elec. Prod. Co. Ltd. 
630 Piikoi Street 

Honolulu 


AIR CONDITIONERS 





demonstrates Emerson Electric’s * 
position in the fan industry—up front. 






























ow from Dormeyer... 


NEW PUSH-BUTTON | 
‘SPEED BLENDER 


Exclusive from Dormeyer! 





and you've 
never seen a blender like it! New, 3-speed 
push-button action delivers the exact speed to 
blend foods faster, smoother, creamier than ever 


before possible. Ask for Model BL-2-WH. 
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3-speed push button 
control. Hurricane- 
action blends, whips, 
liquefies, purees, 
chops, grinds and 
pulverizes. 








Blade assembly screws 
off for easy cleaning 
Can be used with any 
standard Mason jar 


5 


Knob twists off in- 
stantly foreasy pouring 
and adding ingredi- 
ents. The air tight rub- 
ber top snaps off for 
easy cleaning 





New permanent chip 
and mar proof thermo 
plastic base. In white, 
pink, yellow, turquoise. 


New unbreakable, 
boilable, 48-ounce 
plastic container with 
sure grip ribs. Gradu- 
ated markings for ac- 
curate measuring. 





* 
| a |i m 
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Rubber cushion 
mounted motor ends 
annoying, noisy vibra- 
tion. Quiet, smooth 








Only Dormeyer creative engineering combines 
highly-skilled craftsmanship and the finest ma- 
terials to bring you these top qualities in auto- 
matic electric appliances. 
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Sell Dormeyer — Sell America’s most complete line of electric household appliances 


DORMEYER, the world's largest manufacturer of food mixers also manufactures a complete line of electric 


- s > 
grills & _—> sauce pans <t _,> Skillets A coffee-makers Y 
>> , | 
toasters ‘* ‘ro floor polisher-scrubbers 
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steam rons ges and knife sharpeners. 


JANUARY, 1959—ELECTRICAL MERCHANDISING 














worlds first and only 


NEW IMMERSIBLE 





PROBE COFFEE MAKER 


Immersible? Of course! But that’s not the only 
Big News! The new Dormeyer Model CP-5-CH 













out recyclir ~ 











Completely immers- 
ible when probe is dis- 
connected. Wash it in 
the sink or put it in the 
dishwasher. So easy! 
So convenient! 





Exclusive Warm and 
Brew button keeps 
coffee hot without re- 
brewing. Signal light 
flashes when coffee is 
ready and waiting. 


even for hours! 








| a 


Perfect Perk Selector 
on probe control brews 
coffee exact strength 
—automatically. Sim- 





ply dial-in the strength 
you like best. 





Unbreakable, plastic 
cover for a lifetime of 
wear. Boilable, con- 
venient twist-on, twist- 
off feature. 











coffee-maker is also 100‘, automatic! Keeps 
coffee at “‘just-right”’ serving temperature with- 


| 
| 
| 
| 


No-drip spout. For 
graceful pouring at any 
table. No more messy 
trail of coffee stains 
on tablecloths. 











Fashion-crafted in 
lovely, lasting polished 
chrome. Lifetime easy- 
to-clean finish. 4-10 
cup capacity. 


ed at 
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...anchor man in our 


selling combination...” 


















says N. W. COLLINS, General Manager, 
Ark-La-Tex Wholesale Company, Shreveport, La. 


“COMMERCIAL Crepir PLAN is the anchor man in our 
selling combination of quality merchandise, good service 
and a strong finance connection. Eighteen years ago we 
pu ked COMMERCIAL CreEbIT because of its reputation 
for close cooperation with appliance retailers. That 
reputation is well deserved. ComMERCIAL Crepit definite- 
ly helps our dealers produce more volume. The PLAN is 
well known in our selling areas for its generous terms, 
competitive handling charges and the insurance protec- 


tion it offers.” 


Commercial Credit dealers 
are successful dealers 











Write or call the nearest COMMERCIAL CREDIT CORPORATION 
office for complete information on the benefits of COMMERCIAL 


Crepit PLan. Why not do it, today? 





A service offered through subsidiaries of the 










Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 . . . offices in principal 
cities of the United States and Canada. 


\ 
Wa 


PAGE 52 JANUARY, 1959—ELECTRICAL MERCHANDISING 











Electrical 


Merchandising 
IN ANY YEAR, 


{ VOL. 91 JANUARY, 1959 
, these factors determine 


just how good 
business will be FOR 1959, every one of these 
indicators points in the right direction 
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CONSUMER INCOME 


CONSUMER PRICES nelatively stable 


CONSUMER CREDIT Plentiful and available 





gre’ 


| ss 
CONSUMER SAVINGS aigh and goins 


BUSINESS SPENDING Heading ¥P 





PRODUCTION ‘ox OE 


sins 


GOVERNMENT SPENDING also © 


That’s why the McGraw-Hill Department 
of Economics opens its forecast of what’s ahead for 
| the appliance dealer in 1959 by predicting that... 


' “Theloutlook is bright 
} ...and) getting brighter” 









FORECAST BEGINS ON NEXT PAGE 








“The outlook is bright... and getting 


As the entire economy turns upward in1959 ... 


Billions of Dollars 
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1958 1959 


HE outlook for appliance dealers in the year 
| ahead is bright—and getting brighter. And there 

is the potential for a really spectacular rise for 
the whole economy if there is a rapid step-up in con- 
sumer spending for appliances, TV and other durable 
goods. 

The most important reason for the bright outlook for 
consumer spending—and particularly for durables—is 
the trend of disposable income (income after taxes and 
after adjustment for the rise in the cost of living). 
Measured in this way incomes are heading up rapidly 
for the first time since 1954-55. Because the cost of liv- 
ing rose sharply during 1956 and 1957, the trend of dis- 
posable income was sideways all during that period and 
declined slightly early in 1958. 

Now, however, the rise in food and other living costs 
has stopped. So the gains in real income in the year 
ahead may be just as rapid as they were in 1955. The 
prospect is that total disposable income will reach a 
record high of $327 billion in 1959, which would be $26 
billion more than in 1958. This means that people will 
have more money in the months ahead—so that they 
can buy more durable goods and make extra payments 
for new appliances without skimping on everything 
else. 

With our bulging population—the figure surpassed 
175 million late last year and is headed toward another 
2.5 million increase this year—the “everything else” 
which includes food and clothes has become an impor- 
tant competitor for durable purchases. So to get a dur- 
ables boom, it takes a big increase in income. And that’s 
what we’re about to get for the first time in several 
years. 
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Total consumer spending for durable goods should 
reach $40 billion in 1959. This means that consumers 
would be spending at a rate of 12.2 percent of their in- 
come (after taxes) on durable goods. This compares 
with 11.7 in 1958 and the high of 14.4 in 1955. The 
amount spent in 1958 was low in relation to income. 
But 1959 and 1960 should be more nearly normal. 

Of the amount consumers will spend on durable 
goods, it is estimated that $8.0 billion will be for appli- 
ances this year. This will be an increase of about 10 per- 
cent over last year and close to the peak levels of 1955 
and 1956. ' 

Sales of “standard” home appliances and furniture 
are closely related to new housing starts. The upturn in 
housing in 1958 brought the total of new starts to 1.17 
million. Another moderate gain is expected in 1959 in- 
dicating about 1.23 million starts. As in the past, small 
appliances will probably have small year-to-year fluc- 
tuations. 

However, 1959 could see a big gain for TV and for 
some of the newer home appliances—combination wash- 
er-dryers, hi-fi sets etc. Since these purchases are highly 
optional, increased sales are more directly related to 
higher incomes. 

The levels of savings and the amount of consumer in- 
stallment debt are also important factors in the outlook 
for appliance sales. Consumers are in better shape to 
make “big ticket” purchases than they have been in 
some time. About one-third of all U.S. families now 
have $1000 or more in cash or savings bonds—which is 
as good a percentage as in 1955. During the past year 
consumers were saving at a rate of 6.6 percent of their 
disposable income. This year they will probably up 
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their rate of saving to about 7% of disposable income. 

In addition to putting away a sizeable amount of 
money last year, consumers were able to pay off about 
$1 billion of installment debt. They were able to do this 
because their incomes continued to rise during the year 
in spite of the recession. 

Another big round of consumer credit expansion thus 
is entirely possible over the next year or two. The banks 
and finance companies have the funds available, there 
are enough families with income to support new bor- 
rowing, and the terms seem to get easier each year. 

Many families that ordinarily would have replaced 
some appliances last year did not do so—either because 
they were still in debt for earlier purchases, or because 
they were worried about the recession and its effect on 
their earnings, or just because they did not like the 
merchandise. Whatever weight one gives to each of 
these factors, their total effect is clear—there is an un- 
usually large stock of older durables ready for replace- 
ment. 

One reason consumers did not buy durables last year 
was the high level of prices. However, what looks like 
a high price when a family’s income is uncertain may 
not look so high when its earnings are going up. The 
unemployment picture last year created a lot of uncer- 
tainty for many people. 

Unemployment will decline in the year ahead al- 
though we will not return to the very low levels of 
1955-57. During the recession many companies have 
been able to increase their efficiency with fewer work- 
ers. Thus it seems probable that unemployment for the 
vear as a whole should average about 4.1 million. How- 
ever, this is far better than the 4.7 million of last year. 

And the price picture appears to be stabilizing. 
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Practically to a man, 
with the optimistic forecasts made on these pages 
—and many of them look for even more than a 
10 percent gain in 1959. 

That much is immediately apparent from a 
glance at the figures below, compiled by ELECTRI- 
CAL MERCHANDISING’s market analysis depart- 
ment on the basis of questionaires mailed to man- 
ufacturers late last fall. Although a comparison 
with last year’s guesses would indicate that the 
manufacturers have been on the optimistic side, 
the encouraging thing about this year’s estimate 
is the size of the gains expected in the year ahead. 
Here, product by product, is what the industry ex- 


Air Conditioners, Room 


Bed Coverings 
Blenders 
Coffeemakers 
Dehumidifiers 
Dishwashers 
Disposers 
Dryers, Clothes 
Freezers 
Frypan-Skillets 


Irons, Automatic 


Irons, Steam 
Irons, Travel 


Mixers, Portable 
Mixers, Standard 


Polishers, Floor 


Ranges, Built-in 
Ranges, Standard 


Refrigerators 


Vacuum Cleaners 
Washers, Automatic 
Washers, Conventional 


Water Heaters 





Room Air Conditioners 


Dishwashers 
Disposers 
Dryers, Clothes 
Freezers 


Ranges, Standard 
Ranges, Built-in 


Refrigerators 


Washers, Automatic 
Washers, Conventional 


Water Heaters 


pects of 1959: 


1958 


UNITS. 


1,550,000 
2,410,000 
430,000 
4,200,000 
210,000 
400,000 
620,000 
1,211,000 
1,100,000 
3,750,000 
1,100,000 
3,975,000 
475,000 
1,995,000 
770,000 
725,000 
535,000 
800,000 
3,050,000 
3,200,000 
2,744,000 
948,000 
820,000 


UNITS 


1,748,000 
395,000 
596,000 

1,511,875 
985,273 
940,000 
450,000 

3,487,500 

3,047,777 
865,833 
823,111 







What the Industry Expects 
in 59 
There are no pessimists in the appliance-radio- 
TV industry. 


Crystal Gazing: WHAT’S AHEAD 


1959 
UNITS 
1,566,000 
2,475,000 

550,000 
4,500,000 
220,000 
443,000 
661,000 
1,280,000 
1,100,000 
4,500,000 
1,500,000 
5,000,000 
500,000 
2,900,000 
1,000,000 
750,000 
545,000 
830,000 
3,270,000 
3,330,000 
2,760,000 
800,000 
836,000 


The Guesses Last Year 
1958 ESTIMATE 1958 ACTUAL THE GUESS WAS 


UNITS 
1,550,000 
400,000 
620,000 
1,211,000 
1,100,000 
800,000 
535,000 
3,050,000 
2,744,000 
948,000 
820,000 





Considering the course of business in 1958, this record of 


manufacturers agree 


1959 WILL BE 


io} 
° 


1.0 UP 
2.7 UP 
27.9 UP 
7.1 UP 
4.8 UP 
10.8 UP 
6.6 UP 
5.7 UP 


20.0 UP 
36.4 UP 
25.8 UP 
5.3 UP 
25.3 UP 
29.9 UP 
3.4 UP 
1.9 UP 
3.8 UP 
7.2 UP 
4.1 UP 
6 UP 
15.6 DOWN 
2.0 UP 


°, 
oO 


12.8 high 
1.3 low 
3.9 low 

24.8 high 
10.4 low 

17.5 high 

15.9 low 
14.3 high 
11.1 high 
8.7 low 

4 high 


six high guesses and five low ones insofar as major applian- 
ces were concerned is a remarkable achievement. On electric 
housewares, however, the 1958 guesses were, by and large, 


far too high — 


a development which users of this “crystal 


ball” may want to take into consideration in making their 


1959 plans, 
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RETAIL 
VALUE 








NUMBER 
SOLD 


1952 


RETAIL 
VALUE 











NUMBER 
SOLD 


1953 











RETAIL 
VALUE 














200,900 








800,000 
225,000 











3,529,400 
8,100,000 
900,000 





























45,000 
230,000 
318,500 
250,980 

67,520 





























95,000 
2,450,000 
180,000 
495,000 





























240,000 
320,000 
890,000 
500,000 



































1,160,000 

















409,200 








5,235,000 

















1,645,000 











2,969,000 





2,006,880,000 
88,439,000 
933,523,000 
229,230,000 
467,728,000 
287,960,000 
1,080,000 












































1,700,000 





45,000 


























8,174,600 
1,674,700 




















1,830,000 
1,830,000 


















6,200,000 


2,150,000 








7,463,800 
4,525,000 














2,535,000 





1,646,380 

2,626,200 
990,000 
205,000 
723,000 
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11,988,750 
9,454,000 




















73,480,000 
































$62,646,000 $80,093,000 


31,600,000 
8,437,500 


32,980,000 
11,455,000 


280,305,000 
54,000,000 
25,155,000 


6,300,000 
66,700,000 
70,449,400 
53,378,400 
17,071,000 


7,678,400 
78,000,000 
120,679,500 
82,039,500 
38,640,000 





12,302,500 
42,262,500 

7,110,000 
17,745,800 


12,325,500 
43,387,500 ] 
8,136,300 
14,404,300 
16,640,000 
16,500,000 
47,520,000 
378,000,000 1, 
20,662,500 


eeeeeseeee tl «ee 


289,250,000 
12,475,000 





12,393,000 
9,468,000 








59,465,900 49,572,700 


67,793,300 


29,527,750 


125,848,300 


466,400,000 
95,500,000 
204,600,000 
37,400,000 
98,500,000 
30,400,000 
100,000,000 


67,150,000 
2,602,750 


65,687,500 





69,933,000 





382,653,000 

50,994,600 
424,623,000 
424,623,000 


50,525,000 


eee eeeeeee 


53,900,000 


2,235,408,000 
80,142,700 


,572,362,000 
75,763,700 





42,968,250 33,656,300 


423,119,700 
361,443,900 


445,667,800 
269,995,200 


112,065,000 


96,875,000 


















2,925,000 


10,077,5' 1 


8,695,000 











119,930,900 2 














2,312,500 
















































380,400 


830,000 
395,000 


234,893,600 2,841,800 
52,125,000 6,700,000 
43,646,250 1,950,000 


87,450 
175,000 


634,850 
473,900 


160,950 


95,000 


625,000 
265,000 





690,000 
270,000 
242,000 


900,000 


905,000 


211,400 


60,637,500 2,795,000 
2,687,400 375,000 
39,795,000 2,855,000 


970,000 


518,100,000} 1,849,994,000 
102,600,000 77,629,000 
228,000,000} 920,825,000 

51,000,000} 341,820,000 
107,500,000} 359,320,000 

29,000,000 150,400,000 
121,000,000 1,155,000 


1,375,000 
455,000 


740,300 


769,000 
490,000 


204,619,800 4,043,100 
41,322,700 1,719,900 
30,691,500 1,929,000 

350,000,000 1,060,000 

350,000,000 1,060,000 


3,570,000 


2,750,000 


6,096,300 
2,975,000 


1,456,000 


1,684,100 
1,582,400 
“" "720,000 
215,000 
682,000 








$129,703,000 


260,081,500 


162,781,000 
116,105,500 


421,800,000 











322,000 











35,275,000 
16,392,500 


48,575,000 
48,652,500 


ee eee eeeee 


12,505,300 
52,500,000 


46,675,500 





14,250,000 
36,031,500 
12,852,500 
19,012,500 
27,750,000 
18,655,000 
33,800,000 


45,673,000 


12,075,000 
2,430,000 
16,698,000 
10,425,000 
8,597,500 


44,182,600 


36,195,300 
3,356,300 
56,957,200 


154,000,000 


484,100,000 
93,000,000 
222,000,000 
58,200,000 
94,800,000 
16,100,000 
110,000,000 


60,500,000 
8,622,250 


68,852,000 






136,454,600 
59,336,500 
65,586,000 

270,300,000 

270,300,000 


68,612,500 


719,156,600 
59,727,700 


29,848,000 


eee eee eee 





31,203,000 








471,076,400 
237,818,900 





110,484,000 


1,044,700 


948,000 
310,000 








2,777,700 
7,625,000 
3,685,000 


90,550 


180,000 
736,700 
568,500 


168,200 





135,000 
3,035,000 
335,000 
754,000 
845,000 


110,000 


295,000 


see eeeeeee 


160,000 


2,720,000 
430,000 
4,250,000 


3,441,000 


2,201,159,000 
84,665,000 
976,461,000 
485,670,000 
427,363,000 
227,000,000 
1,275,000 





1,270,000 
615,000 





647,800 


390,000 


4,403,000 
1,741,600 
2,041,100 
1,250,000 
1,250,000 


3,500,000 


7,215,800 
3,170,000 


1,370,000 





2,070,800 
1,521,400 
"" "780,000 
265,000 
702,050 











33,905,300 
17,390,000 


724,000 
717,000 


$349,514,000 


35,976,000 
12,384,500 











263,121,700 
52,993,700 
73,515,800 








12,224,000 
54,000,000 
179,847,000 
134,342,200 
45,504,800 








18,562,500 
74,357,700 
16,029,700 
26,390,000 
52,939,000 


8,250,000 


19,175,000 
42,250,000 
436,000,000 
79,500,000 


eeeeeeee 






1,940,300 


14,575,000 
12,281,200 


5,907,500 





34,013,000 












32,640,000 


4,708,500 


80,537,500 














178,000,000 






613,500,000 
121,000,000 
264,000,000 

83,200,000 
120,800,000 

24,500,000 
144,542,000 





55,880,000 
11,654,200 





60,892,700 





138,694,500 
60,712,000 
69,397,400 

318,750,000 

318,750,006 









ee eeeeeee . 


94,500,000 





2,020,424,000 
57,721,500 






29,455,000 


577,401,100 
228,018,200 
102,960,000 

66,250,000 
119,000,000 































































































1954 


1955 





1956 


1957 














NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL NUMBER RETAIL 
SOLD VALUE SOLD VALUE SOLD VALUE SOLD VALUE SOLD VALUE 
1,353,200 $439,790,000 1,275,500 $382,650,000 1,828,000 $534,800,000 1,586,000 $491,660,000 1,550,000 472,750,000 
1,104,000 37,812,000 1,460,000 44,530,000 2,085,000 58,380,000 2,200,000 57,200,000 2,410,000 60,129,000 

296,000 11,825,000 405,000 14,415,000 480,000 16,776,000 455,000 17,267,000 430,000 15,888,000 
2,658,000 254,459,900 3,270,400 285,702,000 3,721,900 304,377,000 3,190,000 269,140,000 3,200,000 283,520,000 
6,900,000 47,955,000 7,200,000 50,040,000 9,750,000 65,812,000 8,400,000 54,600,000 8,100,000 53,000,000 
3,269,000 65,053,000 3,675,000 71,662,500 5,100,000 98,685,000 4,365,000 85,100,000 4,200,000 79,590,000 

815,000 4,605,000 780,000 4,040,400 640,000 3,168,000 550,000 2,887,000 595,000 3,421,000 

80,000 10,800,000 96,000 12,192,000 275,000 34,375,000 225,000 26,100,000 210,000 22,050,000 

215,000 64,500,000 295,000 90,270,000 400,000 116,000,000 390,000 104,250,000 400,000 110,000,000 

940,900 215,630,500 1,396,600 309,050,000 1,522,600 338,017,000 1,294,000 295,998,000 1,211,000 273,840,000 

697,700 153,040,500 1,027,600 216,752,000 1,104,500 231,945,000 894,000 193,998,000 826,000 177,590,000 

243,200 62,590,000 369,000 92,298,000 418,100 106,072,000 400,000 102,000,000 385,000 96,250,000 

125,000 16,375,000 140,000 17,500,000 110,000 13,750,000 98,000 12,735,000 92,000 11,500,000 
3,924,000 93,195,000 2,525,000 50,373,000 2,400,000 47,850,000 1,725,000 34,415,000 1,390,000 25,715,000 

406,000 17,052,000 250,000 10,464,000 135,000 6,682,000 105,000 5,197,000 85,000 4,208,000 

825,000 30,937,500 860,000 30,100,000 1,395,000 51,615,000 1,345,000 49,765,000 1,050,000 38,850,000 
1,425,000 79,643,000 1,645,000 82,168,000 2,525,000 119,937,000 1,700,000 71,825,000 1,350,000 57,375,000 

175,000 12,775,000 165,000 12,787,000 300,000 19,290,000 330,000 17,160,000 365,000 17,885,000 

325,000 19,500,000 375,000 20,250,000 415,000 23,862,500 595,000 29,720,000 725,000 35,525,000 

410,000 47,150,000 520,000 59,800,000 610,000 57,950,000 550,000 49,473,000 620,000 55,769,000 

990,000 391,425,000 1,100,000 439,945,000 975,000 380,200,000 925,000 346,875,000 1,100,000 385,000,000 
1,693,000 37,077,000 1,925,000 33,687,000 1,450,000 22,475,000 1,100,000 16,445,000 475,000 7,576,000 
1,100,000 26,400,000 2,660,000 50,540,000 6,100,000 109,495,000 5,200,000 98,500,000 3,750,000 71,062,000 
1,432,000 37,452,500 1,680,000 50,113,500 1,903,000 56,425,000 1,855,000 54,224,000 1,925,000 56,830,000 

850,000 16,787,500 880,000 17,160,000 976,000 19,032,000 925,000 20,305,000 985,000 21,621,000 

257,000 6,040,000 270,000 6,480,000 320,000 7,680,000 295,000 6,932,000 270,000 6,399,000 

325,000 14,625,000 530,000 26,473,500 607,000 29,713,000 635,000 26,987,000 670,000 28,810,000 
1,672,000 10,450,000 1,980,000 12,177,000 2,215,000 13,179,000 2,055,000 12,535,000 1,920,000 11,994,000 

946,000 7,180,000 950,000 7,362,500 760,000 6,042,000 660,000 5,247,000 610,000 4,850,000 

89,840 18,291,000 87,100 18,352,000 64,000 13,760,000 44,000 9,592,000 35,000 7,525,000 
2,215,000 22,748,000 2,495,000 25,575,000 2,130,000 21,193,500 1,650,000 16,417,000 1,100,000 10,945,000 

400,000 4,700,000 440,000 3,630,000 475,000 3,776,000 550,000 4,372,000 475,000 3,776,000 
3,921,000 68,421,000 4,995,000 83,666,000 5,900,000 94,105,000 5,425,000 91,950,000 3,975,000 71,351,000 
3,372,000 174,440,000 4,046,000 _ 209,328,000 3,000,000 170,000,000 2,490,000 ISD IRAOONE saceeneceu. weessoueen 

2,244,068,000 641,700,000 | 2,479,000,000 723,500,000} 2,660,310,000 812,000,000 | 2,683,422,000 870,000,000 } 2,605,000,000 868,000,000 
86,168,000 131,000,000 95,000,000 145,000,000} 108,579,000 175,000,000} 109,056,000 180,000,000} 105,000,000 180,000,000 
1,003,600,000 286,000,000 | 1,009,000,000 300,000,000 | 1,100,965,000 325,000,000 | 1,091,800,000 355,000,000 | 1,075,000,000 360,000,000 

454,000,000 73,500,000} 525,000,000 79,000,000} 607,766,000 92,000,000] 596,566,000 98,000,000} 575,000,000 97,000,000 

377,300,000 118,800,000} 500,000,000 165,000,000} 463,000,000 178,000,000] 471,000,000 187,000,000} 425,000,000 180,000,000 

323,000,000 32,400,000} 350,000,000 34,500,000} 380,000,000 42,000,000} 415,000,000 50,000,000} 425,000,000 51,000,000 

1,750,000 157,500,000 2,750,000 236,500,000 3,200,000 252,800,000 3,300,000 278,850,000 3,452,000 291,694,000 
1,591,000 70,000,000 1,615,000 71,464,000 1,600,000 70,400,000 1,200,000 52,800,000 770,000 30,415,000 
1,274,000 24,142,000 1,625,000 31,687,500 2,645,000 48,932,000 2,400,000 44,400,000 1,995,000 36,907,000 

452,000 43,394,000 378,900 37,134,000 376,900 36,933,000 331,600 33,823,000 235,000 25,850,000 
1,886,000 2,233,700 154,125,000 3,338,000 240,336,000 3,717,000 334,620,000 3,300,000 330,000,000 

458,000 509,000 106,890,000 526,000 110,460,000 1,048,000 282,960,000 750,000 236,250,000 

WO vvacivivenint 380,000 13,300,000 312,000 10,920,000 213,000 8,520,000 100,000 4,000,000 

3,067,600 88,193,500 3,393,800 97,575,000 3,501,000 87,525,000 4,151,000 103,775,000 3,800,000 95,000,000 

1,333,500 42,472,000 2,027,500 70,861,000 3,113,000 121,407,000 3,265,000 137,130,000 3,100,000 139,500,000 

1,874,900 58,121,900 2,243,700 76,173,600 2,311,000 78,574,000 2,516,000 85,544,000 2,100,000 71,400,000 

1,350,000 353,900,000 1,600,000 423,800,000 1,585,000 412,645,000 1,365,000 361,675,000 1,335,000 354,870,000 

1,250,000 325,000,000 1,400,000 366,800,000 1,200,000 306,000,000 940,000 239,700,000 800,000 204,000,000 

100,000 28,900,000 200,000 57,000,000 385,000 106,645,000 425,000 121,975,000 535,000 150,870,000 
(diaiates excise 360,000 54,000,000 400,000 60,000,000 500,000 100,000,000 400,000 70,000,000 
3,600,000 1,095,865,000 4,200,000 1,323,000,000 3,700,000 1,202,500,000 3,350,000 1,072,000,000 3,050,000 976,000,000 
snetigeee  Siegabeale, “scecnssaws |) sapecceeee sebbekans,  saesesweeun 245,000 3,859,000 355,000 5,591,000 

3,957,000 106,839,000 4,750,000 121,125,000 6,600,000 138,600,000 6,650,000 132,667,000 6,400,000 124,800,000 

7,346,700 1,689,741,000 7,756,500 1,745,212,000 7,387,000 1,403,530,000 6,399,000 1,215,800,000 5,300,000 1,086,500,000 

3,457,000 59,889,000 3,565,000 60,242,500 3,980,000 70,541,000 4,000,000 71,874,000 3,400,000 61,290,000 

928,000 17,354,000 995,000 18,905,000 980,000 19,550,000 895,000 17,855,000 775,000 15,460,000 
2,401,000 653,816,300 3,123,000 845,407,000 3,314,000 911,350,000 2,814,000 787,920,000 2,744,000 768,320,000 
1,209,400 179,741,000 1,268,000 187,030,000 1,228,000 185,428,000 977,000 151,435,000 948,000 146,940,000 
ee eects me euetaeee snip daccane 103,600 54,390,000 179,300 91,443,000 164,000 79,540,000 
806,00C 96,700,00 900,000 103,500,000 870,000 95,700,000 800,000 84,000,000 820,000 86,100,000 
312,000 78,000,000 403,000 93,496,000 475,000 122,075,000 507,500 128,397,000 500,000 112,500,000 
728,000, 123,400,000 788,000 130,000,000 775,000 120,125,000 750,000 112,500,000 720,000 111,600,000 
































DOMESTIC AND FARM 


Electric 
Customers 


JANUARY 1959 





Totals estimated by 
* Farm figures represent REA estimates of June 30, 1958 
customers and the Rural Non-Farm Customers follow ratios 
in 1950 Housing Census. This term 


tomers’ and this tabulation issued annually, is presented in preference 

to the Census figures on Occupied Dwelling Units Electricity because it 

maintains a continued yearly base for state as well as national m« 
hese flcures are ed thr hout 


CHANDISING'S calculations « 















































Residential & Urban Rural Non-Farm *Farm 
Rural Electric Electric Electric Electric 
Cust s Cust s Cust s Cust rs 
PRATER 

MES ese cae oes 305,000 158,085 124,715 22,200 
New Hampshire ...... 201,500 106,822 84,478 10,200 
| ae 118,000 44,091 58,209 15,700 
Massachusetts ........ 1,505,500 1,248,619 239,781 17,100 
Rhode Island ......... 253,000 210,355 40,695 1,950 
Connecticut ....cccecce 732,000 566,743 152,657 12,600 
New England ..... 3,115,000 2,334,715 700,535 79,750 
a , eee ere 4,689,000 4,015,937 569,513 103,550 
New Jersey .......... 1,744,000 1,488,237 233,263 22,500 
Pennsylvania ......... 3,121,000 2,284,493 711,957 124,550 

Middle Atlantic ...| 9,554,000 7,788,667 1,514,733 250,600 
SN is cis bananas 2,715,000 2,008,999 532,751 173,250 
DEY <5. ocv.s:xsahaeied 1,354,000 865,549 335,601 152,850 
NE Sse Foret ok nid SORES 2,800,000 2,237,572 390,228 172,200 
EET 2,255 909 1,611,027 507,073 136,900 
WEGNER onc cecccces 1,154,00u 707,801 296,599 149,600 
East North Central . | 10,278,000 7,430,948 2,062,252 784,800 
WURNOEOIG 2c ccceeces 970,000 564,125 244,425 161,450 
reer 808,000 411,288 206,912 189,800 
rr rr 1,266,000 845,721 227,529 192,750 
North Dakota ........ 167,500 52,037 63,063 52,400 
South Dakota ........ 186,500 73,399 58,851 54,250 
ee 416,000 211,699 109,251 95,050 
NN vic. k a wc cesrecews 649,000 371,146 168,154 109,700 
West North Central 4,463,000 2,529,415 1,078,185 855,400 
ee 114,500 75,253 33,197 6,050 
MGTVIONE 2. ccc ssc 775,000 (749,979 (156,121 30,900 

District of Columbia ... 162,000 REN a ere 
ar 975,000 556,649 289,451 128,900 
West Virginia ........ 514,500 219,067 231,133 64,300 
North Carolina ....... 1,162,500 490,861 411,789 259,850 
South Carolina .. 577,500 274,834 187,616 115,050 
SO eee 1,019,000 568,614 288,636 161,750 
oh, 1,381,000 999,840 326,560 54,600 
South Atlantic ..... 6,681,000 3,935,097 1,924,503 821,400 
ERE CET 800,000 380,460 232,790 186,750 
re 953,000 517,663 239,487 195,850 
re 853,000 467,131 219,019 166,850 
ee 511,000 191,805 127,445 191,750 
East South Central .| 3,117,000 1,557,059 818,741 741,200 
ae ae See 498,000 221,271 138,929 137,800 
I noone oes ous 830,000 535,115 187,135 107,750 
0 re 692,000 417,805 164,745 109,450 
NI ickdns Welnaceaa 2,584,000 1,789,287 520,663 274,050 
West South Central .| 4,604,000 2,963,478 1,011,472 629,050 
Pe: koe eee 192,000 95,078 67,922 29,000 
aes: 190,000 91,242 61,158 37,600 
MII osx cawenses 91,500 53,495 21 foo 10,250 
ee er 488,500 331,000 121,000 36,500 
New Mexico .......... 212,500 137,131 57,519 17,850 
ME hock Sac alcaaed 290,500 189,407 92,743 8,350 
NN ic tila: i:cas Susbmraltehoiee 222,500 149,915 50,185 22,400 
I ee encraawien 70,500 43,177 25,023 2,300 
Mountain ......... 1,758,000 1,090,445 503,305 164,250 

rete ies 

Washington .......... 850,000 567,989 217,611 64,400 
ee 521,000 302,922 165,128 52,950 
COMMING ....e6008es 4,449,000 3,721,902 606,898 120,200 
ee 5,820,000 4,592,813 989,637 237,550 
UNITED STATES ...... 49,390,000 | 34,222,637 | 10,603,363 | 4,564,000 
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Index of SATURATION Jan. 1, 1959 


All figures except radio based on 49,390,000 domestic and farm electric customers. Radio based on 51,100,000 total homes. 


Wired Homes With Wired Homes Without 


Number 3 Number A 








5,765,000 11.7 et AIR CONDITIONERS (room) 43,625,000 88.3 
8,850,000 17.9 ae BED COVERINGS 40,540,000 82.1 
3,450,000 7.0 om BLENDERS 45,940,000 93.0 


37,750,000 76.4 11,640,000 23.6 


23,575,000 47.7 ERS (automatic) 25,815,000 52.3 












1,095,000 22 ff DEHUMIDIFIERS 48,295,000 97.8 
288500 58 fi DISHWASHERS 46,505,000 94.2 
772500 15.6 DRYERS, CLOTHES (electric & gas) 41,665,000 84.4 
4,175,000 68.5 FOOD WASTE DISPOSERS 45,215,000 91.5 
10,350,000 2.0 FREEZERS 39,040,000 79.0 
17,925,000 363 (A crypan-skiiets 31,465,000 63.7 
13,675,000 27.7 [MM weaters, portase (electric 35,715,000 72.3 





18,665,000 37.8 HEATING PADS , 30,725,000 62.2 


11,680,000 23.6 HOTPLATES 37,710,000 76.4 


4,330,000 8.8 IRONERS 45,060,000 91.2 


44,000,000 89.1 5,390,000 10.9 


| 26,000,000 52.6 23,390,000 47.4 


24,675,000 50.0 24,715,000 50.0 





v9) 
wn 


28,000,000 56.7 21,390,000 43.3 





SS IRIRRONOGRAm : 





14,725,000 29.8 (= RANGES (standard) 34,665,000 70.2 
1,988,000 40 J RANGES (built-in) 47,402,000 96.0 
48,250,000 97.7 1,140,000 2.3 
17,000,000 34.4 CH-WAFFLERS (combinations) 32,390,000 65.6 


31,000,000 62.8 18,390,000 37.2 


43,950,000 89.0 5,440,000 11.0 


38,950,000 79.9 10,440,000 21.1 


35,000,000 70.9 14,390,000 29.1 


44,900,000 90.9 4,490,000 9.1 







8,975,000 18.2 





WATER HEATERS 40,415,000 
*Adjusted Jan. 1958 **NBC — ARF — RAB — Nielsen 
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The year by year trends evident in this table explain 


why everyone in the appliance-TV industry agrees that. . . 


Replacement Sales Are More 


Important Than Ever 


ance retailer chances are you’re well 

aware that today’s market is a re- 
placement market. But, if your operation 
followed an equally average pattern dur- 
ing 1958 you would have found that these 
replacement sales did not always involve a 
high ratio of trade-ins. 

For, as ELECTRICAL MERCHANDISING has 
discovered in 13 years of research into 
the subject of replacements and trade-ins, 
and as the tables on these pages confirm, 
the trade-in volume of appliances is nor- 
mally at a much lower level than replace- 
ment volume. 

This year’s survey was mailed to 2,000 


|: you happen to be an average appli- 


appliance, radio and TV dealers, and re- 
sulted in a response from 403, 20.2 percent 
of those questionnaired. This was appre- 
ciably higher than the 16.7 percent regis- 
tered in 1957. 

As might be expected those appliances 
which had been on the homemaking scene 
for the greatest number of years could be 
expected to attract the highest number of 
both replacement and trade in sales. Take 
for example, the refrigerator, with an 
average estimated life span of ten years. 
Of the total dealer respondents to the 1958 
survey, 85.9 percent handled refrigerators 
with average overall sales amounting to 35 
units. Most of these sales were for replace- 
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ment purposes (77.2 percent) with new 
sales amounting to only 22.8 percent of 
the total. In making these sales 53 
percent of the replacement figure involved 
a trade-in as an essential factor. 

Next in line among the old-line estab- 
lished appliances in overall replacement 
ratio was the washing machine. And since 
washers were handled by the greatest 
number of dealers, 88.6 percent, the find- 
ings were especially revealing. Almost 
three-quarters of all dealer sales of wash- 
ers (73.3 percent) were intended for re- 
placement purposes, and of this number, 
50.2 percent involved a trade-in. The wash- 
er’s companion appliance in the kitchen, 
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the dryer, showed an increasing replace- 
ment rate as its saturation continued to 
grow. Dryer replacements, which in last 
year’s study amounted to only 13.7 per- 
cent of total sales, rose to 18.9 percent in 
1958, and could in all probability be ex- 
pected to continue a similar pattern in the 
year ahead. On this product trade-ins 
played an almost static position in both 
years, 7 percent of the total in 1957, and 
6.6 percent in 1958. 

Freezers, in 1958, with average dealer 
sales of ten units, had slipped slightly both 
in number of replacements sold, and trade- 
ins accepted on sales. The former figure 
stood at 14.9 percent as against ’57’s 15.4 
percent, while trade-ins accounted for only 
7.7 percent as compared with the previous 
year’s figure of 9.5 percent. Sales of freez- 
ers, as will be seen in table 3, were almost 
entirely (85.1 percent) to homes that had 
not previously owned such a unit. And 
dealers found that they could put their 
finger on still another important advan- 
tage to the freezer, for of trade-ins ac- 
cepted 78.5 percent could be either resold 
—as is, or rebuilt and resold, the highest 
average in this category of any appliance 
covered in the survey. 


Sales To New Owners 


The figures reported by dealers answer- 
ing the question, “What percent of your 
sales were purchases by new owners of 
this type of appliance?” showed electric 
dishwashers holding a substantial lead 
(90 percent of sales) with freezers, room 
air conditioners, clothes dryers and food 
waste disposers ranging from 80 to 88 
percent of overall 1958 sales. As might be 
expected with these newer appliances 
which had not achieved the heavy satura- 
tion of their big brothers, trade-ins played 
a relatively small part in sales. Of the 
three, only air conditioners showed a 
marked advance, trade-ins accounting for 
2.5 percent of sales in 1958 as against 1.3 
percent in ’57. Dishwashers by comparison 
had dropped from 3.0 percent in 1957 to 
2.2 percent in this year’s survey, while dis- 
posers, entering the survey for the first 
time in 1958, had no previous basis for 
comparison. 

One appliance which could be measured 
in terms of steadily rising replacement 
and trade-in sales was television. With 
average unit sales of 48 per dealer, televi- 
sion sets in 1958 showed replacement sales 
of 65.2 percent, trade-ins amounting to 
45.6 percent. Both these percentages were 
up considerably over the previous year, 
and have shown the most consistent tend- 
ency to rise in each of the years the study 
has been conducted. 

Significantly, throughout the course of 
several years study there has been no ap- 
preciable change in the percentage of deal- 
ers handling trade-ins of various appli- 
ances. As the chart at bottom of this page 
shows most of these were following an al- 
most identical course to that charted in 
1957 with dishwashers showing the sharp- 
est drop and freezers, refrigerators and 
vacuum cleaners dropping imperceptibly. 
Continued on page 154 
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What Dealers Sell 


Percent Dealers Selling 


TABLE 1 

PRODUCT 1958 
REFRIGERATORS 85.9 
FREEZERS 75.4 
ROOM AIR CONDITIONERS 63.8 
RANGES 76.7 
WATER HEATERS 56.3 
WASHERS 88.6 
DRYERS 81.1 
VACUUM CLEANERS 71.5 
DISHWASHERS 48.9 
DISPOSERS 40.0 
TELEVISION 77.7 


1957 
86.5 
72.5 
74.6 
79.3 
59.6 
91.0 
85.3 
70.4 
58.4 


82.0 


1956 
85.9 
70.0 
67.4 
79.8 
53.1 
86.4 
78.0 
68.2 
43.0 


77.4 


tase 2 Average Number Sold 





Average 

No. Dealers Units Sold 
Reporting Per Dealer 

Sales Figures 8 Months 

PropucT 1958 1957 1958 1957 
REFRIGERATORS 346 289 ‘35 46 
FREEZERS 304 242 10 1 
ROOM AIR CONDITIONERS 255 249 29 29 
RANGES 309 265 18 20 
WATER HEATERS 227 199 ST. 
WASHERS 357 303 37 50 
DRYERS 327 284 15 21 
VACUUM CLEANERS 288 234 18 24 
DISHWASHERS 197 194 8 9 
DISPOSERS 161 — 0 — 
TELEVISION 313 272 48 65 


tasLe 3 NEW vs REPLACEMENT Sales, January-August 1958 


Number Dealers 


Reporting 
328 
281 
232 
298 
213 
340 
299 
257 
183 
155 
297 


TABLE 4 


Number 
Dealers 
Reporting 


REFRIGERATORS 


FREEZERS 


ROOM AIR CONDITIONERS 


RANGES 


WATER HEATERS 


WASHERS 
DRYERS 


VACUUM CLEANERS 


DISHWASHERS 


DISPOSERS 
TELEVISION 


Trade-In Volume 


329 REFRIGERATORS 
299 FREEZERS 

254 ROOM AIR CONDITIONERS 
294 RANGES 

221 WATER HEATERS 
347 WASHERS 

322 DRYERS 

277 VACUUM CLEANERS 
196 DISHWASHERS 

160 DISPOSERS 

292 TELEVISION 


Total Units 
Sold 


11,017 
2,778 
6.747 
5,508 
1,891 

12,589 
4,436 
3,971 
1,529 
1,496 

13,758 


NEW Sales (to 
Homes Without) 


2,509 (22.8%) 
2,364 (85.1%) 
5,962 (88.4%) 
2,114 (38.4%) 

937 (49.6%) 
3,364 (26.7%) 
3,599 (81.1%) 
1,454 (36.6%) 
1,382 (90.4%) 
1,320 (88.2%) 
4,785 (34.8%) 


8,508 (77.2%) 
414 (14.9%) 
785 (11.6%) 

3,394 (61.6%) 
954 (50.4%) 

9,225 (73.3%) 
837 (18.9%) 

2,517 (63.4%) 
147 ( 9.6%) 
176 (11.8%) 

8,973 (65.2%) 


REPLACEMENT Sales 
(to Homes Replacing) 


Trade-Ins Accepted versus Total Units Sold 
Janvary—August 1958) 


Number Units 


Number Trade- 


tasce s What Dealers Did With Trade-Ins 


PRODUCT 
REFRIGERATORS 


FREEZERS 


ROOM AIR CONDITIONERS 


RANGES 


WATER HEATERS 


WASHERS 


DRYERS 


VACUUM CLEANERS 


DISHWASHERS 


DISPOSERS 


TELEVISION 





1959 


No. Dealers Number of 


Handling 
Trade-Ins 
1958 255 
1957 224 
1958 82 
1957 81 
1958 43 
1957 37 
1958 199 
1957 180 
1958 45 
1957 41 
1958 267 
1957 225 
1958 100 
1957 85 
1958 129 
1957 112 
1958 21 
1957 35 
1958 14 
1957 --- 
1958 216 
1957 204 


Sold Ins Accepted 
11,223 5,939 
2,794 214 
7,283 183 
5,210 2,011 
1,941 144 
12,693 6,371 
4,632 307 
4,682 689 
1,614 35 
1,521 35 
13,218 6,022 
Trade-ins Rebuilt Resold 
Accepted Junked & Resold As-is 
5,803 27.2% 33.0% 28.7% 
5,868 28.1 30.4 30.2 
214 14.0 38.8 39.7 
263 11.8 21.7 52.8 
181 10.5 33.7 38.1 
96 10.4 43.8 33.3 
1,916 33.5 34.0 21.9 
2,188 31.4 24.7 31.8 
144 59.7 15.3 19.4 
162 75.3 4.3 8.7 
6,205 37.5 30.3 19.2 
7,342 40.8 26.6 20.5 
279 14.3 45.2 16.8 
383 18.0 32.6 31.1 
666 5.5 16.0 14.3 
927 53.6 20.5 12.2 
35 48.6 20.0 14.3 
50 38.0 2.0 24.0 
35 88.5 2.9 S7 
5,796 20.6 52.9 12.9 
6,197 25.7 42.1 19.6 


Per Cent Trade- 
Ins to Unit Sales 


52.9% 
77 
2.5 

38.6 
7.4 

50.2 
6.6 

14.7 
2.2 
2.2 

45.6 


On 
Hand 


11.1% 
V2 


7.5 
13.7 


17.7 
12.5 


10.6 
12.1 


5.6 
11.7 


13.0 
12.1 


23.7 
18.3 


10.2 
13.7 


17.1 
36.0 


a 


13.6 
12.6 
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MONTH BY MONTH 
AND PRODUCT BY PRODUCT 
HERE’S THE ANSWER TO 


WHEN 
APPLIANCES 
SELL BEST 


es sales patterns of appliances, radio and TV fol- 





lowed a course in 1957 which closely paralleled that of 
earlier years. 

There were few deviations from what has come to be consid- 
ered “normal” in the seasonal sales reports submitted to ELEC- 
TRICAL MERCHANDISING by 28 utilities from coast to coast. This 
vear’s report is the eighth annual study in this series and, al- 
though the figures cover only customers served by the reporting 
utilities, they do embrace a wide geographic cross-section of the 
nation. Depending on the particular appliance involved, this 
year’s figures report actual monthly sales patterns for between 
10 and 20 percent of total industry sales. Thus, of 1,365,000 
electric ranges sold during 1957, the monthly totals for almost 
214,000 (or 15.7 percent of the total) are analyzed in the report. 


Year Round Business 


Once again, the study makes it clear that the industry is 
blessed with a product diversification which insures best-sellers 
in almost every month of the year. For every product that sells 
well in the winter and poorly in the summer there is a counter- 

Among major appliances, the clothes dryer is an obvious best 
seller during the winter months. September accounted for 9.65 
percent of the year’s total, with 12.24 percent in October, and 
12.02 and 11.26 percent in November and December, respectively. 
This four month period alone accounted for nearly 50 percent 
(45.17) of 1957 sales. Low ebb for the dryer occurred during 
the spring and summer, with June sales totalling only 5.66 per- 
cent. 

TV also showed a cold weather pattern. Sales started an up- 
ward climb in August (6.76 percent) and accelerated steadily 
thereafter to climax with a peak of 11.19 percent in December. 
For the August through December period, sales stood at 48.62 
percent. 

Radio also peaked during the fall months. During 1957, per- 
centages rose from 6.75 in August to 20.17 in December. Here 
again part of radio’s sales appeal at this season might be traced 
to confining weather and better programming at this season, with 
gift giving apparent in the percentage registered during Decem- 
ber. Low point for radio during the year occurred in March 
(6.07 percent) while television found its lowest period of popu- 
larity during May (6.08 percent). 

(Continued on page 161) 








BREAD AND BUTTER APPLIANCES 
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REPORTING UTILITIES ... IN THE EAST Jersey Central Power & Light Co., New Jersey Power & Light Co., 
New York State Electric & Gas Corp., Electric Association of Philadelphia., Pennsylvania Electric Co., The 
United Illuminating Co., West Penn Power Co....IN THE MIDWEST Kansas Gas & Electric Co., The Dayton 
Power & Light Co., Commonwealth Edison Co., Nebraska-lowa Electrical Council... IN THE SOUTH Florida 
Power Corp., Carolina Power & Light Co., Electric Power Board of Chattanooga, Florida Power & Light Co., 
Nashville Electric Service, Tampa Electric Co., Kentucky Utilities Company, Inc....IN THE SOUTHWEST 
Southwestern Electric Power Co., Gulf States Utilities Co., Texas Electric Service Co., Dallas Power & Light 
Co., New Orleans Public Service Co., Inc... . IN THE WEST Pacific Gas & Electric Co., Pacific Power & Light 
Co., Washington Water Power Co., Idaho Power Co., Appliance Merchandisers Association, Phoenix. 
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BEGINNING ON THIS PAGE 


The first of 16 product by product market studies 





Home Laundry Equipment 


A strong second-half cushions the sharp losses felt in the 
opening months of the year but even so 1958 totals are a full 
18 percent behind the records set in 1956 


NCE again in 1958 the home laun- 
dry equipment business demon- 
strated its inherent strength and 


stability. Although the year’s opening 
months were characterized by a continua- 
tion of the sales decline that shook 1957 
totals, washer and dryer sales bounced 
back in the second half of 1958 to bring 
them within a few percentage points of 
the previous year. 

It would be idle to ignore the fact, how- 
ever, that home laundry business last year 
was a good 18 percent under the record 
totals established in the year 1956 when the 
industry sold 6,168,200 washers and dry- 
ers worth almost $1.5 billion at retail. 

We can take a small measure of comfort, 
however, in the fact that our business last 
year was only down 3.7 percent in units 


and 4.4 percent in dollar volume from 
1957, when declines were much sharper. 

In 1958 the home laundry industry sold 
5,067,000 units of washers and dryers for 
a total dollar volume of $1,268,640,000. 
This compares with sales of 1957 of 5,- 
264,300 units worth at retail $1,326,796,- 
000. Business in 1958, therefore, as noted 
was off 3.7 percent in units and 4.4 percent 
in dollars. 

Breaking down these figures for the va- 
rious types of washers and dryers being 
marketed today, we find the following: 

Automatic washers sold 2,744,000 atan av- 
erage retail price of $280 or a total dollar 
volume of $768,320,000. This compares with 
total unit sales of 2,814,000, for a dollar vol- 
ume of $787,920,000. Automatic washer 
business, therefore was off only 2.5 percent. 

Continued on page 160 
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AUTOMATIC & SEMI-AUTO: 


Units Sold 2,744,000 
Average Retail Price $280 
Retail Value $768,320,000 
WRINGER & SPINNER: 
Units Sold 948,000 
Average Retail Price $155 
Retail Value $146,940,000 
Jan. 1959 
Homes Owning 44 900,000 
Homes Without 4,490,000 





1957 1956 

2,814,000 3,314,000 
$280 $275 
$787 ,920,000 $911,350,000 
977,000 1,228,000 
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5,600,000 6,240,000 


New Hampshire 
WE é.ne-cnes 
Massachusetts 


Rhode Island ..... 


Connecticut ..... 
New England 





New York 
New Jersey . 
Pennsylvania 


Middle Atlantic 





Giee ..... 
Indiana . 

Illinois 

Michigan ...... 


ee ee 
East North Central 





Minnesota 
lowa 
Missouri — 
North Dakota 
South Dakota 


NEE aiaisiewraies 
OO eres 
West North Central . 





Delaware ...... : 
WONVIGRE 2 occccs 
District of Columbia 


Virginia ...cc0.- 
West Virginia . 
North Carolina 
South Carolina 
Georgia ..... 


eae 
South Atlantic 





Kentucky .. 
Tennessee 
Alabama 


GUE Sbo.cweninss 
East South Central 





Arkansas 
aS eee 


eer 
IES ) ith erteecares er nieiaenalane- 
West South Central . 





Montana 
Idaho .. 
Wyoming 
Colorado 
New Mexico 
Arizona 

MEN? eens 
Nevada 

Mountain 





Washington 

Oregon 

California 
Pacific 





JANUARY, 


UNITED STATES 


1959—ELECTRICAL MERCHANDISING 








| 
| 


| 
| 
i 















SALES BY STATES: 1946-1957 
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Water Heaters 


One of the few appliances to run ahead of 1957 figures, the 
electric water heater proves itself to be a hardy competitor 
in a recession year. Continued gains are expected in 1959 


HE water heater isn’t a glamorous 
product but it held the spotlight in 
1958 because it was one of the few 
electric appliances to run 
ahead of 1957 sales. 

In only two months (of the nine for 
which figures are available at this writ- 
ing) did sales dip below comparable lev- 
els in 1957. Overall, sales for the year 
mounted to 820,000 units, up 2.5 percent 
from 1957's level of 800,000. 


consistently 


Gas Gained, Too 


There’s a gloomy side to even this 
bright picture, however. Gas water heat- 
ers showed at least as sharp a gain (and 
possibly a larger one) than did electrics. 
Since gas outsells electric by such a wide 
margin in this field (better than three to 
one), electrics lost even further ground 
in their race for this market. 

Two explanations stand out for the wa- 
ter heater sales gains shown in 1958 in 
the face of depressed sales elsewhere in 
the industry. Several manufacturers at- 
tribute the gains to industry promotion- 
al programs. But others point out that be- 
cause of the nature of the product, a re- 
placement purchase cannot be readily 
postponed and that water heater pur- 
chases are therefore not as readily de- 
layed in a recession economy as are pur- 


chase ©°* other, more discretionary prod- 
ucts. 

Some confirmation of this theory can be 
found in ELECTRICAL MERCHANDISING’s an- 
nual replacement and trade-in survey. 
This study shows that only 22.5 percent 
of dealers handling the product accept 
trades on water heaters. On a product as 
“old” as this, a low figure indicates that 
the unit is pretty well worn out when it is 
replaced. 

However, replacement sales are not as 
important in this industry as they are 
with many other appliances. Thus, the 
dealers reporting in this survey indicated 
that almost exactly half of their water 
heater sales went to new homes and half 
as replacements. This is a relatively larg- 
er figure for initial sales than for any 
other product of comparable maturity. It 
also indicates that the renewed strength 
in the housing market in 1958 may have 
played a key role in the performance of 
the water heater industry during that 
vear. 


Further Gains Expected 


For the year ahead manufacturers fore- 
see further steady, but hardly dramatic, 
gains. No one expects the gains to run 
over 10 percent and most put it at less 
than half that figure. Several point out 


3 Year Sales Summary — ELECTRIC WATER HEATERS 
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1958 
Units Sold 820,000 
Average Retail Price $105 
Retail Value $86, 100,000 
Jan. 1959 
Homes Owning 8,975,000 
Homes Without 40,415,000 








1957 1956 
800,000 870,000 
$105 $110 
$84,000,000 $95,700,000 

Jan. 1958 Jan. 1957 
8,500,000 8,015,000 
40,100,000 39,400,000 
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that since water heaters were a non- 
postponable item during the recession, 
they cannot reasonably expect to match 
the gains made by other appliances in a 
period of recovery. 

Undoubtedly a good bit of what hap- 
pens this year will be determined by the 
efforts put forth by the gas and electric 
industries. Water heater manufacturers 
seem to agree that the level of utility sup- 
port pretty well determines their fortunes 
and all are interested in just how the 
proposed plans for more industry-wide 
promotion will affect sales in the year 
ahead. There are some who think that ef- 
forts by the gas and electric utilities will 
pretty well offset one another. At the mo- 
ment, manufacturers agree that gas utili- 
ties are doing a better promotional job 
than electric. 

Some change in this situation may re- 
sult from new efforts being made by NE- 
MA’s water heater section which this year 
will attempt to set up more local promo- 
tions with utilities spearheading these ef- 
forts. 


The Competitive Fuels Question 


Analyzing the competitive fortunes of 
the electric water heater is a rather com- 
plicated affair. One manufacturer cites 
these four sales obstacles: electric units 
cost too much initially, cost too much to 
install, cost too much to operate, and 
don’t give enough hot water. He points 
out that the operating and installation 
cost obstacles are the most serious and 
goes on to add that the operating cost 
problem is not due solely to the level of 
electric rates. He points out that some gas 
utilities levy a minimum monthly charge 
of perhaps $4 a month and that in the 
summer months this $4 is wasted unless 
the customer uses a water heater. In ad- 
dition, gas utilities often tie gas water 
heating to the installation of other gas 
products and the selection of a gas vs. an 
electric heater is thus often decided on 
factors over which heater manufacturers 
have little control. 


Improving the Product 


Manufacturers do have hopes that sev- 
eral of these product objections can be 
overcome to some extent if product de- 
velopments now underway prove suc- 
cessful. 

. One of these is the industry effort to 





1959—ELECTRICAL MERCHANDISING 











' 
| 
| 
| 
| 





standardize on a limited number of sizes 
and wattages. In 1957 NEMA proposed a 
list of ten standard units but progress 
toward this goal has been very slow and 
most manufacturers do not think that 
1958 produced any significant progress 
along these lines. Manufacturers think 
that both NEMA and EEI could take a 
stronger role in this effort. 


A second product development which 


should help the industry compete with 
gas is the quick recovery unit. More utili- 
ties accepted these units in 1958 and 
many manufacturers are encouraged by 
this trend, seeing in it an answer to com- 
peting with gas on both initial cost and 
on providing a constant supply of hot wa- 
ter. In 1958 it is estimated that quick re- 
covery units represented between 20 and 
25 percent of electric sales. 


Galvanized tanks continue to make up 


the bulk of industry production, probably 
about 60 percent of it. Glass is a healthy 
second (close to 40 percent). 


There appeared to be little significant 


change in the size of heaters sold by the 
industry in 1958. In 1957, sales of 44 gal- 
lon and smaller units accounted for 52.6 
percent of the industry total. Preliminary 
figures indicate this fell slightly in 1958 
but still remained well above the 45-46 
percent level prevailing in 1955 and 1956. 


Selling Patterns 


Once again in 1957 the water heater 


proved to be a good year-around item. In 
no month did it fall below seven percent 
and in only May and November did it bet- 
ter nine percent (9.36 in May and 9.60 in 
November according to tabulations by 
ELECTRICAL MERCHANDISING’s market and 
research department). The 1957 pattern 
conformed quite closely to that set in the 
seven previous surveys. 


In 1957 the pattern of distribution inso- 


far as size of market is concerned re- 
mained almost identical with 1956. These 
figures do provide some contrast with 
those for earlier years, however. In 1950, 
28.4 percent of sales were in towns under 
2500 while this category accounted for 
only 22 percent in 1957. Towns of 25,000 
to 250,000 took only 23 percent of the mar- 
ket in 1950 but accounted for 35 percent 
in 1957. Cities over 250,000 accounted for 
only 12 percent of water heater sales al- 
though they make up 33 percent of the 
refrigerator market, illustrating once 
again that water heaters, like ranges, face 
severe competitive problems in metropoli- 
tan areas. 


Saturation edged upward to 18.2 per- 


cent in 1958, compared to 17.5 percent 
in 1957. Gas water heater saturation is 
estimated at 61.9 percent, indicating the 
size of the competitive problem which the 
industry faces on this product. 


But despite the problems posed by com- 


petitive fuels, the manufacturing head- 
aches occasioned by multiplicity of sizes, 
and the merchandising obstacles still to 
be overcome, manufacturers of water 
heaters look forward to continued sales 
gains in 1959. End 
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Refrigerators and Freezers 


A near record in freezer sales and a strong second-half re- 
covery in refrigeration enables the two products to come within 
four percent of their 1957 overall totals 


gloomy predictions were being made 

for the refrigerator-freezer industry. 
In the preceding year, total sales of these 
two appliances had fallen about nine per- 
cent from the 1956 level and, in the early 
months of 1958, it looked very much as 
though a similar pattern of declining sales 
was in the cards. However, a brisk re- 
surgence of refrigerator-freezer business 
in the second half of 1958 virtually wiped 
out the losses suffered in the first half of 
the year. The recovery was not complete, 
but final figures showed 1958 sales only 
slightly under those of 1957. 

The refrigerator and the freezer, of 
course, are becoming more and more in- 
separable items due to the increasing pop- 
ularity of combination models. Back in 
1952, less than nine percent of the total 
business done was in combination refrig- 
erator-freezers. Today the figure is close to 
30 percent. Therefore, let’s look first at 
the 1958 results of the refrigerator-freezer 
business combined. The figures show that 
the industry sold 4,115,000 units for a to- 
tal dollar volume of $1,361,000,000. In the 
previous year of 1957, the industry sold 
4,275,000 units of refrigerators and freez- 
ers for a total dollar volume of $1,418,- 
875,000. Total refrigerator-freezer busi- 
ness, therefore was only off a little less 
than four percent in units and a little more 


[ the first half of 1958, some pretty 


than four percent in dollars. Despite the 
slight decline, the industry was still one 
of the “big three’, together with radio- 
television and home laundry, all of which 
do roughly $1% billion annually. 


The Refrigerator Sales Picture 


Taking refrigerators separately, 1958 
saw 3,050,000 units sold at an average re- 
tail price of $320 for a total dollar volume 
of $976,000,000. This compared to 1957’s 
sales of 3,350,000 refrigerators, at an aver- 
age price of $320 for a total dollar volume 
of $1,072,000,000. Therefore, refrigerator 
business was off 8.96 percent—an extreme- 
ly creditable performance considering the 
slow start in the early months of the year 
when it looked as though the declines 
might be as high as 20 or 25 percent. 


Freezer Sales 


The picture was even brighter for home 
freezers. The constantly increasing public 
acceptance of frozen foods of all varieties, 
including the complete frozen dinner, to- 
gether with a subsiding suspicion about 
“food-freezer plans’, pushed sales of indi- 
vidual freezers to a near record, despite 
general declines in sales of other major 
devices. The year 1958 saw 1,100,000 freez- 
ers sold at an average price of $350, for a 
total dollar volume of $385,000,000. This 
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1958 
Units Sold 3,050,000 
Average Retail Price $320 
Retail Value $976,000,000 
Jan. 1959 
Homes Owning 48,250,000 
Homes Without 1,140,000 
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1957 1956 
3,350,000 3,700,000 
$320 $325 
$1,072,000,000 $1,202,500,000 
Jan. 1958 Jan. 1957 
46,800,000* 45,500,000 
1,800,000* 1,915,000 


compares with sales of 925,000 units in 
1957, at an average price of $375 for a 
total dollar volume of $346,875,000. Freez- 
er business, therefore, gained a surprising 
18.92 percent in unit sales and a 10.99 per- 
cent gain in dollar volume. Obviously, the 
freezer business upturn helped out the 
loss in refrigeration. 


Replacements and Trade-Ins 


The refrigerator, of course has been 
selling more and more in an almost com- 
pletely saturated market and business to- 
day must come largely from replacements 
of obsolete models. Our latest figures show 
that 97.7 percent of wired homes have 
electric refrigerators. A large percentage 
of these are units anywhere from ten to 
fifteen years old. The problem of the in- 
dustry, therefore, is to continually create 
more design and performance innovations 
to dramatize the superiority of today’s 
merchandise over the antiquated boxes 
still throbbing away in millions of kit- 
chens. 

In our annual replacement-trade-in sur- 
vey (complete results of which will be 
found elsewhere in this issue) we queried 
2,000 independent appliance dealers and 
received complete responses from 403 
dealers, or 20.2 percent. Of the respond- 
ing dealers, 85.9 percent were selling re- 
frigerators and the average dealer, based 
on eight month’s figures, was selling 42 
refrigerators per year. Pinpointing the 
importance of the replacement market in 
refrigerators, dealers reported that 77.2 
percent of their sales were replacements 
and only 22.8 percent went to homes not 
previously owning an electric refrigerator. 
The trade-in problem is, of course, para- 
mount in any predominantly replacement 
market. In the case of refrigerators, 80.3 
percent of the dealers accepted trade-ins. 
But the percentage of trade-ins to total 
units sold, on the other hand, was only 
52.9 percent, which means that many cus- 
tomers preferred to keep their old boxes 
as a standby, sold it privately, or just 
junked it. (This junking practice, inci- 
dentally, has been ominously reflected in 
the number of deaths of children using 
discarded refrigerators in their hide-and- 
seek games.) Of the dealers accepting 
trade-ins against the sale of new units, the 
largest percentage were rebuilt and re- 
sold (33 percent). The next largest per- 
centage (28.7 percent) were re-sold “as 
is”. A hefty 27.2 percent were junked out- 
right by the dealer and 11.1 percent were 
still on hand on his premises. 

In the case of freezers, where saturation 
is at only about the 20 percent mark, the 

Continued on page 162 
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REFRIGERATORS FREEZERS 
Total Average Total Average 
1957 1957 12 years % of Market 1957 1957 10 Years % of Market 
Unit Sales % of Market 1946—1957 1946—1957 Unit Sales % of Market 1948—1957 1948—1957 
PE Sitcvawne sat nccey ase 13,241 0.44% 219,815 0.50% 4,869 0.56% 42,100 0.46% 
New Hampshire ............. 8,177 0.27 137,129 0.31 1,237 0.14 19,549 0.22 
WHINE esicditws. ce saved montis 5,187 0.17 76,953 0.18 1,742 0.20 15,925 0.18 
a 90,127 2.95 1,199,861 2.74 8,754 1.01 112,529 1.24 
I IE ne oro ec on krewere 13,699 0.45 327,555 0.75 906 0.10 18,236 0.20 
CONE isk sb ccstusinwdcaes 43,446 1.42 620,155 1.42 6,959 0.80 88,281 0.98 
New England ........... 173,877 5.70 2,581,468 5.90 24,467 2.81 296,620 3.28 
oe er ean 341,712 11.20 4,847,884 11.07 42,801 4.91 484,290 5.36 
NE IE are dicen wince 100,378 3.29 1,458,893 3.33 18,727 2.15 178,447 1.97 
PUNIIIED 0 5 dion ecesnans 193,647 6.35 2,892,189 6.61 44,491 5.11 514,114 5.69 
Middle Atlantic ......... 635,737 20.84 9,198,966 21.01 106,019 12.17 1,176,851 13.02 
Oe ree ae eee 163,106 §.35 2,402,521 5.49 41,703 4.79 537,220 5.94 
PINE C8 aor Ntdn atte oe ae 94,520 3.10 1,232,562 2.81 26,461 3.04 311,836 3.45 
SE 181,992 5.96 2,453,030 5.60 41,303 4.74 466,910 5.17 
I ions \cacwentewsioen 158,377 5.19 1,964,516 4.49 35,354 4.06 326,473 3.61 
WED, ocne Arwen swenaes 56,077 1.84 840,221 1.92 21,488 2.46 223,556 2.47 
East North Central ...... 654,072 21.44 8,892,850 20.31 166,309 19.09 1,865,995 20.64 
SIN 2s ware dcaarreetn ace 45,948 1.51 752,406 1.72 20,242 2.32 229,812 2.54 
DOD Ara cletreesereuiearaviors 35,178 1.15 680,163 1.55 19,449 2.23 247,377 2.74 
STEN siciaiatet-5.0 ays g.5:aceaiaze ee 75,817 2.48 1,353,143 3.09 31,487 3.62 319,064 3.53 
OU IND, oe hiavccaaalecceas 6,438 0.21 159,597 0.37 7,073 0.81 92,595 1.02 
BN CI ou 6:0 arer0:% oeieceiorane 6,712 0.22 162,345 0.37 5,165 0.59 86,587 0.96 
NN ote Srilck rac Cnn fons 20,381 0.67 395,294 0.90 9,886 1.14 162,903 1.80 
Kansas Ss sachok aah a eka a Ge 30,754 1.01 446,152 1.02 9,633 1.11 132,646 1.47 
West North Central ...... 221,228 7.25 3,949,100 9.02 102,935 11.82 1,270,984 14.06 
Dv cineneeccbecnswe 7,383 0.24 105,643 0.24 1,942 0.22 20,729 0.23 
WE, once s-ernticceendeneos 44,179 1.45 640,563 1.46 12,246 1.41 113,084 1.25 
District of Columbia .......... 33,866 1.11 570,638 1.30 11,854 1.36 99,515 1.10 
WU 6 6666 tecaas dele eee ene 51,440 1.69 737,562 1.69 20,242 2.33 161,684 1.79 
WOE, ED Sis. 6need Sacwneu's 28,771 0.94 532,941 1.22 9,598 1.10 106,458 1.18 
ee 55,284 1.81 968,382 2.21 31,983 3.67 265,450 2.94 
re 26,727 0.87 463,927 1.06 14,885 1.71 118,145 1.31 
ME foci custate-aserneretereriate 65,352 2.14 932,283 2.13 29,893 3.43 237,792 2.63 
Florida . Bical Gin Sa w-aiolele 133,573 4.38 1,249,212 2.86 22,454 2.58 187,319 2.07 
South Atlantic .......... 446,575 14.63 6,201,151 14.17 155,097 17.81 1,310,176 14.50 
REECE OT 44,545 1.46 663,916 1.52 18,186 2.09 147,306 1.63 
ee 45,429 1.49 957,224 2.19 27,384 3.14 225,138 2.49 
NNN 65 32.6 carhdaceetedees 45,857 1.50 687,685 1.57 21,409 2.46 167,712 1.86 
PI sts. oeencat cnicen 25,811 0.85 451,193 1.03 14,703 1.69 143,139 1.58 
East South Central ...... 161,642 5.30 2,760,018 6.31 81,682 9.38 683,295 7.56 
TREE 23,859 0.78 489,020 1.12 10,922 1.25 127,591 1.41 
a ree 59,495 1.95 771,807 1.76 26,487 3.04 245,093 2.71 
SPINE <tr d:n-eiatebacarwlaicimard 35,392 1.16 610,627 1.40 8,754 1.01 129,187 1.43 
Texas Pie, Jee cee 162,984 5.34 2,372,859 5.42 53,340 6.12 604,769 6.69 
West South Central ...... 281,730 9.23 4,244,313 9.70 99,503 11.42 1,106,640 12.24 
IIE sain: swe iecelerd ararecmaevete 7,200 0.24 138,994 0.32 4,477 0.51 70,226 0.78 
IS rr er 7,322 0.24 126,529 0.29 6,254 0.72 56,197 0.62 
EE ao cciecnco se nnmnnel 2,898 0.10 58,563 0.13 1,655 0.19 26,352 0.29 
IE ira sora acca 25,995 0.85 413,762 0.95 9,921 1.14 119,952 1.32 
IE Sic wrei:0s coweeween 10,099 0.33 140,213 0.32 5,801 0.67 48,628 0.54 
PIII Tacdsscave v-narare'y-ce meee 21,327 0.70 240,723 0.55 7,203 0.83 50,388 0.56 
IEE se Sigiescei waves snayavewaieivied 12,265 0.40 189,072 0.43 4,912 0.56 65,854 0.73 
I ohne wine nie-acoinare 3,753 0.12 70,769 0.16 1,376 0.16 18,987 0.21 
GS ois cecccuseees 90,859 2.98 1,378,625 3.15 41,599 4.78 456,584 5.05 
MINN oo. cewscnewewcawn 40,944 1.34 589,495 1.34 21,993 2.53 159,691 1.77 
GORGE ccecccccrsccvcscesee 21,845 0.72 425,030 0.97 12,403 1.42 139,136 1.54 
IES oa. btucwewwu nes 322,491 10.57 3,554,909 8.12 58,993 6.77 573,228 6.34 
EE, wncnecircncmeecwe 385,280 12.63 4,569,434 10.43 93,389 10.72 872,055 9.65 
CUTTER STATES 2. cccccsees 3,051,000 100.00% 43,775,925 100.00% 871,000 100.00% 9,039,200 100.00% 
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Electric Ranges 


Once again built-ins set the pace as they show a gain of 26 per- 
cent, partially offsetting drop of 15 percent in sales of standard 
models. For 1959, gains are forecast for both types 


rT HE happiest news in the electric 
range industry last year was the 


continued outstanding performance 
of built-in units. 

Although standard (free-standing) 
ranges suffered another setback and man- 
ufacturer shipments fell 15 percent to 
800,000 units, built-ins managed to buck 
the effects of the recession and turn in 
another record-setting performance. Sales 
climbed 26 percent to 535,000 units, up 
110,000 over 1957 levels and 150,000 over 
the 1956 mark. 


Better at Retail? 


Actually, these figures may be some- 
what misleading. Since they reflect only 
sales at the factory level, and since one of 
the most significant developments in 
1958 was the reduction of inventories 
throughout the industry, it appears obvi- 
ous that at the retail level sales may have 


been considerably better than the figures 
would indicate. 

Even so, however, range manufacturers 
were still unhappy over the picture in 
free-standing ranges. To the industry- 
wide gripes concerning chaotic marketing 
conditions they added two peculiar to the 
electric range business—apathy on the 
part of many distributors and dealers, 
and the aggressive promotional effort be- 
ing offered by the gas industry. 


Bright Picture in Built-ins 


The picture, quite naturally, was some- 
what brighter insofar as built-ins were 
concerned. This was partially the product 
of a successful year in 1958 and partially 
the expectation of some in the industry 
that in 1959 built-ins will continue to turn 
in a better performance than standard 
ranges. 

As a matter of fact, most manufactur- 


3 Year Sales Summary — ELECTRIC RANGES 








STANDARD TYPES: 1958 
Units Sold 800,000 
Average Retail Price $255 
Retail Value $204,000,000 
BUILT-IN TYPES: 

Units Sold 535,000 
Average Retail Price $282 
Retail Value $150,870,000 
STANDARD TYPES: Jan. 1959 
Homes Owning 14,725,000 
Homes Without 34,665,000 
BUILT-IN TYPES: 

Homes Owning 1,988,000 
Homes Without 47,402,000 
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1957 1956 
940,000 1,200,000 
$255 $255 
$239, 700,000 $306,000,000 
425,000 385,000 
$287 $277 
$121,975,000 $106,645,000 
Jan. 1958 Jan. 1957 
14,200,000 13,780,000 
34,400,000 33,635,000 
1,497,000* 1,078,000" 
47,103,000 46,337,000 
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ers contacted in preparation of this study 
agreed that built-ins would take an even 
larger chunk of the electric range busi- 
ness in 1959. Two firms said they expected 
built-ins to account for 35 percent of the 
market and two others pegged the share 
at between 40 and 45 percent. 

Against this background it is easy to 
see why many firms cite the growth of 
built-ins as a basic explanation of what’s 
wrong with the standard range business. 
Other explanations included: low profit 
margins which don’t provide enough in- 
centive to dealers and distributors to 
push console ranges; “lack of attention”; 
aggressive gas promotion; and fewer new 
home starts. 


Help from Housing 


There are many, however, who do not 
agree with this final reason. They point 
to the fact that preliminary figures show 
that housing starts actually did increase 
during the year. One manufacturer adds 
that a shift to lower-priced houses actu- 
ally should have favorably affected the 
standard range market since built-ins are 
not used as widely in homes in this cate- 
gory. Finally, the new home market looms 
much larger in the built-in picture than it 
does for free-standing units. 

Here again there is no general agree- 
ment as to just what percentage of built- 
in production winds up in new construc- 
tion and how much is used in remodeling. 
One firm thinks that only half of built-ins 
are used in new construction but most 
others peg it somewhat higher with guess- 
es ranging between 70 and 85 percent. 
Few manufacturers think that this figure 
will change materially in 1959, partly be- 
cause they expect housing to run about 
even with 1958 and partly because there 
is still a shortage of aggressive remodel- 
ing dealers who might exert enough sales 
effort to change the ratio between new 
housing and remodeling. 


Status Quo in ’59 


As a matter of fact, this confidence 
that things won’t change much seems to 
permeate industry thinking on a number 
of subjects. Most manufacturers see 
steady but not sensational sales gains, a 
small but hardly dramatic increase in col- 
ored ranges, and few product develop- 





1959—ELECTRICAL MERCHANDISING 




















' 
' 
| 
ij 


— 


ments which could be called drastic. 

Opinions on color seem to vary with the 
individual manufacturer’s philosophy and 
merchandising interests. Several have not 
pushed it and report sales of colored units 
make up less than five percent of their 
output. Several others, however, report 
their color sales running between 10 and 
12 percent. Not all, however, expect in- 
creases in this figure in the year ahead 
and several think it may even decrease. 

Opinion is more uniform on the impact 
the 30-inch range has had on the market. 
Almost everyone thinks 30-inch units ac- 
count for nearly half of the market, with 
some placing this share as high as 60 or 
65 percent of the market. Most manufac- 
turers agree that their ability to pack 
more features into a range selling for less 
than the 40-inch standard accounts for 
the growing popularity of the 30-inch 
size. One adds that “there is something a 
little more elegant about a compact range 
in this day of over-size cars and football 
players.” 


What’s New in Ranges? 


Asked to mention significant product 
developments, most manufacturers 
skipped over revolutionary products such 
as the electronic range and confined their 
attention to refinements being introduced 
on present day equipment. In this regard 
Tappan’s “400” wall range and Frigid- 
aire’s new pull-out oven came in for par- 
ticular mention. 

Also mentioned by several firms as a 
significant development in 1958 was the 
introduction of a modular type built-in 
which can be used as a stack-on, making 
installation more flexible and less expen- 
sive. 

Manufacturers characterize sales of 
electronic ovens as “slow” and “disap- 
pointing’. One source likens them to color 
TV and adds that a basic invention is 
needed to make possible a commercial 
breakthrough. Nor do the manufacturers 
show particular interest in the magnetic 
induction cooking device shown as a pro- 
totype model last year. Expense is cited 
here as a reason for their lack of interest. 


Competing with Gas 


When the question of gas competition 
arises manufacturers once more find sol- 
ace in the performance of electric built- 
ins. Although they worry that the ratio 
of electric to gas standard ranges has 
worsened in the past year, they point to 
the gains made by the built-in unit to 
justify a conviction that electricity has 
gained on gas on an overall basis. 

Thus, although electric free-standings 
dropped 15 percent and comparable gas 
units dropped only 8.8, electric built-ins 
had a gain of 26 percent while gas built- 
ins gained only 13.3 percent. Considering 
range totals as a whole, electrics dropped 
2.2 percent while gas dropped 6.7. 

Almost all look forward to the prom- 
ised industry-wide effort which will be 

Continued on page 168 
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Total Average 
1957 1957 12 Years % of Market 

Unit Sales % of Market 1946-1957 1946-1957 

a 7,188 0.53% 95,354 0.61% 
New Hampshire ............ 4,549 0.34 65,338 0.42 
Vermont ..... eben weweeee 3,096 0.23 32,504 0.21 
TRURREOITIS. a .0.0:0846040008 40,030 2.98 466,162 2.97 
a eee 6,986 0.52 112,614 0.72 
OO ee 25,089 1.86 290,228 1.85 
New England .......... 86,938 6.46 1,062,200 6.78 
oa oad e vneneaceue 73,290 5.44 845,219 5.40 
Se SIE is. s:0 caves souaun 26,301 1.95 280,821 1.79 
ce ee 88,244 6.56 1,065,793 6.80 
Middle Atlantic ........ 187,835 13.95 2,191,833 13.99 
I ara uu cag Wie: 06 Sew oie ee 83,950 6.24 963,530 6.15 
NU ive a -5-0\e-aleewae se 35,588 2.64 488,496 3.12 
ee 42,480 3.16 577,755 3.69 
eee 64,541 4.80 785,661 5.01 
eee 32,358 2.40 375,410 2.39 
East North Central ..... 258,917 19.24 3,190,852 20.36 
re 27,108 2.01 292,140 1.86 
WE ivnbscsrecedaneeeueee 18,952 1.41 240,256 1.53 
er 26,785 1.99 373,957 2.39 
re 6,932 0.52 94,467 0.60 
ee 4,886 0.36 79,743 0.51 
0 errr rer 9,664 0.72 169,426 1.08 
SEE ait is grasactrerp aces eine 14,591 1.08 153,068 0.98 
West North Central ..... 108,918 8.09 1,403,057 8.95 
BN as 6 vecne ers orarp eran ee 3,352 0.25 41,771 0.27 
TPT 13,272 0.99 153,459 0.98 
District of Columbia ......... 8,547 0.64 131,347 0.84 
NN a io5s0oc.esoe seca 36,665 2.72 393,162 2.51 
WE THRE 500ec%bconeen 16,273 1.21 237,788 1.52 
North Carolina ............. 58,255 4.33 708,222 4.52 
ee 25,305 1.88 326,726 2.08 
MEE ic6 5 .a alsin ened ieae 42,587 3.16 512,150 3.27 
Cn . 90,895 6.75 729,280 4.65 
South Atlantic ......... 295,151 21.93 3,233,905 20.64 
I  E- 25,251 1.88 264,198 1.69 
er 44,754 3.32 677,144 4.32 
II a: &: acetaca-nsdoavecavataceel 32,775 2.43 392,153 2.50 
eee 10,176 0.76 123.677 0.79 
East South Central ..... 112,956 8.39 1,457,172 9.30 
DIK s Sica civ ceeenaween 6,595 0.49 79,740 0.51 
USEC COT OR 10,983 0.82 71,557 0.46 
CRIED 6-0 an:k-0be0ewwweee 10,405 0.77 89,796 0.57 
MN ch cece ache ate wane ee 46,841 3.48 424,637 2.71 
West South Central ..... 74,824 5.56 665,730 4.25 
re 7,107 0.53 94,432 0.60 
Se: 4 2¢0e~eseen wae ene 8,426 0.63 136,421 0.87 
ie 2,032 0.15 27,684 0.18 
ID «i 0ere.dcipcdcniediate eae 15,775 1.17 147,671 0.94 
er 4,819 0.36 40,726 0.26 
ee 9,045 0.67 45,984 0.30 
| Ea are eer 11,683 0.87 148,936 0.95 
oa oan pieces ete 2,692 0.20 48,450 0.31 
a 61,579 4.58 690,304 4.41 
Washington ...cccscccseced 43,153 3.20 609,757 3.89 
CII cs cdnca senses ccm 24,255 1.80 423,228 2.70 
re 91,474 6.80 741,362 4.73 
ee 158,882 11.80 1,774,347 11.32 

UOTE STATES onc cccsce 1,346,000 100.00% 15,669,400 100.00% 
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Steel Kitchen Cabinets 


Manufacturers close the books on a disappointing year in 
which sales fell, wood competition got tougher and costs went 
higher. But all hope industry-wide promotions will help in ’58 


r | SHE year 1958 wasn’t much fun for 
anybody in business, and it was per- 
haps less so for most of the steel 

kitchen business. A “median” estimate, 

really labeled a “guesstimate” by its mak- 

er, put steel cabinet unit sales some 20 

percent under 1957. This was the third 

year in a row that the downhill slide con- 
tinued. 

In dollar volume, the decline measured 
just about 17 percent, according to this 
estimate. The difference represents slight- 
ly increased prices that the steel men suc- 
ceeded in getting for their products. 

Besides being a rugged sales year, 1958 
presents a tough problem to anyone trying 
to find out what happened. The situation 
is so confusing that the Steel Kitchen 
Cabinet Manufacturers Association right- 
fully decided that any official estimates 
were out of order until final, complete re- 
ports are in. 

The confusion springs from any and all 
of the following factors: heavy carryover 
of inventory from 1957, final impact of 
business casualties in the field during 
1957, the emptying of the pipelines re- 
flecting distributor cutbacks on buying, 
and the withdrawal of a couple of firms 
from SKCMA pending final decisions on 
their corporate fates, so that their sales 
figures are unknown. 

Talking to individuals in the field, you 
can get all kinds of reactions and esti- 
mates, ranging from ultra-pessimistic to 


those who feel 1958 wasn’t much of a 
change from 1957. Nobody is claiming any 
improvement in 1958. Long-term, industry 
seers do point to the coming 1960’s and 
the building boom they’ll bring, as a sure- 
fire cure for sales problems. 


Better Promotion Due 


One of the steel cabinet man’s problems 
has always been the lack of a unified in- 
dustry front. SKCMA took the first big 
step toward solving this problem in 1958 
with the formation of the Better Kitchens 
Institute. 

BKI was created for the purpose of dis- 
tributing factual information to the con- 
sumer, says SKCMA. As the Institute de- 
velops, it intends to carry out a full-scale 
advertising and promotion program. Fi- 
nanced in the main by directly-interested 
firms in the appliance, steel cabinet and 
kitchen-allied products businesses, BKI 
also expects promotional help from big 
firms like U.S. Steel. 


Price: The BIG Problem 

Steel cabinet men, smarting from the 
business wounds inflicted by their wood 
competition, regard BKI as the opening 
gun in a promotional counter-attack. How- 
ever, in this year of 1958, it wasn’t promo- 
tion that made the difference. In a tough 
year anyway, wood was able to make it 
tougher. 

The bind is this: steel boxes don’t offer 


3 Year Sales Summary — STEEL KITCHEN CABINETS 





1958 
2,000,000 
$125,000,000 


Units 
Retail Value 


Source: 1957—SKCMA; 1958—Electrical Merchandising estimate 
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1957 
2,490,000 
$150,120,000 


1956 
3,000,000 
$170,000,000 





JANUARY, 


much chance for cost reductions. The in- 
dustry has pretty well standardized on a 
bonderized finish; the job to be done dic- 
tates a certain gauge of steel; and most 
of the corners worth cutting were long 
since chopped. Darkly, steel cabinet men 
explain that this isn’t necessarily true with 
wood. 

In this last competitive vein, some steel 
men think that the wood people are “selling 
the fronts.” Their claim is that customers 
who looked at the backs might take second 
thought. Every man in the steel cabinet 
business can point out stellar examples 
like the major apartment house near New 
York that is tearing out some relatively 
young wood kitchens and replacing them 
with high-end steel units. ““Can’t stand the 
gaff,” is a typical steel man’s comment. 

However, this is small comfort, particu- 
larly since this squeeze play between costs 
and prices isn’t reaching an end yet. 
Among steel men there is real fear that 
“We might just price ourselves out of the 
market.” Lending point to this comment 
is the fact that 1959 will see price rises of 
about four per cent across the board. Most 
firms have already announced them. 

Apart from the sales headaches, other 
problems continued to take up time and 
energy and money. 


The Color Story 


Color, to many steel men, lost some of 
its sales allure as a competitive feature. 
Firms with wood-front options in their 
lines—and that’s ’most everybody—found 
them selling heavily. In one case, they’re 
running 50-50 with the all-steel units. And 
white still remains the all-time, all-round 
favorite. SKCMA says 60 per cent of all 
steel units are marketed in pristine, appli- 
ance white. Another marker on the disil- 
lusionment score is a marketing man’s 
opinion that the continued strength of the 
tan-brown tones is based on “switch” 
selling to people who probably wanted 
wood in the first place. 

The inventory expansion inevitably con- 
nected with color cabinets is the big rea- 
son for this tardy second look at the prob- 
lem. Not a single firm in the industry will 
publicly claim to have found the cure, 
though some seem to have little cause for 
complaint. 

It is rumored that one firm has gone 
’round the problem to solve it. This solu- 
tion may be expensive, since it reportedly 
consists of some form of consignment sell- 
ing from the factory to the distributors. 


Continued on page 177 
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4omane is todays 
most profitable franchise! 


MORE PROFIT! Amana Dealers get full profit 
s margins. And a bigger net profit. Outstanding Amana 


quality and liberal service policies protect your profits. 


MORE BRAND ACCEPTANCE! You'll 

s make more sales, easier sales— because consumers 
know and trust Amana quality ... know that Amana prod- 
ucts are backed by a century-old tradition of fine crafts- 


manship. America’s most wanted products! 











| MORE SALABLE PRODUCTS! Amana leadership in design, 
J. in features, simplifies your selling. And there’s no doubt about that lead- 
ership. Look at the record: Amana pioneered the upright freezer—was first to 
produce a truly compact, big capacity air conditioner... first with the revolu- 
tionary Freezer-Plus-Refrigerator. Amana leads the way with the new “built- 
in” look without built-in cost. And Amana makes the one, the only, the genuine 
Deepfreeze’ home freezer—newer, sleeker, roomier than ever. 

And -— there are new developments on the drawing board that will keep you 
ahead of competition. 











































®@ Exclusive Amana-matic Freezing — 2!/, times faster than 

ordinary methods. Six fast freezing surfaces, every shelf is a prime 

freezing surface, with extra coils in top and bottom. All food is 

stored on or below a fast freezing surface. 

® Complete range of sizes .. . to meet every family’s needs. 

® Maintains constant even “zero” temperature. Locks in 

flavor and nutritional values. 

® Exclusive Stor-Mor door. Holds a whole month of meals alone 
everything within easy sight and reach. Automatic inventory 

control — first package in is first package out. 


Also Available: Chest Model DF-110, holds 385 Ibs. frozen food. And 
Chest Model DF-240, holds 833 Ibs. frozen food. These two models com- 
plete the fine range available in the famous Deepfreeze chest freezer line. 
Now Deepfreeze Models Hold up to 18% More Food! 

No bigger on the outside, yet bigger inside, without sacrifice of insulation. 
Famous wrap-around coils surround food in a blanket of cold! More effi- 
cient Amana engineering gives you more! Radiant condenser eliminates 
cabinet sweating! Comes with fully adjustable baskets and dividers! 


Abmana stoR-MOR FREEZERS 
Guaranteed to Outperform All Others! 





@ Famous Amana Double Warranty. Five-year warranty on 
sealed refrigeration system — one-year warranty on freezer. Five- 
year warranty against food spoilage due to mechanical failure of 
refrigeration system. 


ALSO AVAILABLE 


Model 25—25.0 cu. ft. capacity. Holds 875 Ibs. —Ideal 
commercial or farm model. 


Model 12—11.7 cu. ft. capacity. Holds 410 Ibs. frozen food, 
fine for smaller home, apartment, or small family. 


> And...made only by Abnane 
__. THE SUPERB Deepfreeze LINE! 


Model DF-180. World-renowned chest type home freezer. 17.4 
cubic foot capacity. Holds 609 Ibs. of frozen food! New contour 

_ styling. Lowest possible cost per cu. ft. of quality freezing area! 
Beautiful new Twilite Blue, Cool White! 





Model DFU-18. Now, an Upright Deepfreeze! 17.6 cubic 
foot capacity. Holds 616 Ibs. of food . . . has modern straight- 
line styling . . . Super-Stor door —all the elegance and sales 
points of much more expensive models, with terrific margins 
built in for you! 





ROOM AIR CONDITIONERS 
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AIR COMMAND. Assures exact, automatic, 

quiet cooling at the touch of a finger. What- 

ever temperature you select for your ‘climate 

of comfort,” the dependable Amana Air 

Command delivers it automatically— 

maintains it constantly. Quality air condition 
| ing at its best! Available in 7 models— 
| % horsepower, 1, 1’ and 2 horsepower 
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1 horsepower COMPACT SERIES. High- 
est cooling capacity ever developed in so 
small a unit. Measures only 13%” x 25” x 
1634’. Exclusive Silent-Aire Turbine — quietest 
ever. 115v. or 230v. models. Available with 
heat pumps. 

14% and 2 horsepower COMPACT 
SERIES. Big cooling capacity in a compact 
unit. Exclusive Silent-Aire turbine. Every 
model available with revolutionary Amana 
heat pump. 
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Economically installed in wall, attic, base- 
ment, utility room, dormer . . . nearly any- 
where in your home. And Amana now has 
available new Remote Central-System Air 
Conditioners. 

Completely self contained. Air cooled. Op- 
tional pre-fabricated ductwork. Full rated 
capacity. Thermostatic control. 

There’s a model for every type, every size 
home. Package and Remote units in 2, 3, 4 
and 5 horsepower models. 





DEHUMIDIFIERS 


Finest dehumidifier made. Best by test. Re- 
moves up to 70% more moisture. Bigger prof- 
its built-in for you! 








7.6 cubic 
1 straight- 
and sales 





¢ margins 


Amana 


4 NATIONAL ADVERTISING THAT'S NEW, 


BIG, 
AND DIFFERENT! 


You get the backing of not just 
one—but two top TV shows. 
Both on the entire 
ABC-TV network 


Featuring Mary 


Providing you with a pre-sold audience of more than 1,697,000 homes 
each and every week! More than 10,182,000 selling messages on tele- 
vision alone! 


AND DON’T FORGET! The big Amana national magazine campaign! Full 
pages in such hard-selling magazines as Life, Look, Saturday Evening Post, 
and Sunset. Adding up to another 18,090,029 selling messages for you! 


5 REALLY HARD SELL SO DON'T DELAY... 
" LOCAL PROMOTION! GET THE FACTS TODAY! 


You get hard-selling, practical dealer mats; direct mail PROVE TO YOURSELF 


material; radio and television material! 


Training aids and sales helps that are field-tested; HOW You CAN PICK UP 


plus beautiful and hard-hitting product literature! 


Plus, monthly tips on how other dealers are making MORE PROFIT WITH 
new profits with Amana. The kind of down-to-earth, 
workable promotion material that really works at the 
local level — right in your neighborhood! 69 7 le | 
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“MEANS MORE PROFIT FOR YOU!" 
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T’S IMMERSIBLE! 


SENSATIONAL NEW MODEL OF 
AMERICA’S FASTEST SELLING COFFEEMAKER 


Now for a limited time, you can offer this new, completely immersible 
model of America’s fastest-selling coffeemaker. It’s an all-new Universal 
Coffeematic with the quality and performance that has produced the sales 
leader of the industry and at a bargain price that insures fast turnover. 
Don’t wait .. . there is only a limited number available of this sensational 
Spring Special. Get your order in immediately! 
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e 8-cup Capacity 

e Chrome on Solid Copper 

e Hermetically Sealed-in Unit 

e Famous Coffeematic Performance 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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A MIRACLE IN METAL... 









UNIVERSAL 
COOKAMATIC APPLIANCES 
STAINLESS...FOR EASY 
PPER CORE...FOR 

















NEW IMPROVED CONTROL NEW CAST-IN UNIT NEW FLAVOR-SEAL RIMS COMPLETELY IMMERSIBLE 
Set the Cookamatic Control to the New shaped tubular heating unit Covers interlock with sides of ap- Simply detach Cookamatic Con- 
temperature recommended on the is bonded to copper core. Gives pliance to seal in flavors, make trol and these Universal appli- 
handle chart. Exact heat will be even heat over entire bottom for possible self-basting of meats, ances can be washed under water 
automatically maintained. perfect cooking results. “waterless” cooking of vegetables. or in an automatic dishwasher. 
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for those who want the very finest: 


TRIPLE-PLY EXCLUSIVE! 
Stainless steel inside and out with 
a core of copper! These three 
layers are fused into one light- 
weight metal that transmits even 
heat to both sides and bottom 3 
times as fast as other utensils. The 
gleaming stainless steel surface 
never pits or discolors, the cop- 
per core gives perfect cooking re- 
sults everytime. It’s Universal's 
new Miracle in Metal! 


CLEANING 
FAST EVEN HEAT 


UNIVERSAL PRESENTS “The finest controlled heat Frying Pan with Control—$29.95 
appliances made!” This exclusive new triple-ply construction Cover $5.00 extra 

of stainless steel and copper insures longer lasting beauty and 3-Quart Saucepan with Cover 

better performance than any other on the market. Newly and Control—$26.95 


styled for today’s streamlined tastes, and lighter in weight for S-Quart Dutch Oven with Control, 
ie ' Cover and Trivet—$35.95 
easy use, this new deluxe Cookamatic line will be the leader 


in controlled heat cooking sales for 59. Whatever appliances 
you sell you can’t afford not to stock the very finest of all... 
the new Universal Cookamatic. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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New Styling...New Colors...New Features...New Values! 
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UNIVERSAL STIRS UP SALES FOR ’59 


ALL-NEW MIXABLEND 


Super-powered for heavy or light liquids, rabber mounted for 
vibrationless performance, this new Universal Mixablend is plus- 
featured and priced to out-sell all other blendors! New honed steel 


blades easily cut and blend dry or liquid ingredients. New styling 


makes it a stand-out value. 


Only $39.95 


s TWO-SPEED CONTROL ® SNAP-ON LID WITH SPOUT 
= HEAT-RESISTANT CONTAINER #® 40-OUNCE CAPACITY 
= BEATER EJECTOR 


ALL-NEW HAND MIXER 


Beats everything! All-new in design but with the famous 
Universal quality and value. Three-speed control under your 
thumb for convenience. Balances easily in the hand or stands on 
heel. Powerful 115 watt motor is lubricated for life. Get your 


order in now! Only $19.95 


= 4 COLORS # AUTOMATIC BEATER EJECTOR ® NYLON 
GEARS = UNBREAKABLE BODY #® LIGHTWEIGHT 


Another in UNIVERSAL’S Value In Products Program for '59 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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The newest sound 


~ General Electric ~ 





in music... 


is 
\ 
ey 


» Stereophonic 
Phonograph 


& RADIO 


STEREO-PHONOGRAPHY 


§ Model 
RP1160 





PRICED TO BUILD 
TRAFFIC AND SALES 


Stereophonic Portable Phonograph with AM Radio. Easy- 
access styling. Plays stereophonic and conventional rec- 
ords. Stereo/Monaural cartridge with sapphire-tipped 
dual styli. 5.5-watt amplifier. Twin 6'-inch speakers. 
Continuous tone control; pull-push, on-off loudness con- 
trol; pilot light; turntable compartment light and 45-rpm 
spindle. Outstanding AM radio with illuminated slide- 
rule tuning dial. Two-tone gray. RP1160 $129.95* 
Matching Amplifier/Speaker Unit. AS4 $49.95* 


Vanufacturer’s suggested retail price. Slightly higher West and South. 90-day 
ranty on both parts and labor. Specifications subject to change. General 
Electric Company, Radio Receive? Department, Bridgeport 2, Connecticut. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


ELECTRICAL MERCHANDISING—JANUARY, 1959 


Model RP1120 


Stereophonic Four-Speed Portable. 
Stereo/Monaural cartridge. Stereo 
jack. Twin 54-inch speakers. Loudness 
and tone controls. 45-rpm spindle. 
Cocoa and beige. $89.95 * 

Matching Amplifier/Speaker. $39.95 * 


10 


Automatic Four-Speed Portable (Not 
Stereo). General Electric full fidelity 
sound at a low, low price. Two-tone blue 
case. Volume and continuous tone 
controls. Two-tone blue. $69.95* 


Model 
RT1230 


Stereo-Musaphonic. Stereo/Monaural! 
cartridge with diamond and sapphire 
styli. 10-watt amplifier. Twin 8-inch 
speakers. Tuner input jack, pilot light. 
Matched veneers. 45 rpm spindle 

Matching legs. RT1230 Mahogany 
$149.95*. RT1231 Blond Oak $159.95 * 
Matching Amplifier/Speaker. AS15 Ma 

hogany $59.95 *.AS16 Blond Oak $64.95" 
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Dishwashers 


The industry sets a new record as sales climb to 400,000. 
Portables take a bigger bite of the market; manufacturers think 
they will account for 40 percent of 1959 sales 


‘ J iGor and potential still characterize 

the dishwasher. Last year it match- 

ed record 1956 and topped 1957 in 

unit sales—with a 400,000 unit total. It 

failed to match 1956's total volume, when 

average price hit $290. However, the $275 

average price in 1958 produced a sales vol- 
ume of $110,000,000. 

The big news of the year was the grow- 
ing impact of portable units and the stif- 
fened activity among utilities to hoist 
dishwasher sales over their present 
5.8 percent low-saturation (2,885,000 
homes. ) 

Otherwise the merchandising year for 
dishwashers was pretty much similar to 
last year. Builders, appliance dealers and 
kitchen specialists commandeered most of 
the sales, in that order. Portables con- 
tinued to intrigue mass merchandisers 
and those dealers who preferred not to get 
involved in installation headaches. Gross 
margins continued to be substantial, from 
10 to 20 percent off list, or $40 to $70 in 
gross dollars. Installation, sales apathy 
and ineptness, and customer misinforma- 
tion remained the chief stumbling blocks 
to sales. The Pacific Coast, and cities like 
New York, Philadelphia, Pittsburgh, and 
Chicago represented the better type mar- 
kets. 

There is unanimity among manufactur- 
ers that biilders are the number one sell- 


ers of dishwashers, except in the case of 
portable units. There, appliance dealers, 
who rank with kitchen specialists next to 
builders as significant sellers of dish- 
washers, are more active merchandising- 
wise. In fact, in the portable field, there is 
a marked trend among mass merchandis- 
ers to push these units. That includes the 
discount house and the department store. 
For the former, as with appliance dealers, 
there are few if any installation thorns. 
For the latter, the portable fits neatly into 
their specialty selling of kitchens. 

“The dishwasher business has shown 
quite a healthy increase through mass 
merchandising outlets—department stores 
and large key dealers,” says one manufac- 
turer. “They have found that dishwashers 
can be sold at a good profit and have 
reached the stage where most people are 
asking for them.” 

Another spokesman admits that a sign 
of merchandising in volume is the depart- 
ment store interest in portable dishwash- 
ers. Several see mass merchandisers as 
more active in dishwashers, but depart- 
ment stores “not as aggressive” as inde- 
pendent appliance stores. However, most 
agree with the sentiments of one maker 
who claims, “We feel that dishwasher sales 
can and will gain growth momentum in 
the department stores and mass merchan- 
dising outlets because of the growing in- 


3 Year Sales Summary — DISHWASHERS 


1958 
Units Sold 400,000 
Average Retail Price $275 
Retail Value $110,000,000 
Jan. 1959 
Homes Owning 2,885,000 
Homes Without 46,505,000 


1957 1956 
390,000 400,000 
$268 $290 
$104,250,000 $116,000,000 

Jan. 1958 Jan. 1957 
2,525,000 2,201,000 
46,075,000 45,214,000 

JANUARY, 





terest in this low-saturation product.” 


Good Dollars 


There’s no question that figures on the 
percentage of sales by types verifies this 
trend. Minimum estimates of portables 
sales give this type unit 22 percent of total 
dishwasher sales. Most estimates run 
higher, with the majority of manufactur- 
ers estimating that last year’s portable 
sales ran closer to 30 percent. This does 
not tell the whole story either, however, 
because projections estimate next year’s 
portable sales at 40 percent. One manu- 
facturer even estimates it will go to 50 per 
cent. One major maker, previously with- 
out a portable unit in the line, finally in- 
troduced a portable in 1958, adding addi- 
tional production momentum to the por- 
table. The majority of sales (95 percent) 
of both portable and built-in are estimated 
to be 24-inch units. 

Generally good dollar margins are en- 
joyed, manufacturers say, by dealers han- 
dling dishwashers. Their estimates range, 
but are bracketed somewhere between a 
stated range of 25 to 30 percent margins 
and 10 to 20 percent off list. Estimated 
dollar take per unit runs from $40 to $70. 
One estimate gives the take on built-ins at 
from $50 to $70 and for the portable about 
$40. Manufacturers differ as to the extra 
dollars dealers get for installations. This 
ranges from nothing to as high as $30, in 
their view. It is extremely likely that prof- 
its on portable units can range from $20 
to $40, and that top dollars on built-ins 
frequently include installation as a pack- 
age price. 


Stumbling Blocks 


Manufacturers solidly agree that if any 
dealers envision service as a stumbling 
block to sales, they are going off on a 
wrong tangent. To the question “Is serv- 
ice a major deterrent to dishwasher 
sales?” they answer with a resounding 
“No!” 

Paraphrased, their answers sum up to 
this: “Most machines are relatively serv- 
ice-free. Of course, service always plays 
an important part in any dishwasher pro- 
gram. However, it receives major atten- 
tion in maintaining customer satisfaction, 
and represents no handicap to greater 
sales.” 

Makers are just as emphatic as to what 
does deter sales of dishwashers. They cite 
dealer apathy, customer misinformation, 
and installation as the major problems. 

Continued on page 200 
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MEET THE NEW SALES QUEEN! 


Meet a new star saleswoman! 


She wears a symbol long known 
to you—the Frigidaire crown. 
And she represents how any 
woman will feel when she owns a 
1959 Frigidaire appliance. 


You'll see a lot of this new 
Frigidaire Queen—in every 
magazine advertisement... in 
every TV commercial—in the 
greatest daytime TV appliance 
campaign ever—with 5 great shows 
pre-selling for Frigidaire dealers. 


Week after week, month after 
month, consistently, the 
Frigidaire Queen will appear in 
dynamic selling messages in Life, 
Look, The Saturday Evening Post, 
Ladies’ Home Journal, McCall's, 
Good Housekeeping, Better Homes 
& Gardens. Also in This Week and 
Parade Sunday supplements. 

On TV, with Jan Murray on 
“TREASURE HUNT,” Bill Cullen 
on “THE PRICE IS RIGHT,”’ 

Ann Flood on “‘FROM THESE 
roots,’ Bert Parks on “COUNTY 
FAIR,” and Hugh Downs on 
“CONCENTRATION.” 

And what selling messages for 
Frigidaire! They'll tell about 
great new features, wonderful 
new Lacework Styling added to 
the famous Frigidaire Sheer 
Look— products fit for a queen. 
More sales for the dealer with the 
Frigidaire Franchise! 


ae | 
FRIGIDAIRE 


ADVANCED APPLIANCES 
DESIGNED WITH 
YOU IN MIND 

* 


CAMPAIGNS DESIGNED ~ 
TO SELL 


Built and 
backed by General Motors 
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NOW AMERICA’S FASTEST SELLER 


Americas Finest Fr 
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We tested this pro- 
gram for both small 
town and big city use. 
Did it get results? You 
bet it did! 
200 FREEZER 

SALES WITHIN FIVE 
WEEKS TIME BY 


ONE APPLIANCE 
DEALER!* 


*Name furnished upon 
request. 





BEN OOH \ P|! | Te — 
THE TRADE NAME OF SATISFACTION ae TS 


four of these * Guaranteed by *Replacement 
performance ~ zd easheerng compressor 


! . ary price pro-rated 
guarantee seals! Savveansse 3 tae 


only Ben-Hur 
Freezers carry all 
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Cem agle 
complete 
Story 


MAIL THIS 


COUPON TODAY 


TEAR OUT AND MAIL! 


BEN-HUR MANUFACTURING CO., Dept. L9 
634 E. KEEFE AVENUE, MILWAUKEE 12, WISCONSIN 


O.K. Prove it! How can BEN-HUR’s new mer- 
chandising program increase MY profit picture? 


NAME 
FIRM 
ADDRESS 


ciy ZONE STATE 
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Disposers 


and Incinerators 


Disposers set a record but incinerators fall off pace set 
in 1957. Both expect gains in 1959; incinerator makers plan 
industry effort to sell new odorless, smokeless units 


| AST year disposers ground to a new 

record in unit sales—620,000. This 

reflected a gain over the previous 
best year (1956 with 610,000 sales) of 1.6 
percent. Total volume on these sales, how- 
ever, amounted to only $55,769,000, a skid 
below the $57,950,000 volume for 1956 of 
3.8 percent. For the third successive year 
it meant average prices at retail were 
sliding. This year’s computed average on 
these sales amounted to $90.00. In 1956 it 
was $95.00; in 1957, $90.00. 

Meanwhile incinerators were burning a 
fresh and promising niche for themselves 
as a product to watch in future. After a 
sharp drop in 1957 from a previous four- 
year rising curve, incinerator sales held 
at 47,900 in 1958, a decrease of 12.9 per- 
cent. Total sales volume on these sales 
amounted to $7,185,000. 

Both of these garbage and food waste 
disposal units led somewhat parallel mer- 
chandising lives during the year. About 
15 percent of sales were made by appliance 
dealers, but both had plumbing and heat- 
ing establishments as the main source of 
sales. Both had to cope with local restric- 
tive ordinances. Both had sharply local- 
ized “good” markets. And neither had 
developed a unified national promotion 


program to get either item soaring. 

Individually the differences were not 
great, but they were there. The arrival of 
a smokeless, odorless gas incinerator sig- 
nalled a product innovation that would 
send it far, fast. And promotion of this 
product on an industry-wide basis, still in 
local markets, was the forerunner of closer- 
knit national activity in merchandising. 
Utilities, GAMA, and manufacturers to- 
gether would carry the ball on this. 

On the other hand, individual manufac- 
turers still tended their own disposer pro- 
grams. Key accounts in the West were 
mass-merchandising disposers and seemed 
to be the solitary breakthrough. 


Selling Trends 


“We estimate plumbers sell 50 percent 
of all disposers annually,” says one indus- 
try spokesman. Another thinks builders 
account for 40 percent of all sales; plumb- 
ers 25 percent. Still another feels builders 
account for 40 percent; plumbers 40 per- 
cent. Significantly, though, quite a few 
spokesmen feel appliance dealers account 
for at least 15 percent of total annual sales, 
and kitchen specialists for another 15 per- 
cent. One other whittles the appliance 
dealer participation to 7 percent, however. 


3 Year Sales Summary — FOOD WASTE DISPOSERS 


1958 
Units Sold 620,000 
Average Retail Price $90 
Retail Value $55,769,000 
Jan. 1959 
Homes Owning 4,175,000 
Homes Without 45,215,000 
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1957 1956 
550,000 610,000 
$90 $95 
$49,473,000 $57,950,000 

Jan. 1958 Jan. 1957 
_ 3,645,000 3,118,000 
' 44,955,000 44,297,000 


JANUARY, 








Here the kitchen specialist still does 15 
percent, plumbers 25 percent, and builders 
a whopping 53 percent. 

This comment by one manufacturer may 
foretell something of the future: 

“In our opinion, not very many retail 
appliance dealers are actively promoting 
disposer sales,” he says. “However, it is 
a decided trend among major key accounts 
in the west to promote disposer sales 
through mass merchandising methods.” 

Biggest deterrent, so far as appliance 
dealers are concerned, has been installa- 
tion. Any momentum to increased sales of 
disposers by regular dealers can only mean 
one of two things: either they are farm- 
ing out the plumbing and electrical work 
as some do with kitchens, or they are per- 
forming these craft tasks through their 
own organizations. . 

Reasonably good margins are undoubt- 
edly inviting more participation by appli- 
ance dealers in the sale of disposers. 

“Gross margins on disposers average 
about 25 percent of selling price,” says 
one spokesman. Another estimates gross 
dollars on disposer sales, alone or as part 
of the kitchen package, run from $20 to 
$30. There’s no question in another mak- 
er’s mind that disposer sales as part of the 
kitchen package give the most favorable 
return. For a product where average sales 
are in the under-$100 category, these mar- 
gins apparently are proving more and 
more attractive to dealers. 

Most makers feel that lower and aver- 
age-priced units account for the bulk of 
their sales. Only one maker felt that de- 
luxe units exceed standard models by 
about 15 percent of sales. Others estimated 
that two standard units were sold for every 
deluxe job. “Lower price units dominate 
sales because of builder influence,” one 
spokesman insists. 

Since disposer sales are strongest on the 
Pacific Coast, in the Southwest, and in the 
East Central regions of the country, these 
cities felt the greatest impact of any local 
advertising and promoting: Los Angeles, 
San Francisco, Chicago, Detroit, Dallas, 
Houston, Denver, and Kansas City. It fol- 
lows that any trend to price advertising 
would show increased activity among the 
dealers who dominate these centers. 

Manufacturers now estimate that about 
50 cities have ordinances prohibiting the 
use of disposers, while at least 35 require 
disposers, either in old or new construc- 
tion. One spokesman who said statistics 
were not available to him on restrictions 

Continued on page 204 
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REGINA WAKES 
NMERITAS FRSIESENQING, 
YANUR APRUAANTES 


make sure you sel\'em 





make Sure YOu 
SEE erm at the 


ee o», nm 
\CAZO SNOW 





’'58 FIGURES SHOW GREATER THAN EVER 
DEMAND FOR AMERICA'S #1 POLISHER! 


REGINA %° 


POLISHER and SCRUBBER 


SALES STILL ZOOMING ON 
AMERICA’S MOST RAVED ABOUT a 


REGINA 


Wanted most because it’s the best! Made of all-metal. Built In 12 months — sales tripled! Such is the enthusiasm for 


to do a professional job with the right brushes, speed, weight. this unique, lightweight vacuum! Because it does daily clean- 
New clip-on dispenser* flows wax, detergent, rug cleaning 


fluid to floor at a touch. Feature Regina, for the fastest,  # .. So efficient, it’s used daily in thousands of hotels, motels. » 
easiest selling in polishers today! *optional equipment wk 4 Promote Electrikbroom—see how fast an appliance can sell ! ‘ 


ing quicker and easier than anything...without attachments! 





SALES ALSO MOVING UP ON 
\ 


REGINA Model a-16” | REGINA mode! €-21” 


THE REGINA CORP., 11 Regina Avenue, Rahway, N.J. 


I am interested in: 


__.___. Custom 400 Polisher and Scrubber Please send: 
ey 2 Chrome Polisher and, Scrubber __... Name and address of distributor for my territory 
___._..New Dispenser for all models Regina Dealer helps 
___..Rug Cleaning Attachment for ti) 
Custom 400 
__... Reconditioning Kit for Custom 400 STORE NAME. 
Electrikbroom — Model 600 
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___. Model A Twin-Brush Floor ADDRESS—___ ne = 
Twin-Brush Floor Machine Twin-Brush Heavy-Duty Floor Machine Machine 
ss ‘ a y ___.. Reconditioning Kit for Model A i DUE Fs nsmabusitibichi 
the favorite polisher for preferred by America’s ——. er E Heavy-Duty Floor 
larger homes, stores, greatest companies for Machine SIGNED- mer — rey er = — 
institutions, etc. big floor maintenance it aS Ree errant Se tieaey RAN We ee cewcccces 
») HOUSE 
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NCREASING interaction between 
| manufacturers, their dealers, their 
products and their marketing inter- 
ests, has led ELECTRICAL MERCHANDISING 
to bring together allied segments of the 
home entertainment equipment industries 
into one market which is analyzed here as 
the “home audio-video market.” 

[he chart below points a statistical pic- 
ture of retail sales in units and in dollars 
for the products which make up this home 
audio-video market. 

For 1958, the total home audio-video 
market represented $2.4 billion at retail, 
down 11.4 percent from $2.7 billion of 1957. 
Prospects for 1959 indicate that the com- 
bined fields should bounce well back to 
about $2.9 billion 









Consumer Electronics 


The decline in 1958 is traceable to about 
five major elements, which affected the 
individual fields in different ways, in dif- 
ferent degrees and with different timing. 
Individual market studies which follow 
expand on the varying impacts of: the re- 
cession, the stereophonic disc, stereophony 
in phonographs, the tape cartridge and its 
accompanying cartridge equipment, and 
radio imports from Japan. 

eTV, for instance, never recovered 
from a second quarter drop of 35 percent 
which drove sales below a million units a 
quarter fer the first time in six years. 

®Phonographs, which monumentally 
switched from monophonic to stereo pro- 
duction in half a product year, found a 
consumer market unprepared for and 


skeptical of the revolutionary product. 

e Radio, which enjoyed a boom in tran- 
sistor portables last year, found the Japa- 
nese cutting an abrupt 30 percent swath 
in that particular segment of the home ra- 
dio market. 

eTape recorder makers and _ buyers 
slowed to a walk for half a year while wait- 
ing developments in a radically new prod- 
uct area which might ultimately boom the 
industry. 

e Recorded tape, what had “owned” 
stereo for two years was critically chal- 
lenged by the new, and cheaper, stereo 
disc. 

e Records, eyeing 28 million mono- 
phonic phonos in use, took stereo in stride 
and gave it about 10 percent weight in the 
second half. 

e Hi-fi components enjoyed the audio- 
philes’ informed swing to stereo on rec- 
ords and watched amplifier, speaker, and 
cartridge figures double behind conversion 
fever. 


Here’s the First Comprehensive Picture of the Home Audio-Video Market 








1957 1958 % CHANGE 1959 % CHANGE 
1958 1959 
RETAIL RETAIL VS. RETAIL VS. 
INITS DOLLARS UNITS DOLLARS 1957 Dollars UNITS DOLLARS 1958 Dollars 
TELEVISION 6,560,220  $1,246,441,800 5,200,000 $1,066,000,000 —14.48% 5,800,000 $1,235,400,000 +15.89% 
PORTABLE 1,860,005 \ 
TABLE 2,116,956 2,900,000 ¢ 5400000 
CONSOLE 2,486,412 
1V-PHONO. COMB 96,847 ¢ 2,300,000 ¢ 2,400,000 
HOME RADIO* 8,837,689 — $297,387,000 7,800,000 — $275,900,000 —7.23 8,200,000  $297,000,000 +7.65 
TABLE 3,193,104 2,600,000 2,700,000 
CLOCK 2,439,180 2,100,000 2,400,000 
PORTABLE 3,205,405 3,100,000 3,100,000 
PACKAGED PHONOGRAPHS 4,978,000°* $626,100,000 4,150,000°* $570,250,000 —8.92 5,000,000** $765,000,000 + 34.15 
PHONO ONLY 3,717,000 3,300,000 3,650,000 
RADIO-PHONO COMBS 1,048,000 750,000 1,250,000 
ATTACHMENTS 213,000 100,000 100,000 
TAPE RECORDERS 500,000 $10,000,000 400,000 $70,000,000 —30.00 500,000 $80,000,000 + 14.29 
(Including Tape Decks) 
TAPE, RECORDED 880,000 $7,000,000 400,000 $3,500,000 —50.00 625,000 $5,000,000 + 42.86 
TAPE, BLANK $15,000,000 $20,000,000 + 33.33 $27,000,000 + 35.00 
RECORDS $375,000,000 $350,000,000 —6.67 $400,000,000 + 14.23 
HI-FI COMPONENTS *** $66,924,000 $66,250,000 —1.01 $72,875,000 + 10.00 
AMPLIFIERS 22,338,000 23,500,000 26,000,000 
SPEAKERS 28,752,000 27,500,000 30,100,000 
TUNERS 15,834,000 15,250,000 16,775,000 
TOTAL $2,133,852,800 $2,421,900,000 —11.41% 2,882,275,000 + 19.01% 


*Excludes Imports, Auto Radios & Radio-Phono Combinations 
SOURCE: Electronic Industries Association 
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SALES BY STATES: 1946-1957 
































TELEVISION RADIO 
Total Average Total Average 
1957 1957 12 years % of Market 1957 1957 7 Years % of Market 
Unit Sales % of Market 1946—1957 1946—1957 Unit Sales % of Market 1951-1957 1951-1957 
CU a Paconksceccauscioeea 33,308 0.53% 303,788 0.54% 52,357 0.55% 313,807 0.59% 
New Hampshire ............ 17,098 0.27 186,691 0.33 32,610 0.34 159,408 0.30 
MED £.cttecessbeueuenen 12,621 0.20 106,151 0.19 21,097 0.22 116,653 0.22 
PIE oo iikiids ov nee 189,967 3.03 2,050,361 3.64 340,654 3.57 1,860,986 3.50 
a 33,052 0.53 336,855 0.60 54,401 0.57 294,400 0.56 
ET 98,851 1.58 954,214 1.70 131,872 1.38 777,721 1.46 
New England .......... 384,897 6.14 3,938,060 7.00 632,991 6.63 3,522,975 6.63 
ee 728,552 11.62 6,939,845 12.33 1,399,832 14.65 7,350,072 13.84 
Cr 221,135 3.53 2,349,720 4.18 371,856 3.89 2,092,840 3.94 
PORREHIVOINE occ cccccccceeen 444,148 7.08 4,533,238 8.05 755,268 7.91 4,074,517 7.67 
Middle Atlantic ........ 1,393,835 22.23 13,822,803 24.56 2,526,956 26.45 13,517,429 25.45 
WS. j.ustorwebie cies wanes ae 356,211 5.69 3,736,894 6.64 579,631 6.07 3,211,864 6.05 
—  PPOTET TTT TT 159,467 2.54 1,571,337 2.79 182,597 1.91 1,127,913 2.12 
Illinois shee aa acy akanstoneaenee 378,486 6.04 3,676,550 6.53 804,021 8.41 3,824,682 7.20 
er 240,740 3.84 2,516,664 4.47 398,247 4.17 2,280,457 4.29 
Ce 114,312 1.82 1,141,031 2.03 201,445 2.39 1,061,738 2.00 
East North Central ...... 1,249,216 19.93 12,642,476 22.46 2,165,941 22.67 11,506,654 21.66 
MEMEO ak. ods cs ccensoesen 98,169 1.57 910,292 1.62 147,956 1.55 803,509 1.51 
ee REECE 74,915 1.20 839,093 1.49 118,768 1.24 673,326 1.27 
Ee 149,312 2.38 1,429,816 2.54 248,802 2.60 1,288,629 2.43 
re 23,213 0.37 137,422 0.24 22,829 0.24 177,138 0.33 
South Dakota ee 24,336 0.39 132,110 0.24 22,700 0.24 177,147 0.33 
Tre 50,285 0.80 456,501 0.81 58,283 0.61 383,325 0.72 
Kanems ..... cute as eee 72,940 1.16 558,658 0.99 84,406 0.88 541,549 1.02 
West North Central 493,170 7.87 4,463,892 7.93 703,744 7.36 4,044,623 7.61 
IRD 55.5 cick ss de cage 15,463 0.25 160,007 0.28 18,687 0.20 133,754 0.25 
PRE 87,016 1.39 917,706 1.63 184,366 1.93 907,788 1.71 
District of Columbia ......... 65,719 1.05 542,025 0.96 91,163 0.95 545,514 1.03 
WEE obo see decsaee eee 106,344 1.70 931,848 1.66 156,953 1.64 866,483 1.63 
WUE WI, caw ieee sce 68,978 1.10 529,639 0.94 76,633 0.80 465,847 0.88 
North Carolina ............. 125,518 2.00 1,024,689 1.82 151,529 1.59 997,021 1.88 
a 48,019 0.76 437,043 0.78 61,395 0.64 425,692 0.80 
Georgia 124,312 1.98 997,222 1.77 178,602 1.87 1,035,412 1.95 
Florida ‘iat 226,472 3.61 1,276,472 2.27 229,887 2.41 1,181,556 2.22 
South Atlantic . 867,841 13.84 6,816,651 12.11 1,149,215 12.03 6,559,067 12.35 
NIE 56 5 si veuneseeeweren 102,640 1.64 765,464 1.36 142,559 1.49 746,125 1.40 
Tennessee Aimed atee eure 105,335 1.68 846,640 1.50 138,405 1.45 817,572 1.54 
MI 55.5 a nines oimcarece snc * 87,236 1.39 686,058 1.22 123,595 1.29 718,295 1.35 
eer 50,979 0.81 333,341 0.59 59,636 0.63 397,905 0.75 
East South Central ...... 346,190 5.52 2,631,503 4.67 464,195 4.86 2,679,897 5.04 
IIS ik 0656 e0ksasecaee 54,958 0.88 388,897 0.69 53,298 0.56 373,393 0.70 
I ee 114,209 1.82 785,807 1.40 149,237 1.56 800,459 1.51 
MUNIN as ctctnn crm ars-eeanernane 74,205 1.18 683,445 1.21 100,144 1.05 566,284 1.07 
WONG eaducausasacenh cme 327,724 5.23 2,460,457 4.37 448,472 4.69 2,465,487 4.64 
West South Central ..... 571,096 9.11 4,318,606 7.67 751,151 7.86 4,205,623 7.92 
Montana sad niece Nace a 31,583 0.50 123,805 0.22 26,046 0.27 177,465 0.33 
 h0.cc-o5 saeco naw 19,557 0.31 150,806 0.27 22,814 0.24 138,461 0.26 
eee 14,185 0.23 46,744 0.08 11,380 0.12 81,933 0.16 
NOD. oc divers wees eienen 51,983 0.83 396,265 0.70 69,742 0.73 410,758 0.77 
Ge SINE 0-0: 0 ocns eevee ne meee 23,460 0.37 140,038 0.25 29,162 0.31 183,886 0.35 
DE code adeye ube eee 39,265 0.63 250,054 0.44 47,272 0.50 281,599 0.53 
MIE). disv.s u's: 6 Weide * 3 avawoyie eee 27,249 0.43 241,529 0.43 37,682 0.39 208,642 0.39 
Ee 11,064 0.18 54,924 0.10 14,491 0.15 69,500 0.13 
Mountain 218,346 3.48 1,404,165 2.49 258,589 2.71 1,552,244 2.92 
WHE |g Soc wieieecdacean 95,742 1.53 824,125 1.46 135,492 1.42 774,001 1.46 
MING: aio, dcane:a-o.0% ome enaleree 61,147 0.98 450,550 0.80 80,586 0.84 468,947 0.88 
California ...... ee 587,562 9.37 4,980,955 8.85 685,052 7aav 4,289,748 8.08 
ee ere 744,451 11.88 6,255,630 W101 901,130 9.43 5,532,696 10.42 
GE BONED oc ccccnceu 6,269,042 100.00% 56,293,786 100.00% 9,553,912 100.00% 53,121,208 100.00% 




















Radio-TV set shipments to dealers as reported by the Electronic Industries Association 





World Famous Philco Quality and 


Exclusive New Chassis Construction 


make 


PHILCO TV 


EASIEST 
TO SERVICE 


in the history of the TV industry! 


Philco brings an entirely new concept to the serviceability of television receivers by con- 
veniently placing tubes and components right at your finger-tips. Philco chassis are de- 
signed, engineered and manufactured to make your job an easier and more profitable one. 





What Philco means by 


QUALITY 


At Philco it has been quality first in electronic prod- 
ucts for over 30 years! “‘Guard Philco Quality” is a 
watchword and a creed! The first consideration in 
every phase of production is the maintenance of the 
highest standards of quality. In all plants an inde- 
pendent team of Product Performance Specialists is 
directly responsible to Philco management for the 
performance and dependability of all Philco products. 








What Philco means by 


DEPENDABILITY 


The proven and outstanding dependability of all 
Philco products is acclaimed by the millions of satisfied 
customers who have bought and used Philco products 
over the years. Philco goes to the greatest lek&gths to 
build in durability and quality that guarantee supe- 
rior performance, dependable operation and long life in 
the consumer’s home. It is this built-in dependability 
that pays off in satisfied customers for you. 





i lip i ; ¥ % 
et . . =~ 


yt Good Bye Mirrors./ 


Picture tube turns around 
for viewing while servicing ! 





off by enabling you to do your job quicker . . . make 
The new Philco Predicta chassis pictured above was more calls and, thus, increase your profits. All Philco 
designed with the service man in mind. It was de- chassis are manufactured with the most modern 
signed to enable you to take the greatest advantage automated methods in the industry insuring uni- 
of your professional skills. It was designed to pay formity and dependability in your customers’ homes. 


IN THE PAST 30 YEARS PHILCO HAS TRAINED OVER % MILLION INDEPENDENT SERVICE MEN. 
GET FAST, EASY ‘‘I-2-3"’ SERVICE TIPS FROM YOUR PHILCO DISTRIBUTOR TODAY! 


Cover Feature in December “Radio-Electronics’’ 


Here is what they say about Philco Predicta TV. 


ee In the story of design for ’59, it can hardly be disputed that 
one of the most unusual and extraordinary is that of the Philco 
Predicta line which includes the slide-out ‘easy service’ chassis 
and its separately and remotely mounted picture tubes. eg 


PHILCO ACCESSORY DIVISION « PHILADELPHIA 34, PENNSYLVANIA 





Television 


The industry looks to radical product innovations and con- 
servative merchandising policies as keys to recovering ground 
lost in 1958 when both sales and production slipped badly 


HE TV industry is emerging su- 
perbly conditioned from a two-year 


physical fitness program imposed on 
it by a major marketing transition and 
by the recession. 

Both forces have a counterbalancing ef- 
fect on plans for 1959 and for new lines 
on the boards for June marketing. The 
June product, fashioned more precisely 
for obsolescence selling in the new replace- 
ment market, is ambitious and often radi- 
cal. But marketing programs for the new 
product—and for the current one—are 
tempered and cautious. Everybody is still 
a little blue from the cold facts of 1958. 

What actually happened in 1958? The 
market was hit by both the recession and 
by the end of first set purchasing of TV. 
The business had been sliding steadily 
from the all time high of 7.4 million units 
sold at retail in 1955 to 6.56 million in 
1957. Low saturation had accounted for 
the peak selling. Suddenly everybody had 
TV and began to show that they were not 
about to turn the old set in. 

Market analysts in early pre-recession 
1957 were expecting that 1958 would come 
close to 1957, and that 1959 would start 
to sweep upwards again to new highs in 
the 1960s. 


What Happened? 


3ut the recession changed all that. Along 
with the white goods business— off 17 to 


30 percent— the recession hit TV hard in 
the spring of 1957—with production de- 
clining more than 20 percent. Although 
white goods continued a downward spiral 
during the third quarter, TV was showing 
signs of recovery from the initial setback, 
as production during this period increased 
1.2 percent. Then in October, TV produc- 
tion was cut back 20 percent. From that 
point on it was just a matter of “how far 
down was bottom’”’. 

The slide at retail actually started in the 
first quarter of 1958, although retail sales 
for the year 1957 finished 3.6 percent under 
1956. The first quarter was off 14 percent, 
but the knockout punch was delivered in 
the second quarter which plummeted 35 
percent on the strength of moving only 
730,683 units. This was the first time in six 
years that industry had sold less than a 
million units in a quarter. 

For the cumulative half, retail was off 
23 percent. The year’s retail story was 
written right there. Analysts knew that if 
recovery were not a statistical impossibil- 
ity, it was certainly a sales manager’s pipe 
dream. It was like being 12 games behind 
the Yankees on July 4. 

Statisticians who had the stomach to 
recognize it, had their real clue—weeks be- 
fore retail sales underscored it—the mo- 
ment the first quarter’s production was 
counted in the first week of April. Recent 
TV history had told them that the first 


3 Year Sales Summary — TELEVISION 





1958 
Units Produced 5,300,000 
Average Retail Price $205 


Retail Value $1,086,500,000 


Jan. 1959 
Homes Owning 43,950,000 
Homes Without 5,440,000 


1957 1956 
6,399,000 7,387,000 
$190 $190 
$1,215,800,000 $1,403,530,000 


Jan. 1958 Jan. 1957 


41,924,000 38,850,000 
6,676,000 8,565,000 


JANUARY, 


quarter represents about one-fourth of a 
year’s production. Simple extension of the 
1.22 million unit output of the first 13 
weeks spelled out a production year short 
of 5.4 million. Meanwhile, some factory 
front offices were still predicting 6 million 
and 6.6 million, having shaved back earlier 
crystal gazes of 6.8 and 7 million. 

At retail, the plague continued. Summer 
sales were no help. At the nine-month 
mark, retail was still off 22 percent. Octo- 
ber was not good, though it was less bad 
than previous months. Still, to catch 1957, 
retail would have had to sell 2.5 million 
units in November and December and it 
had never sold higher than 1.9 million with 
any combination or previous record highs. 
November started off like a moon shot. De- 
cember was big for TV, but not big 
enough. 

The year finished going away with a 
retail sales total of 5.2 units, 21 percent 
below 1957 and 30 percent under the rec- 
ord high 1955. Much the same is true of 
production figures. Output in 1958 dropped 
to 5.3 million units, down 17 percent from 
1957 and 32 from 1955’s high. 


The Changing Market 

But there is a bit of a silver lining to it 
all. Market analysts with eager hindsight 
see several significant threads: 

e Dollar value of the TV unit went up 
reversing a five-year trend. Just before his 
December line showing, Sylvania’s general 
marketing manager Robert Shaw told us 
he expected the industry’s average factory 
value per set to be up $15 to $18 over 1957 
and in 1959 that it would continue up to 
$20 to $23 over 1957. In July, Zenith told 
the Wall Street Journal that it’s high end 
successes, spurred by $40 million worth of 
business in two years of wireless remote 
tuning, had pushed Zenith’s average set 
to $147, 11 percent over the $132 it esti- 
mated industry’s average factory value to 
be at that time. And according to data 
from EIA’s Factbook, at year end 1957 
industry’s average was $130 per set, up 
from the all time low of $127 of 1956. 

e Portables continued to increase their 
share of the mix. Estimates ran as high 
as 35 percent for 1958, compared to EIA’s 
clocking of 29 percent last year, 24 percent 
in 1956 and 4 percent in portables’ diaper 
year of 1955. But, the average portable 
sale was a higher ticket too. One executive 
pointed out to us that “the group (of 
manufacturers) who sell their units to 
distributors for $95 to $98 sold less of 

Continued on page 206 
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New self-contained Stereo-Fidelity console 


This magnificently styled Swedish-modern cabinet of hand- 
rubbed mahogany veneer houses a complete stereophonic in- 
strument. No remote speakers needed! It features 3 speakers, 
dual amplifiers, 4 controls, 15-watt power, 30 to 20,000 
cycles. Features Glaser-Steers changer and Columbia CD 
cartridge with diamond needle. Plays all records auto- 
matically selects speeds. Also available in blonde mahogany 
or walnut for slightly higher price 


$229” 


Model 95] 


-QUALITY STEREO AT NEW L 


EXCITING VALUE IN STEREOPHONIC SOUND 
Complete stereo high-fidelity portable 


Nothing to add! Has 12-foot connecting lead between speaker 
units, dual amplifiers, 5-watt power. Features 4 controls, 
including individual channel control. Turnover monaural 
stereo cartridge has dual sapphire needles. 4-speed automatic 
changer. Covered in combination of sky grey and white 
pyroxylin cloth that’s washable with exclusive Acousti-grille. 


Model 905 





NEW RICHNESS OF DESIGN... 


n speaker 
controls, 
onaural 

utomatic 
nd white 


isti-grille. 











HIGH-QUALITY STEREO AT NEW LOW PRICE! 
Handsome new automatic portable 


Complete stereo nothing to add! Plays all records 

all speeds automatically. Has 12-foot connecting lead between 
speaker units dual amplifiers ...separate volume con- 
trol for each channel. Turnover monaural/stereo cartridge 
has 2 sapphire stylii. Attractively styled in washable pyrox- 
ylin cloth in combination of ginger brown and white with 


exclusive Acousti-grille 


es a 





NEW RICHNESS OF DESIGN... 
NEW HORIZONS IN SOUND 


Stereo-Fidelity console 

This handsome French Provincial cabinet of hand-rubbed 

fruitwood contains a complete stereo and monaural machine 
only remote speaker needed. Its features: 4 speakers; 

21 watts; cycle range of 30 to 20,000; 8 controls including 

AM/FM tuners which will play simultaneously for “‘stereo”’ 

broadeasts; ‘‘no-drift’’ FM; Columbia CD cartridge with 


diamond needle; Glaser-Steers changer; built-in antennae. 


Matching speaker available (AX-150). 


*399* 





Mode! 903 


EXCITING EXCLUSIVES ON THE 
COLUMBIA LINE FOR 1959 


Big Stereo is Big Fun for everyone... and 
Big Selling Power for you! It gives you some- 
thing new for the first Big Selling Period of 
the New Year, opens your door to the traffic 
with Christmas Bonus money and Christmas 
Gift money to spend. 


Big Stereo brings you the sales appeal of: 


NEW SOUND... Big Sound, incredibly balanced 
and perfected. 


NEW STYLING... Big Styling, vigorous and 
young and sparked with new color. 


NEW FEATURES... Big Features that make Big 
Stereo the Wanted Stereo of 1959. 


NEW PRICES .. . Small Prices to bring Big 
Crowds into your store. 


Here is excitement to match all of Columbia’s 
famous “‘firsts’’... the first @p record, the 
fabulous “360” High-Fidelity phonograph, 
the first guaranteed Stereo-Fidelity records. 


Be first to enjoy Big Profits from Big Stereo 
... the Big Attraction for 1959. 


Model 957 


COLUMBIA'S ® 
BALANCED te LISTENING 
CONTROL 


Puts You in the Center of Sound 


Achieve living realism with Columbia's 
Stereophonic Phonographs. Sit anywhere 
within the listening area and Columbia’s 
exclusive BALANCED LISTENING control puts 
you in the Center of Sound. The simple 
twist of a brand new concentric-control dial 
balances either channel individually; in 
a locked-in position the volume of both 
speakers is controlled simultaneously. 
Important to the decorative scheme is the 
freedom to place the stereophonic units 
anywhere and also to change such place- 
ment without sacrificing the complete, 
realistic balance of sound available through 
Columbia Stereophonic Phonographs. 
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MATCHLESS VALU ». . MATCHLESS LISTENING 
Complete stereo-fidelity portable 


Nothing to add! Four speakers with 12-foot connecting lead 
between units. Dual amplifiers, 4 controls . . . including indi- 
vidual channel control. 10 watts. 40 to 20,000 cycles. Has 
Columbia CD cartridge with diamond stylus. Plays all rec- 
ords — all speeds. Completely automatic. Handsome stitched 
vinyl case in stardust black with exclusive Acousti-grille. 


$139° 











COMPLETE STEREO 
Deluxe high-fidelity automatic portable 


Nothing to add. 4 controls include individual channel con- 
trol. Speakers have 12-foot connecting lead between units. 
Dual amplifiers. 8 watts. 50 to 18,000 cycles. Operates on 
either monaural or stereo. Has Columbia CD cartridge with 
sapphire needle. Plays all records, better than ever. Com- 
pletely automatic. Case covered in new pyroxylin cloth— 
washable. Comes in 2-tone dark brown and eggshell with 
exclusive Acousti-grille. 
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CONSTANT DISPLACEMENT STEREOPHONIC 
CARTRIDGE—For 1959 Columbia offers 
the exclusive CD Stereophonic cartridge, 
which is unaffected by age or temperature. 
Minimizes groove-to-needle stress, which 
means less wear and truer tracking for 
the first stereophonic reproduction. 


GLASER-STEERS CHANGER — brings the 
turntable to a full stop when the record 
drops, protects your fine records from 
friction. Automatic 4-speed; intermixes 
records, too. 


COLUMBIA SPEAKER SYSTEMS — Top 

| quality Columbia engineered speakers in- 

sure the highest fidelity of sound reproduc- 

tion from the lowest to the highest audible 

= vibration without distortion or feed back. 











STICIN WITLE DIN RACDALUANNICING 


HIGHEST QUALITY! SUPERB STYLING! 
FINEST VALUE! 


Stereo-Fidelity console 

Complete stereo and monaural— only remote speaker needed 
for stereo. Has 4 speakers, 5 controls, 21 watts. Range: 
30 to 20,000 cycles. Dual amplifiers. Equipped with Columbia 
CD cartridge and diamond needle...Glaser-Steers changer. 
Plays all tecords . . . intermixes records. Beautifully styled 
cabinet is fine hand-rubbed mahogany veneer . . . also avail- 
able in blonde mahogany or walnut at slightly higher cost. 
Matching speakers available. 
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BEAUTIFUL MODERN SIMPLICITY... Model 955 
REMARKABLE VALUE! 


Superb Stereo-Fidelity console! 


Complete stereo and monaural only remote speaker needed. 


8 controls, including AM/FM _ tuners which will play 
simultaneously for ‘“‘stereo”’ broadcasting { speakers, ?1 
watts, 30 to 20,000 cycles. ‘“No-drift’”” FM. Has Columbia 


CD eartridge with diamond needle. Glaser-Steers changer 
stops turntable when record drops. Handsome cabinet has 
fine hand-rubbed mahogany veneer. Also available in blonde 
mahogany or walnut for slightly higher cost. Matching 


$379” 


speakers available. 


STEREO - FIDELITY 
PHONOGRAPH BY 


COLUMBIA |¢ 








vumbia’” 360" ly © Marcas Reg A division of Columbia Broadcasting Syst 


Prices quoted are suggested list, Mahogany finish. Slightly higher in the West. 















































FEATURE ATTRACTION! 


Complete Stereophonic Portable ... Operates on either monaural (without dis- 
Only $39 95 mantling) or stereo. Turnover cartridge has 


two sapphire stylii. Plays all size records. . . all 
Nothing to add. Speakers have 12-foot con- speeds. Beautifully styled pyroxylin-covered 
necting lead between units. Separate volume case is washable. Comes in charcoal grey 
control for each channel. Dual amplifiers. and white with exclusive Acousti-grille. 
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TISING WITH BIG MERCHANDISING 
THE CLOCK, AROUND THE CALENDAR TO DO 


SELLING 
FOR 
YOU! 


a i3 Sunset NEW YORKER 


e 2-Page Spreads, full-color ads in the above big-impact 
magazines! 





e Local ad mats, ready-to-run! 

e Strong, exciting co-op radio & TV commercials. 
e Moveable full-color window display. 

e Broadside consumer mailing piece. 


e Exciting Stereophonic demonstration disc .. . tremen- 


dously effective at creating interest and clinching sales! 


COLUMBIA (¢@ 
BACK THE BIG ONE THAT BACKS YOU! CONTACT YOUR COLUMBIA DISTRIBUTOR TODAY. 
TO MAKE YOUR STORE THE SOUND CENTER, THE SELLING CENTER IN 1959 


3733 Conti St 


East 3420 Ferry Ave 





Sales totals fall by a million units in 1958. In the coming year 
the industry must meet challenges posed by Japanese imports and 
developments in stereo broadcasting 


HE phenomenal radio _ recovery 
curve, which last year drove retail 


sales to an eight-year record high, 
just did not have enough momentum to 
carry the industry through the recession. 
Neither did the boom in transistor port- 
ables. Radio finished out 1958 a million 
units under 1957. 

Radio’s figures, by the way, are being 
compiled on a new basis by Electronic In- 
dustries Association’s marketing data de- 
partment and by most major companies. 
For years, the radio fraternity included in 
the count of “radio” sales those radios 
which were sold at the AM-FM compo- 
nents in packaged radio-phono combina- 
tions. Now these latter sales are logged 
where they should be, namely in the phon- 
ograph sales as a “combination” category. 
Further, when speaking of retail move- 
ment, car radios are eliminated too, since 
these units are not usually sold by retail- 
ers. So, if radio figures seem much smaller 
this year, part of the reason is that the 


statistical fat has been removed from them 
at last. 

At retail then, radio sales counted in at 
7.8 million units—12 percent and one mil- 
lion units off from the eight-year high of 
8.8 million in 1957. Both figures exclude 
combinations and car radios. 


Those Japanese Sets 


Also excluded from these domestic sales 
figures are an avalanche of Japanese im- 
ports approaching 1.6 million units, two- 
thirds or 1.06 million of which were tran- 
sistor portables. So the impertinent ques- 
tion may be asked: was it the recession or 
was it the Japanese product which clob- 
bered the U. S. makers’ sales at retail? 

And just how big really was the Japa- 
nese bite? Considered as a piece of the to- 
tal U.S. market of 12.6 million radios of all 
types, it was a chunk worth worrying 
about: some 12.7 percent. 

But in its proper perspective, the chunk 
has U.S. makers hopping mad. The Japa- 


3 Year Sales Summary — RADIO 





HOME RADIOS 1958 


Units Produced 3,800,000 
Average Retail Price $25 
Retail Value $95,000,000 


PORTABLE RADIOS 

Units Produced 3,100,000 
Average Retail Price $45 
Retail Value $139,500,000 


CLOCK RADIOS 


Units Produced 2,100,000 


1957 1956 
4,151,000 3,501,000 
$25 $25 
$103,775,000 $87,525,000 


3,265,000 3,113,000 
$42 $39 
$137,130,000 $121,407,000 


Average Retail Price 
Retail Value 


Homes Owning Radios 
Homes Without Radios 
*RAB-NBC 
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$34 
$71,400,000 


Jan. 1959 
49 225,000* 
1,875,000 


2,516,000 
$34 
$85,544,000 


Jan. 1958 
48,500,000* 
1,585,000 


939 


2,311,000 
$34 
$78,574,000 


Jan. 1957 
47,600,000* 
2,000,000 


nese imports, being mostly portables, hit 
the U.S. market right in its growth area 
and represented at the six-month mark 
in 1958, 30.40 percent of the total U.S. 
market for portables, according to EIA’s 
Marketing Data Department. 


Can They Be Stopped? 


What can be done? Not much apparent- 
ly. EIA has a committee studying methods 
to ease the situation. U.S. industry may 
try to ask tariff increase, but even double 
the 1214% the Japanese now pay (a hike 
considered unlikely) would not greatly re- 
duce the price advantage Japan gains 
through cheap labor assembly. Voluntary 
quotas, self-imposed by the Japanese, 
would not have teeth. They do not in other 
product areas. Hardship would be tough 
to prove, since no U. S. firm has actually 
been forced out of business. 

Meanwhile, Japan’s capacity for trans- 
sistor production keeps increasing. It has 
been estimated at well over 50 million units 
for 1958—up from a trickling eight mil- 
lion in 1957 and compared to our own of 
45 million, up from 28.7 million of 1957. 
Further increases in Japanese production 
of transistors can only mean more trouble 
for the U.S. transistor makers who are 
being hard pressed to meet demands of 
the American military. 

There is some glimmer of hope, how- 
ever. Certain radio executives here believe 
that if the Japanese plan to hold the piece 
of U.S. radio business they have, they will 
have to improve their service facilities. 
Their U. S. agents in doing so will in ef- 
fect inherit the same distributional prob- 
lems that a U.S. manufacturer has here— 
and the costs of that distribution. A serv- 
ice network, distribution beyond the key 
big markets, national advertising in class 
media all cost money—and costs reduce 
the price advantage between the domestic 
and the import product. 

On the production side—with car ra- 
dios and combinations included—industry 
made 12,800,000 in 1958, of which 3,800,000 
were car radios, 3,800,000 home radios, 2,- 
100,000 clock radios, 3,100,000 portables 
(of which 78 percent were transistorized) . 
These compare with 1957 production of 
15,427,738 total, broken down as 5,495,774 
car type; 923,461 combinations; 3,227,737 
table radios; 2,515,438 clock radios; and 
3,265,328 portables (of which 49.33 per- 
cent were transistorized. ) 

Transistorization of the portable was 


Continued on page 212 





A FULL LINE IN ’59! 


Revolutionary New Upright 
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New Zucn Power Cleaner is lightest of all uprights, 
cleans both rugs and floors, yet packs 





Onl inches high! New “twin-suction” unit, easily under lowest furniture. Handle drops right down 
developed by General Electric, packs upright power into to the floor for extra long-reach cleaning. Cleaner hangs 
an incredibly small space. Slender cleaning head goes up like a broom . . . takes almost no storage space! 


> 


9 5 


Cleans both rugs and bare floors! The new “Elevator” brush actually floats up and down. . . auto- 
General Electric Twin Power Cleaner is designed for both matically adjusting itself to all types of rugs and deepest 
rug cleaning and bare floor cleaning. New motor-driven, carpet pile, and to bare floors. 





PL - New Saran bag with handy cord pocket... Disposable bags that zip in and out in seconds... Full kit of snap-on 
US * attachments includes adaptor, hose, 2 wands, dusting brush, crevice tool, fabric nozzle, and wall-floor brush. 
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8 From General Electric! 
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hangs like a broom, 
unbeatable upright power! 


















ow there’s a General Electric Cleaner to suit In short, this astonishing new upright is the 
N every customer that walks into the store. cleaner you’ve needed to make your General 
This new cleaner is not just a slicked-up version Electric line complete. Whatever your customer 
of an old medel .. . wants, or needs, you can sell it to her. 
It is not just another upright. The Twin Power Cleaner represents revolu- 
This is a completely new kind of cleaner that tionary new concepts in engineering and styling. 
goes places . . . does things no upright ever It offers features never before available in any 
could before! upright cleaner. 


Now... your General Electric display is a complete rug- and floor-care department 
in itself. It makes your selling job easier! 





see Fa 


C-6 Lowboy Cleaner, $59.95 C-7 Cord Reel Cleaner, $79.95 FP-1 Floor Polisher now $39.95 New Floor Polisher rug-« leaning 


brushes, $4.95 





1 A ’ ' 
VManufacturer’s suggested list price Vacuum Cleaner Department, General Electric ¢ ompany, Bridgeport 2, Conn 





Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Recorders 


Confusion over cartridge tapes and the machines on which to 
play them hurts an industry already suffering from the effects 
of a recession and the sudden appearance of stereo records 


S Walter Winchell might have put it: 
“Don’t invite RCA and anybody 
else in the tape recorder industry 


to the same Bar Mitzvah.” 

But somebody did. And RCA and every- 
body in the industry attended. As one of 
the more discriminating guests summed 
it: “There was more industry brass there 

in depth—from more segments of the 
industry than had ever been assembled.” 

The host was Armour Research Founda- 
tion and the meeting was in Chicago in 
November. The purpose was to face this 
ogre—the magazine, or cartridge tape— 
that had plagued the business since late 
spring and beat it or join it. 

RCA was there with six months of pub- 
licity about its magazine tape preceding 
it. Armour—the host—was there to unveil 
its version of magazine tape for the indus- 
try to weigh. 

The result? Despite the antagonism to- 
ward it, the RCA magazine apparently 
emerged as the Messiah the industry has 
been waiting for since its inception. 


A Cartridge in June 

Why had RCA been the villain? Be- 
cause, on June 2, it had announced that it 
(Motorola and V-M bristle at that claim) 
had developed a cure for a basic disease 
that has kept the tape recorder industry 
undernourished for years. The disease: 
people—especially women—hated to fuss 
with threading of a tape from one reel, 
through the head mechanism, to the other 
reel. It was simply too easy to play a 





record instead. So despite all the admitted 
advantages of tape over records—fidelity, 
noiselessness, elimination of wear—tape 
had never gotten to the masses as the best 
source of recorded music. 

RCA’s cure: eliminate the threading 
problem entirely and eliminate the reels 
by putting the tape in a single, flat, thin 
box about the size and thickness of two 
slices of bread joined side by side. To 
play its new tape magazine—or cartridge 

-RCA also developed a new tape recorder 
design. With it the playing of a tape be- 
came simpler than playing a record. The 
fussing became about as simple as slap- 
ping a piece of bread on a sandwich board. 

Why the antagonism? In the unquot- 
able words of the antagonists, RCA had 
announced this as a development in June 
but did not market either the music 
filled tape magazines or the instrument 
for playing them. This meant, say the 
antagonists, that any consumer who had 
been wooed by the romance of the new 
way could not back his excitement with 
cash. So instead he waited. And while 
he waited he bought neither reel to reel— 
the conventional—tape recorders nor con- 
ventional recorded tapes. 


Two Other Problems, Too 


Meanwhile the industry was being hit 
by two other forces: the recession and the 
disc which brought stereophonic sound 
to the phonograph. In the 1957 year, 
stereo had boomed the tape recorder and 
the recorded tape businesses to all-time 


4 Year Sales Summary... RECORDERS 


Retail Volume 











1956 1958 1959 
Recorders $60,000,000 § $100,000,000 $70,000,000 § $80,000,000 
Recorded Tapes 7,000,000 3,500,000 9,000,000 
Blank Tapes 15,000,000 § 20,000,000 § 27,000,000 
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highs. There was even talk of when would 
the tape take over from the giant $375,- 
000,000 record business and when the re- 
corder would impinge on the $626,100,000 
phonograph business. 

In 1957, the tape recorder industry had 
sold 500,000 units, up from 400,000 in 
1956. The 1957 volume at retail was said 
to be $100,000,000. The 1958 estimates at 
that time ranged up to 600,000 units and 
$120,000,000 at retail. 


Setback in ’58 


Under staggering blows from the reces- 
sion and the stereo disc—and the light- 
ning action of the phonograph industry 
—the tape recorder industry staggered 
back almost to its 1956 volume. It finished 
20 percent off 1957 with 400,000 units and 
a retail value of $70,000,000. 

Actually, how much of that loss can be 
credited to the coming of the RCA maga- 
zine tape and player, no one can say. 

The students in the tape recorder busi- 
ness—who can close their minds to the 
emotional spectre of RCA—say that, logi- 
cally, the business has other problems. 
And that these must be solved before the 
recorder can compete with phonos and 
records with or without stereo. 


Problems of a Young Industry 


What are these problems? Basically, 
an arch conservatism, say the students. 
It is a small business. It is a new busi- 
ness. It is selling a $175 item—against 
phonographs, some two million a year of 
which are priced well below $100; and 
tapes at $8 and $10 are marketed against 
$3.98, $4.98 and $5.98 albums. 

In 1956, asking a Congressional com- 
mittee for excise tax exemption—which it 
got—the industry spelled out how small 
it was in the words of Mark Mooney, ex- 
ecutive secretary of the Magnetic Record- 
ing Industry Assn. Mooney told the com- 
mittee that there were 64 firms making 
tape recorders; that the average firm then 
was only 5.9 years in the business; that 
the largest employed 735 persons, the low- 
est three, the average 155; that 49 percent 
of the makers were operating at a loss, 
two percent broke even, and 49 percent 
made a profit; that 15 percent of them, 
the previous year, had either merged with 
larger companies, had gone bankrupt or 
were in financial trouble; that music-on- 
tape sales had amounted to two tenths of 
one percent of the sales of records. 

Two years later—at the Armour meeting 
in November—Charles Smiley, president 
of Livingston Audio Products, leading in- 
dependent marketer of recorded tape, cas- 

Continued on page 214 
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Now...the amazing plastic hose for vacuum handling of 


aytlex. 





air, liquids and solids... { Dayton 
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More and more manufacturers are discov- 

ering that Dayflex Hose puts added eye- a 
appeal and buy-appeal into their products 
... and extra operating efficiency, as well! =f 
Wherever there is a need for lightweight, Be 
highly flexible vacuum hose, Dayflex is Lys 
the answer. i 


Originally developed for the U. S. Air : 
Force, Dayflex revolutionized the vacuum 4 ~ 
cleaner field. Now its many advantages are &y 
at your beck and call, to step up sales for r 
a wide scope of other products. 
Dayflex has an insulated wire core that ye : 
gives “muscle action,” under a gleaming BF i 
plastic, non-porous sleeve with incredible 
strength and abrasion resistance. Its wide 
color range appeals to the design-conscious 
public everywhere. 


The research and engineering facilities of D. 
Dayton Rubber are at your service to help 
develop new uses for Dayflex Hose for 
many other appliances and machines. 


BE SURE TO SEE DAYFLEX! 


Write for a free sample of Dayflex Hose 
in the popular 114" diameter, which will 
be sent with our Dayflex Tech Bulletin. 
Tell us your needs as specifically as posst- 
ble, so full data can be put in your hands. 





)}} 


Dayton Aubbex 


The world's largest makers of Vacuum Cleaner Hose 


. \ ’ 
- , 
a ij a THE DAYTON RUBBER COMPANY - DAYTON, OHIO 
* 4 THE DAYTON RUBBER COMPANY LTO 


DUNDEE, SCOTLAND 
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YORK FOR '59 has all the features, all 
the style, all the quality the big, boom- 
ing market for room air conditioning 
wants. Three gloriously styled models 
cover all the bases 1) the York 
Medalist, the tiniest of the three, in 
stalls in seconds— uses no more current 
than an electric toaster, (2) the York 
Citation, a smart new room unit for 
those who want a slim, low, compact 
iir conditioner but need high capacity 
cooling, and (3) the York Metropolitan 
for ultra quiet multi-room cooling! 


Daring “Look 
Inside” Offer 


Free, nationally adver- 
tised booklet is a give- 
away that confidently 
urges your customers to 
look inside —compare 
York Blue Chip features 
with any other room units 
made and prove why 
York is the No. | air con- 
ditioner buy 


i > 


e 





‘ 
ay 


RS 
», ee 
+. * 


Look Inside the Product for the 
Blue Chip Extras for Creative Selling! 


PROOF! YORK ROOM CONDITIONERS 
REMOVE UP TO 30% MORE MOISTURE (HUMIDITY) 


COIL SPRAY TEST proves York 
Toro m ime G@elateliliel-leMele-Miel miele. 
efficient. Moisture sprayed at ordi- 
nary coil (left) passes through. But 
York's exclusive Cooling Maze Coil 


(right) forces moisture-laden air to 
twist, turn and ricochet. Result: far 
faster cooling...30% more humid- 
ity removal...more value per dollar 
of purchase price! 


PROOF! LONGER PEAK PERFORMANCE 
WITH SEALED-IN-STEEL COMPRESSOR 


York hermetic compressors are gas- 


cooled... have exclusive automotive- 
type piston rings that conserve com- 
pression season after season to give 
customers more cooling-per kilowatt! 


CHECK ALL THESE BLUE CHIP EXTRAS TO SEE WHY YORK BLUE 
CHIP PRODUCTS MEAN BLUE CHIP SELLING! 


e Lifetime Aluminum Filter. Filters 
dust, dirt and allergy-causing pollens! 


e@ 2-Speed Fan. High speed provides 
quiet, heavy-duty cooling, Low pro- 
vides extra-quiet night time comfort. 


e Adjustable Grilles. Gives complete 
control of cooling direction, always. 
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@ Floating Front—new styling achieve- 
ment (1) enhances exterior appear- 
ances, and (2) muffles air sounds with- 
out reducing cooling. 


e Available in 115V.(7'% and 12 
amp.)—230 and 208V., and in re- 
verse cycle Heat Pump models. 


MERCHANDISING 














the Blue Chip Franchise 


SEE HOW YORK PUTS THE 
PROFIT BACK IN RO 


Built-In Blue Chip Quality 


The York Blue Chip Franchise is based on the con- 
viction that delivery of a “‘full dollar’s worth of quality 
for every dollar of purchase price” is the only solid 
foundation upon which a successful, enduring business 
can be built. 


Blue Chip Consumer Values 


York believes that ‘price without value” is meaning- 
less...that today’s realistic consumer is interested 
first and foremost in true value and benefits...that 
repeat sales and profits are dependent on better per- 
formance and complete satisfaction for every customer. 


Blue Chip Creative Selling Plan 


York sells through the dealer, not to him. York believes in 
Blue Chip national advertising backed by and tied in to 
Blue Chip retail advertising and local promotion... believes 
this to be the only practical answer to senseless give-aways, 
ridiculous pricing and vanishing dealer margins. 


Blue Chip Profit Protection 


York’s new Blue Chip Franchise policy excludes unscrupu- 
lous dealers who engage in dog-eat-dog selling techniques 
and irresponsible pricing. Because of this watchful guidance, 
sanity is restored in air conditioner merchandising, promo- 
tion, in the entire sales operation. 


Blue Chip Selective Franchise 


York recognizes that the right dealer is the most important 
asset in the company’s long-range plan to build a quality 
image. Because of this, York is engaged in a complete Blue 
Chip refranchising program for those selected dealers who 
want to do creative selling for a profit... for selective dealers 
who know that volume for volume’s sake alone is a snare 
and a delusion. 
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Blue Chip Company History ms 


York has always been ‘the quality name in air conditioning’’... 
with a reputation for building and pioneering fine new products. 
Since 1885, York developed the first room air unit, air condi 
tioned the first theatre and perfected the first practical heat 
pump for homes. Today, as always, York is the name that 
stands squarely behind its products and its dealers...the com 
pany you can depend on now, and for the long term 


FLUS 


Bonus Incentives for Creative Selling! 


York wraps up its Blue Chip Program with the first dealer 
reward program based on buying and selling! Every dealer 
receives Blue Chip Dividend Certificates for each order, bonus 
certificates for pre-season selling. These may be applied toward 
(1) valuable merchandise awards, or (2) fabulous York vaca- 
tion trips! 





BORG-WARNER 


YORK 


YORK CORP. SUBSIDIARY OF BORG-WARNER CORP. 





RESEARCH & ENGINEERING 





MAKE IT BETTER 


Air Conditioning, Heating, Refrigeration and Ice Equipment « Products for Home, Commercial and Industrial Installations 
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Phonos-Hi-Fi-Stereo 


Stereo becomes a reality almost overnight and revolutionizes 
the phonograph industry. Overall, industry totals drop about 
17 percent in factory unit sales; low-end models hit hardest 


TEREO marketing information is at 
S present bouncing around the phono- 
graph industry like atoms in a shaky 
cyclotron. The smallest observation on 
how the public is reacting to stereo is 
pounced upon, immediately labeled a trend 
and blown up to panicked significance far 
exceeding the normal limits of research 
Why? Because happened and 
these are not normal times. In the fourth 
quarter of 1957, phono makers were plan- 


stereo 


ning June 1958 lines at a reasonable rate, 
seeing prospect of a continued boom in 
monophonic goods (the word “monophon- 
ic” hadn’t even been invented yet). Sud- 
denly stereo hit the business. Crash pro- 
grams were instituted. June 1958 lines 
were junked overnight. Stereo line designs 
were rammed through six months after 
lines are normally frozen. Point-of-no-re- 
turn decisions were made on which of four 
going ways to stereoize were right. (See 
ELECTRICAL MERCHANDISING 
1958). June lines were rushed on stage 
with only passing glances at how the com- 
petition did it. Third quarter production 
was frantic. Product got to market late. 
Retail had not been educated. Dealers 
were confused. They bought cautiously. 
Stereophonic phonos were finally there for 
fourth quarter sale (40 percent of the 


August 


year’s business was at stake) and the mass 
public had never heard of stereophony. 

Suddenly—back at the ranch—product 
men had to start worrying about June 
1959 designs without the first shred of evi- 
dence of public acceptance—or rejection— 
of current product. 


What Does the Public Want? 

And there in the shell of the nut is the 
problem the phonograph industry faces 
at this writing: the public has not yet 
been heard from. 

Only one thing is certain. All factory 
men believe firmly that stereophonic sound 
in phonographs is here and that stereo is 
the future of the business. But, there are 
still four ways to market a stereo product. 
Three are important. The fourth, the “no- 
cartridge” way is no longer considered a 
real category. No one knows yet with 
calm assurance which way the cat will 
jump or whether there is only ONE way. 
But nobody wants to misguess the way. 

“Everybody is running scared,” says 
one executive who made a mistake, admits 
it to us but not for the record. “You 
watch. In January, everybody will be cov- 
ering himself with anything he thinks 
may be doing good for a competitor. We’ll 
al] have one-piece AND two-piece. By June 


we may know a little bit more, but we 
won’t be sure what shape things will take 
until the customer has a year’s look at 
stereo and starts to show his preference 
next fall.” 


What Happened in ’58? 

Meanwhile, just how did 1958 do? Be- 
cause stereo so delayed marketing and 
fractured all previous patterns, no one 
dare project the results with accuracy. 
The marketing fraternity also cautions 
that the fourth quarter in phonos is so 
influential (40 percent of the business) 
that it can throw the whole year above or 
below the previous year—and fourth quar- 
ter sales are really not officially counted in 
until almost March. 

But facing all these odds, Electronic In- 
dustries Assn., the industry’s official sta- 
tistician, does estimate that 1958 closed 
with 4.15 million factory unit sales of pack- 
aged phonographs and record player attach- 
ments, of which 750,000 were radio-phono 
combinations, 100,000 were attachments 
and 3.3 were straight phonos. In short, the 
unit total was off 16.7 percent from 1957's 
all time high of 4,978,000 units, of which 
3.7 were straight phonos, 1,048,000 were 
combinations (nearly double 1956) and 
213,000 were player attachments, which 
have been steadily declining since 1954. 


A Different View 

It should be reported, however, that 
other reliable marketing sources disagree 
with EIA’s conservatism. Two, in partic- 
ular, expect that the phono industry 
bounced all the way back from the second 
and third quarter “confusion of stereo” 
lows to about 4.5 million units, for only 
a 10 percent drop in units, and, because 
Continued on page 216 


3 Years Sales Summary-RECORD PLAYERS 





1958 





1957 1956 
AVG. RETAIL AVG. RETAIL AVG. RETAIL 
UNITS PRICE VALUE UNITS PRICE VALUE UNITS PRICE VALUE 
Single Players 3,300,000 $100  $330,000,000 3,717,000 $90  $334,620,000 3,338,000 $72  $240,336,000 
Combination Units 750,000 315 236,250,000 1,048,000 270 282,960,000 526,000 210 110,460,000 
Attachments 100,000 40 4,000,000 213,000 40 8,520,000 312,000 35 10,920,000 
mT TO SOE SRB EIS Ne TN EIRP 
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FOR SPEEDIEST DELIVERY 
OF MOST WANTED APPLIANCES 






funy 


jt 
orn gue price 
GraybaR ‘" 


GRAYBAR ELECTRIC COMPANY, 420 LEXINGTON AVENUE, NEW YORK 17, N. Y. © OFFICES IN OVER 130 PRINCIPAL CITIES 
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¢ Yes, big profits are back! Cleaner dealers 
from coast to coast report the exciting new 
Eureka Mobile-Aire with exclusive Vibra- 
Beat Cleaning Action is building new sales 
records —with bigger profit on every sale! Big 
dealers everywhere—like Chicago’s fabulous 
Polk Brothers— are doing big business, doing 
it fast, with the onecleaner women want and 


demand—the cleaner that cleans like an up- 





right, with the mobility of a canister! 


ROLLS ANYWHERE, WON'T TIP OVER! 
Thanks to new low design and 3 


wide wheels the Mobile Aire won't 
tip, even when pulled over its 
cord! Hose swivels all around 





COMPLETE SET OF 10 DELUXE CLEANING 
TOOLS IN “HANDY-PAK" CARRYING 
KIT, includes new unbreakable hose 
and two rug nozzles—Vibra-Beat 
and Regular 
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Eureka’s New 
Puts Big Profits Back 








. 
> 


SLIM, LIGHT—EASY TO ® FW 
CARRY AND STORE 
Stands on end on steps, , j 
makes stair-cleaning 
easy. Stores in mere 
inches of space! : 











N 
FULL- 
HORSEPOWER 


SUCTION 


picks up loosened dirt, 
lint instantly 
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POWERFUL 
NATIONAL AND LOCAL ADVERTISING 
—INCLUDING TV— 

PRE-SELLS THE 


EUREKA 
MOBILE-AIRE 
WITH EXCLUSIVE 
VIBRA-BEAT CLEANING ACTION! 
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t Cleaning Action 
- Into Cleaner Sales! 


EXCLUSIVE AIR-POWERED ‘‘VIBRA-BEATERS’”’ 
SHAKE RUG...LOOSEN EMBEDDED DIRT 











¢ Eureka Vibra-Beat Cleaning Action revolutionizes rug- 
cleaning. Here, in a sleek, light and low cleaner that’s 
incredibly easy to use you have all three principles of 
cleaning: beating, sweeping and super-suction! Cleans 
rugs and carpets 3 times faster because one stroke cleans 
like three! A real beauty, too—finished in lustrous pale 
green, iridescent cream, gleaming gold. And complete 


with 10 deluxe tools in special carrying kit. $8yQo95 


CLEANS 3 TIMES AS FAST...BECAUSE ONE STROKE CLEANS LIKE THREE 


Mobile Cline 


TWO 

a Rey Waly ie) 
BRUSHES 
SWEEP 
THE NAP 


PORE ED TERN 





| Spesladalar,/ 
“LIVE” STORE DEMONSTRATION 
AND DISPLAY UNIT 


Really sells Eureka Vibra-Beat Cleaning Action 


See Nom, 


EUREKA’ S Exclusive 


ex. —— 


Touch 

switch 

to see 
amazing 
Vibra-Beat | 
action 








THE VIBRA-BEAT CLEANER 
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Complete Display Unit FREE to dealers with 
initial order of Eureka Mobile-Aire Cleaners. 
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Records and Tape 


it was a down year for record makers as volume decreased by 
seven percent. Pre-recorded tapes, however, are hit hard by 
confusion over cartridges and sales drop 50. percent 


OTH the record and tape industries 

faced problems posed by the reces- 

sion and by stereo sound during 
1958. For records, the problems were not 
insurmountable and the industry closed 
the year with sales just behind 1957. But 
for tape makers, a combination of prob- 
lems delivered a damaging blow which re- 
duced output to about 50 percent of 1957 
levels. Here, industry by industry, is what 
happened: 


Records: Statistics on records are some- 
what difficult to obtain. The industry fre- 
Internal 
excise tax reports as an index to business. 


quently uses Revenue Service 
Translating these figures into sales, indi- 
cations are that the first three quarters 
of 1958 were 7.4, 5.3, and 16.1 percent 
ahead of 1957. However, industry statisti- 
cians caution that these figures can give 
a somewhat distorted view of business and 
they agree that 1958 business probably 
was actually somewhat below 1957. Thus, 
although the preliminary tax figures would 
indicate a volume of $400 million at retail, 
best indications now are that actual vol- 
ume came to only $350 million, a decline 
of 6.67 percent from the 1957 figure. 


Living with Stereo 

As for stereo, the record industry played 
it very cool. Stereo, you see, was not a 
two-way street to it. Threatened with the 
emergence of stereo records the phono- 
graph industry had to produce stereo- 
phonic players. It takes six months to tool 
a phono line. It takes no time to record 
in stereo since all recent monophonic re- 
cordings are made in stereo anyway and 
pressed monophonically or stereophonical- 
ly as the market requires. Record makers, 
counting 28 million monophonic phono- 
graphs in use—compared to an outside 
chance of two million stereo additions in 
the second half of 1958—needed to pro- 
duce only a relative handful of stereo re- 
leases to keep the new buyers happy since 
even that two million would be able to play 
new and old monophonic releases also. 


To realize just how cool the record in- 
dustry did play it, one need only check 
on the releases of stereo records. The 
ambitious new, small labels were the first 
to get with it. Audio Fidelity—whose 
stampeding of an entire industry is al- 
ready legendary though it happened only 
a year ago—was in first and had four re- 
leases playing all the audio shows by 
March when Esoteric, Counterpoint, Con- 
temporary, ABC-Paramount were promis- 
ing releases before the May Parts Show 
last year. RCA held off until June before 
announcing 55 releases; Capitol got out 
25 by August. And these were but a frac- 
tion of the releases in the catalogue. Capi- 
tol’s 25, for instance, compares with 1,500 
in its ‘active’ monophonic LP catalogue. 


Stereo’s Impact 

Just how big is stereo to the record in- 
dustry? 

“Small,” says William Gallagher, sales 
manager for Columbia (one of the big- 
gest). “Small” to him means about 9 to 10 
percent of production, but he admits that 
this is even higher than he originally 
thought it would be. His earliest Age of 
Stereo estimate of impact was about four 
percent for the second half of 1958. 

RCA-Victor, also a leader, said that its 
December schedule called for stereo to run 
as much as 50 percent of monaural for 
initial runs of certain December releases, 
and as low as 25 percent for others. These 
schedules are “initial press orders” which 
might mean that, for the run of the album, 
stereo percentages can quickly fall below. 

What about retail sales of stereo versus 
monophonic? An RCA survey of 186 New 
York retailers (done for them by New 
York University) showed stereo earned 
only one percent of all dise sales of a given 
October week., Sam Goody, New York’s 
huge discounter, was reporting 
stereo sales at 5 percent of monophonic. 
Capitol said its retailers were reporting as 
low as 2 percent to a spotty high of 25 
percent stereo. 

By year end Capitol said it would have 


record 
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100 releases in stereo; RCA would have 


200 by January 1, and “every album pro- 
duced after January I would be pressed in 
both monophonic and stereo, that is, every 
‘new’ album. <i 

Capitol says, and so does Columbia, 
that they will not release everything in 
stereo. They feel the novelty is already 
wearing off for the real record buyer and 
discrimination is setting in. They won’t 
record in stereo unless the piece lends it- 
self to stereo treatment. Show albums, for 
instance, where stereo gives on the record 
the feeling of action on either side of the 
stage or big classical performances; but 
not soloists nor small combos where the 
directional effect is unreal and different 
from live. 

The coolness of the leaders, however, 
has given opportunists a chance to get in 
with some stereo which is bad—or down- 
right false. Some critics say that unscru- 
pulous producers are releasing albums 
which are electronically gimmicked to 
sound like stereo when they were never 
made stereophonically in the first place. 

The same critics also allow that even 
the leaders are still learning how to han- 
dle stereo—their techniques are not yet 
perfected to match today’s monophonic 
LP’s. 


Stereo’s Future 


As lessons are learned, as the customer 
is exposed, as the stereo instruments re- 
place the monophonic players, most of the 
trade believes stereo discs will take over 
some 90 percent of the sales. This could be 
within five years. 

Meanwhile, should your stereo customer 
wonder, there may be as many as 2,000 ti- 
tles on the stereo record market in the next 
12 months. But keep reminding him that 
stereo machines will always be able to play 
the good old garden variety monophonic 
LP at $1 to $2 less than its stereo sister. 


Tape: Recorded tape was probably the 
best business not to be in any phase of in 
1958. Ticking off its miseries on four fin- 
gertips, Mark Mooney, editor of Tape Re- 
cording magazine and executive secretary 
of the Magnetic Recording Industry Assn. 
sums it: “Tape got hit by the recession, 
by the summer, by the stereo disc and by 
the tape cartridge—all in one year.” 
There is no official industry estimate 
of just how badly these blows hit the in- 
dustry in dollars, but a consensus of in- 
dustry sources clusters around a figure of 
Continued on page 220 
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You'll want to read it, whether you now have the Dexter franchise, or not. 


This new 12-page booklet shows just why so many prosperous modern women who 
have actually used a Dexter Quicktwin, will have no other type of washer. And it will 
help you understand why the dealers who are building volume sales on the Dexter 
Quicktwin, have far better profit-protection in today’s cut-throat market. 

This booklet is the convincing “‘silent salesman” attached to each Dexter Quicktwin 
— eager to tell its astonishing story to every shopper — an easily provable story of 
superior performance and really huge cash savings. 


The new Dexter ad-mats offering home 
trial of a Quicktwin on a “no joyrider” 
conditional sale basis, get under the read- 
ers skin by featuring the “Laugh at 
Every Gripe’ theme featured in this 
booklet. 


FAIRFIELD, 1OWA SEND FOR YOUR COPY TODAY! 












To DEXTER 
FAIRFIELD, IOWA 


Cee DEXTER DISPLAY 


at Chicago Market 
Jan. 5th to 16th »* Space 509B 


AMERICAN FURNITURE MART 
666 Lakeshore Drive 
Chicago 


O.K. — send me the booklet! 


COMPANY 

STREET 

CITY STATE 
SIGNED 
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_ FEATURE THE FANS MOST OF 


7 out of 10 prospects 
prefer General Electric Fans’ 




















Portable Twin Fan 20" Portable Fan De Luxe 20" Automatic Fan 
T-4—$59.951 W-7—$49.95t W-10—$69.957 

e Electrically reversible, at full speed e Electrically reversible, at full speed e Superpowerful—5000 CFMt 

e Three speeds each way e Three speeds each way e Electrically reversible, at full speed 
e Fits casement or sash windows e Powerful blades—4000 CFMt e New air-diffuser safety grille 

e Circulates, or ventilates outside air e Circulates or ventilates e Three speeds each way 





| 







| 


i 
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All Purpose Fan Hassock Fan 16)" Oscillating Fan 

A-2—$29.95i F-3— $59.95} V-164—$54.957 

e Broad, powerful air stream e Draft-free cooling. Quiet e Extra-powerful ‘“Vortalex”’ blades 

e Safety-grille front and back e Two sets of fan blades e Oscillating or not, at a twist of knob 
e Use as table, wall or floor fan e Three speeds. Safety designed e Tilts to any angle 

*In a national survey of 13,438 adults by Daniel Starch and staff, reported in May 1958, +Manufacturer’s suggested list price 
67°, of those who mentioned a specific brand stated a preference for General Electric Fans. tNEMA rating 


General Electric Company, Automatic Blanket & Fan Dept., Bridgeport 2, Conn. 
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YOUR CUSTOMERS WANT! 


When asked to mention a specific brand, seven out of 
ten prospective fan customers gave General Electric as 
their first choice when buying a fan. 

Make this preference work for you! You can easily if 
you feature and display the fans that most of your cus- 
tomers are looking for. 


20" Portable Fan 

W-6—$39.957 

Easily reversible. Easy to carry 
Ventilates or circulates 
Powerful blades—4000 CFMt 
Three speeds—safety designed 





Oscillating Fans 


10" S-107—$18.95+ —12" S-125—$29.95; 


e Oscillating or not—just turr: a knob 


e Easy wing-nut tilt adjustment 


e Sealed oil system. Extra quiet 
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20" Window Fan 

W-9—$49.957 

e Electrically reversible, at full speed 
e Three speeds each way 

e Fits windows from 20" to 38" wide 
e New sunburst safety guard 








20" Portable Roll-Around Fan 
P-3—$59.95t 

e Rolls easily anywhere 

e Three speeds. Adjustable tilt 
e Converts to 20" portable fan 


Get your exciting NEW General Electric Fan displays. 
They’re GUARANTEED to help you sell. See your General 
Electric distributor for all the facts! 





1959 





Speed selling, boost turnover, avoid lost sales with 
G-E Fans—the number one line in consumer preference. 


There’s a full-powered General Electric Fan for every fan customer 


GENERAL @@ ELECTRIC 
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20" Window Fan 

W-8—$39.95t 

e Fits windows from 20" to 38" wide 
e New sunburst safety guard 

e Cools up to five rooms 


e Sealed oil system. Extra quiet 
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Room Air Conditioners 
and Dehumidifiers 


The industry runs into cold weather as well as a reces- 
sion but still manages to hold sales close to 1957 levels. For the 
year ahead new sales gains are expected for both products 


YONSIDERING that the industry ran 
into both a recession and a cool 
summer in the same year, the per- 


formance chalked up by room air condi- 
tioners in 1958 was not bad at all. 

And in some respects the performance 
of dehumidifiers was equally good. Al- 
though some people had expected this 
growth appliance to set new records in 
1958, it fell just short of matching 1957’s 
levels—but this drop of 6.7 percent was 
certainly a praiseworthy performance in 
the light of business conditions in the ap- 
pliance industry as a whole. 


The Air Conditioner Picture 


The room air conditioner industry did 
not regain the growth pattern which saw 
it setting new records every year until 
1957. As a matter of fact, it did not quite 
match its 1957 performance. But in the 
face of a general slow down in sales of 
consumer durables and despite a rather 
poor summer for air conditioning, the in- 
dustry did manage to hold its sales within 
2.3 percent of 1957’s figures. It is en- 
tirely possible that at retail the perform- 
ance was even better; some observers feel 
that retail sales in 1958 about matched 1957. 


As a matter of fact, it now appears that 
the industry managed to trim the size of 
its inventories during 1958. This is a dif- 
ficult conclusion to draw, of course, since 
really reliable inventory figures exist at 
only manufacturer and distributor levels. 
It is the size of the retail inventory which 
is somewhat of an unknown and which 
makes completely accurate reporting im- 
possible. However, industry statisticians 
think the factory-distributor inventory fig- 
ure was pared by at least 200,000 units. 

There has been a significant change in 
just where this factory-distributor inven- 
tory is being held. In 1957, about 53 per- 
cent of the total was in factory stocks; in 
1958 only 40 percent was at the factory 
level. Using September figures in both 
cases, factory inventories slumped from 
about 430,000 to 233,000 while distributor 
stocks fell only from 385,000 to 358,000 
units. One obvious reason for this is the 
threatened imposition of excise taxes 
which have made it desirable to get mer- 
chandise out of the factory and into the 
field before the tax can be put into effect. 

The tax, incidentally, is just one addi- 
tional headache the industry must face 
this year. Up until now the excise has ap- 


3 Year Sales Summary — ROOM AIR CONDITIONERS 





1958 
Units Sold 1,550,000 
Average Retail Price $305 
Retail Value $472,750,000 
Jan. 1959 
Homes Owning 5,765,000 
Homes Without 43,625,000 









1957 1956 
1,586,000 1,828,000 
$310 $293 
$491,660,000 $534,800,000 
Jan. 1958 Jan. 1957 
4,650,000 3,600,000 
43,950,000 43,815,000 
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plied only to units smaller than one horse- 
power. That accounted partially for the 
quick trend to larger size units. The gov- 
ernment has now reconsidered and plans 
to tax all units regardless of horsepower 
rating. Just when it will go into effect is 
uncertain but the industry reaped some 
benefit from the situation during the final 
quarter of the year when shipments in- 
creased sharply as distributors and some 
dealers decided to order merchandise be- 
fore the tax could take effect. This helped 
58 figures pull near to ’57 levels. 

An idea of the fierce competitive tensions 
still rampant in the industry can be gained 
from the fact that three familiar brand 
names will be missing in 1959. Two of 
them Mitchell and Vornado, were at one 
time significant factors in the industry. 
The third: Fresn’nd-Aire coolers made by 
Cory (which also owned Mitchell). 

A number of factors combine to produce 
the overall pattern for air conditioner 
merchandising. Some of these (seasonal 
sales, size of units in demand, geographic 
variations, etc.) can be charted statisti- 
cally. Others (the impact of portable units, 
changes in types of outlets handling air 
conditioners, etc.) must be discussed with- 
out reference to statistics. All of these fac- 
tors, however, will be covered in next 
month’s market analysis of room air con- 
ditioners, traditionally a feature of ELEC- 
TRICAL MERCHANDISING’S air conditioner 
and fan issue. What follows is a brief sum- 
mary of the statistical material: 

Saturation: This figure rose to near 
the 12 percent mark during 1958. As al- 
ways, this is a difficult figure to obtain 
since multiple installations and commer- 
cial sales must be factored out. 


Continued on page 223 


MORE TO COME... 


The material on this page represents a 
condensed version of the market study 
on room air conditioners and dehumidi- 
fiers which will appear in February’s 
Air Conditioner and Fan issue. It will 
contain additional statistics as well as 
a complete analysis of merchandising 
trends and practices in the industry. 
And that’s not all. The February issue 
will also contain a number of stories 
explaining just how dealers have been 
successfully selling these products in 
their own markets. 
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-. SELL A 


V-M's Totally New Stereo /Modular Con- 
sole—Model 580. Record compensation 


control, loudness control, seperate bass and 
treble controls govern either or both speaker T 6) T A [ LY 
units. Function Switch and dual input panel for 
tape recorder, radio tuner or TV. Rich Walnut 





Astounding Stereo/Modular V-M proudly presents a bold new advance in design—a completely 
functional, utterly unique new stereo high-fidelity console phonograph 


Console Only $350°— that actually is three units in one! Just look at the unsurpassed 
versatility of the new Stereo /Modular Model 580— just listen to the 
Yours Only From V-M 


superb reproduction! Here’s the final answer to your stereo sales problems! 


; Central unit contains V-M Stere- Identical self-contained speaker 
: O-Matic® four-speed automatic systems may be used with the 


record changer with stereo car- central module to form a stereo 
tridge and diamond stylus in- console or separated for opti 


4 a: 4 : ¢ stalled and powerful dual-chan- mum performance in any room. 
— : oo : ¥ nel amplifier plus all controls. 


OTHER SMASH-HIT 
STEREO COMBINATIONS 


Ree 
YOU'LL SELL! A 
a 





WHAT A COMBINATION! AMERICA’S SMARTEST 

STEREO PORTABLE AND A MATCHING STEREO PAIRED FOR PROFITS! V-M_ stereo high-fidelity A V-M CONSTELLATION! 

VOICE AMPLIFIER-SPEAKER SYSTEM! V-M Model portable phonograph-AM radio combination, Model 
portable stereo high-fidelity phonograph in deep 1282, with Stere-O-Matic 4-speed changer, a best finished legs, in blond 

blue with white accents has all the most-wanted con eller since its inception. $125.00.* (Model 1281, less Model 56: 

trols positioned in the flashing chrome handle, Ster radio, $99.95). Model 16 


4 


Matic 4-speed automatic changer. Sell it for 


with Stere-O-Matic changer 


is the matched StereoVoice speaker, blonde 


amplifier-speaker sell it for $46.50 Cabinet complemer 
$139.95.* Beautifully matching StereoVoice amplifier 


peaker combination Model 162 $49.95 











You Can Order Now! ™ - 
Sell Complete V-M Stereo Systems! the oice of usSsiICc 


V-M CORPORATION ¢ BENTON HARBOR, MICHIGAN eo 


WORLD FAMOUS FOR THE FINEST IN PHONOGRAPHS, TAPE RECORDERS AND RECORD CHANGERS 
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Space Heaters 


Fuels make the difference, as gas space heaters pick up in a bad 
year, electrics hold almost steady, and oil takes the short end, 
sliding down towards a plateau. 


EAT is an essential. And the weath- 
H er makes a big difference in how 

much is needed. So the space heater 
business in 1958 didn’t quite reflect the 
general business picture, though it didn’t 
register expected gains, either. 

Most figures in the field are factory ship- 
ments, and inventory in distributor hands 
at the beginning of the year strongly af- 
fects these. Since December, 1957, was 
yenerally mild, there was plenty of carry- 
over to slow the year’s start. That situa- 
tion is not expected to apply in 1959. 


Electrics Gain 

The electric space heater industry evi- 
dently spent 1958 getting production back 
into line with sales, after a slight stumble 
in 1957. Actually, the 1,925,000 units sold 
in 1958 represented an increase of 3.8 per- 
cent over the 1,855,000 units sold in 1957, 
and was 1.1 percent up from the 1956 total 
of 1,903,000 units. 

The increase from 1957 is so slight, how- 
ever that 1958 might be called an “even” 
vear. For many in the industry, particu- 
larly those concentrating on wall units, 
1958 was much more than just an “even” 
year. The 670,000 units sold in 1958 repre- 
sented another all-time high. Since 1952, 
when ELECTRICAL MERCHANDISING first 
published separate sales figures, wall units 
have registered uninterrupted increases. 

The fan-forced and fan heater combina- 
tions with 985,000 sales in 1958 also set a 
new record, although it has not had the 
continuing growth of the wall units. 

The non-fan forced units on the other 


hand, showed declining sales for the sec- 
ond straight year, with sales plummeting 
to 270,000. 

There was further extension of the elec- 
tric heat idea on the part of utilities, 
though every heater manufacturer can 
point to notable exceptions in the South. 
In the opinion of all, this trend represents 
a “good thing” on a long-term view. 

Indications are, according to factory 
marketing men, that carryover at the end 
of 1958 is “normal,” and that this will 
amount to 20 to 25 per cent less stock than 
that on hand at the beginning of the year. 
Important in merchandising in 1959 will 
be the “instant heat” types of heater ele- 
ments. A slight trend to the high end will 
continue, helped somewhat by discounting 
appearing in the traffic appliance pattern. 

Oil Goes Slow 

Continuing a three-year slide, the vented 
oil space heater business registered a 24 
percent drop in dollar volume in 1958. The 
year’s sales were estimated at 235,000 units 
worth, at retail, $25,850,000. Some revision 
of earlier figures was necessary, making 
this three-year pattern: 


Units Retail Value 
1956 376,869 $36,933,000 
1957 331,599 33,823,000 
1958 235,000 25,850,000 


There are two bright spots in this other- 
wise gray picture: 1. Average per-unit 
price is rising, due to upgrading; 2. 
There’s a big market in the mobile home 
original equipment business. On the dim 


3 Year Sales Summary - SPACE HEATERS 








1958 1957 1956 
Electric Space Heaters 1,925,000 1,855,000 1,903,000 
Gas Fired Direct Heating Equip.* 1,345,300 1,319,000 1,700,000 
Oil Space Heaters 235,000 331,600 376,900 
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side, there are fewer manufacturers than 
ever in the business, the oil-using con- 
sumers tend to upgrade their systems to 
central heat rather than to better space 
heaters, and the gas pipelines keep reach- 
ing out for more territory. 

Strangely, manufacturers who bring out 
new models and new ideas and promote 
them are finding the business not as bad 
as it’s painted here. One new type of oil 
space heater—a wall-installed unit, usable 
in closets and other small spaces—pro- 
vides a chance to get in on consumer up- 
grading of heating systems, as its features 
make it a “half-way” measure on the way 
to full central heating. 





Gas Holds High Cards 

The gas space heater industry’s first and 
foremost ace can be seen in the Gas Appli- 
ance Manufacturers Association report 
that 60.3 per cent of 37,170,000 residential 
gas customers already use 22,400,000 space 
heaters. The second ace is the proven rec- 
ord of recent gas sales performance wher- 
ever it becomes available. This saleability, 
even in a down year like 1958, produced a 
conservatively estimated two percent gain 
in gas space heater sales. 

Four years of heater sales already made 
look like this: 


1955 1,729,100 1957 
1956 1,700,000 1958 


1,319,000 
1,345,300 


After that slight dip, bottoming in 1957, 
the gas units are going strong—so much 
so that GAMA thinks this will be the pic- 
ture of the next four years: 


1959 1,371,500 1961 
1960 1,905,000 1962 


2,105,000 
2,365,000 


The vented type of gas unit is making 
the strongest showing. Gas is expanding 
to the North, where city codes are tougher, 
purely because of the bigger heating job to 
be done, and this influences vented heater 
sales. Also, and just as important, the 
vented units bring much better prices. 
Calculations from eight months factory 
shipments show that average retail prices 
for vented units are about $130, while un- 
vented units average around $35. 

A new development making fast strides 
is the direct-vented heater, which mounts 
on the wall and both draws air from and 
vents to the outside, using concentric vents. 
This type of unit has been written into 
several city codes. End 
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WASHERS AND DRYERS... 
SO AUTOMATIC...THEY’RE “SELF-SETTING”! 


REFRIGERATOR-FREEZERS WITH 
JET-COLD' SHELF, MAGNETIC DOOR, FLUSH BACK! 


2-CYCLE DISHWASHERS WITH 
FILTER-STREAM' DISHWASHING ACTION! 


‘ Ny 


“ae Zi “4 
\ . ys & 


- 
SEE THE 1959 Re) Whinlpoolt HOME APPLIANCES 


AT YOUR DISTRIBUTOR NOW! 


RCA WHIRLPOOL America’s first family of hon 
i 


Pan 


ation @ Refrigerators @ F 


e appliances products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


ers @ Washer-Dryer Combi 


ges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers sp 


“Join up!. _ i s easier to sell RCA WHIRLPOOL | than -“ edie it! 
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Now...omeowner, renter and 


KITCHENAID BUILT-IN 
DISHWASHERS 
FOR PERMANENT 
INSTALLATION 


With KitchenAid you can offer your 
prospects so many advantages, in- 
cluding dishes washed cleaner and 
dried brighter than ever before. 
Hobart’s exclusive revolving power- 
wash action power-washes and dou- 
ble power-rinses tableware, pots, 
pans, glasses and silverware with a 
pattern that covers every inch of 
the all-porcelain wash chamber. 
KitchenAid gives complete “effective 
capacity.’’ Another performance- 
proved exclusive feature of 
KitchenAid is the flowing hot-air 
drying. The even heat will not crack 
or craze the finest china, nor will it 
warp the best plastics. Loading is 
easy from the front into two spacious 
racks that roll quietly and independ- 
ently. A unique dual-strainer system 
traps all food particles and prevents 
redeposits of food soil. 

With automatic pump or gravity 
drains to choose from, KitchenAid is 
quickly adaptable to any plumbing 
situation. Installation is easy and a 
service call on KitchenAid is a rarity. 
KitchenAid built-ins include white, 
antique copper tone or stainless steel 
fronts. Favorite colors can be matched 
locally. 


THERE’S A KITCHENAID 


The Finest Made... by ee) 


PAGE 120 





KITCHENAID 
PORTABLE DISHWASHER 
FOR MOVABILITY 


With all the superior qualities of 
built-in KitchenAid dishwashers— 
plus movability—the KitchenAid 
portable has potential customers for 
you even in rented homes, small 
kitchens and apartments. 

There are no installation arrange- 
ments to make...no permanent wir- 
ing. The KitchenAid portable rolls 
easily to the sink and connects quickly 
to any sink faucet. It rolls just as eas- 
ily out of sight when dishwashing is 
finished. Two spacious racks handle 
complete service for ten:(NEMA 
standards). The top rack is section- 
alized for greatest convenience in 
loading and unloading. 

Hobart’s revolving wash pattern 
power-washes dishes clean and the 
flowing hot air dries them bright. 
These features are exclusive in all 
KitchenAid models. 

The KitchenAid portable, with 
easy-to-clean porcelain inside and out, 
gives you the advantage of a full line 
of KitchenAid dishwasher models 
and increases your sales potential in 
the growing dishwasher market. 


FOR EVERY 


hhitchenAid . 


The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines. 
For dishwasher information, write Department KEM... 

for electric housewares, write Dept. KEM-H—The Hobart Manufacturing Co., 
Troy, Ohio. In Canada, write Hobart, 175 George St., Toronto 2. 
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apartment dweller are all 
—__ Kitchendid 
dishwasher 
. prospects 


Every housewife can now have KitchenAid-clean dishes. 
The complete line of “finest made” home dishwashers in- 
cludes a model that is exactly right for any situation, either 
permanent or nonpermanent installation. Every kitchen is 
a potential sales location for KitchenAid! 





q COFFEE MILL 


SEE OTHER KITCHENAID 
PRODUCTS AT NAVY PIER 


The food preparer, with Hobart 
planetary action, positively mixes in- 
gredients as thoroughly at bowl edge 





as at center. Results are always pre- FOOD 
dictable. A full line of attachments PREPARER 
transforms the mixer quickly into a — 


slicer, shredder, chopper, juicer— 
K l T Cc Hi E N ! even a can-opener. KitchenAid food 
preparers are available in 3-, 4- and 


5-quart sizes. 
The electric coffee mill stores the 


SEE ALL KITCHENAID PRODUCTS whole bean and gives freshly ground 





in our permanent display headquarters in coffee at the flip of a switch. Coffee is 
the Merchandise Mart and at the NAHB, always at its best. Less is needed to 
Booths 446 and 447 atthe Sherman Hotel, brew really good coffee because it is 
Chicago, January 18-22. See KitchenAid always at full strength. 

Electric Housewares, Booth 197, Navy The 3-quart food preparer and the 
Pier, Chicago, January 12-16, National coffee mill are available in matching 
Housewares Show. pastel colors or satin chrome. 
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Vacuum Cleaners 


and Floor Polishers 


Both products better 1957 figures with polishers again setting 
a record. For the year ahead manufacturers expect a nine percent 
gain in cleaners, another new record for polishers 


ACUUM cleaners last year continued 

to perform at near-record levels, 

while floor polishers whirled along 
at an unprecedented clip. 

Sales of cleaners passed the 3 million 
mark for the sixth year in the last 11. Im- 
proving slightly on 1957, they hit 3,200,- 
000, for a total sales volume of $283,520,- 
000, or the fourth best year in the last 
eight. Computed per-unit average prices 
on these units was $88.60. This compared 
to an average for 1957 of $84.37, and for 
1956 of $81.78. 

Sustaining their dizzying spiral, floor 
polisher unit sales climbed to 725,000 for a 
volume of $35,525,000. Computed per-unit 
average on these came to $49.00, compared 
with $49.95 for 1957. 

The year saw vacuum cleaners hit by 
the demise of Fair Trade. It saw the re- 
finement of mobility and portability fea- 
tures, and the introduction of the cord reel 
on canisters. It also saw manufacturers 
stripping cleaners, combining tools and 
reducing attachments, in an effort to re- 
duce costs and yet provide customers with 
vacs attractive in price. It was a year, fur- 
ther, when the $39.95 to $49.95 price range 
proved most popular; when canisters still 
showed the greatest strength: when de- 
discount houses 


partment stores and 


3 Year Sales Summary — 


proved the toughest competitors for spe- 
cialty dealers; when local promotions con- 
tinued to edge national ones; and in which 
cleaners still were merchandised in the 
electric housewares pattern. Unchanged in 
the year was the curve of sales by regions, 
and the replacement picture. 

But dominating the year for vacuum 
cleaners was the introduction by at least 
three makers of the two-in-one unit, com- 
bining the suction of the canister cleaner 
and the beating action of the upright. In- 
dustry spokesmen expressed it in these var- 
ied ways: “Broad use of turbine and motor 
driven rug attachments”; “The adding of 
revolving brushes or vibrating devices to 
rug cleaning nozzles of canister cleaners” ; 
and “Lower, lighter and fullpowered can- 
Concomitantly, the introduction 
of these units signalled higher list pric- 
es, with more profit built in for dealers. 
Stabilization of profit was either through 
state Fair Trade laws or by gentlemen’s 
agreements. It heralded, at year’s end, an 
awakened interest in cleaners among neigh- 
borhood dealers, who suddenly discovered 
some lines were not being kicked all over 
the lot by notorious price discounters. 

As for floor polishers, they continued 


isters.”’ 


to wear out the same competitive groove 
cleaners have traversed for years. The 


VACUUM CLEANERS 








1958 
Units Sold 3,200,000 
Average Retail Price $89 
Retail Value $283,520,000 
Jan. 1959 
Homes Owning 35,000,000 
Homes Without 14,390,000 
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1957 1956 
3,190,000 3,721,900 
$84 $82 
$269, 140,000 $304,377,000 
Jan. 1958 Jan. 1957 
33,200,000 31,600,000 
15,400,000 15,815,000 


JANUARY, 


most significant trends were: (1) a down- 
ward price trend, from an average $49 to 
an average $39 for popular twin-brush 
units; (2) the introduction of dispensers 
for liquid waxes and rug shampoos; and 
(3) heavier emphasis on accessories and 
attachments to make polishers all-purpose 
units. Otherwise for polishers, local level 
promotions grew in importance; depart- 
ment stores and discount houses shared 
with appliance dealers the bulk of the 
sales; twin brush outsold single-brush 
units by at least an estimated four to 
one; and better than half the sales were 
made from September through December. 


Feature Stress 


The little wars touched off by the disap- 
pearance of Fair Trade in the early 
months of last year disenchanted many 
dealers regarding vacuum cleaners. Some 
lost interest in them completely. Others, 
like department stores and discounters, 
continued to merchandise them at short 
margins. Manufacturers meanwhile came 
out with cost-cutting units—some with- 
out wheels, dollies and rollers, and some 
with combined or reduced attachments. 
Going prices dropped, in some markets, 
from $49.95 to $39.95. Low-low was $28. 

Dominant sales countrywide were esti- 
mated to be in the $39.95 to $49.95 price 
range. In several markets this average 
dropped about $5, to $35.95 to $45.95. 

But this did not apply to the new two- 
in-one units. They provided the dealer 
structure with a unit combining the best 
features of a canister and of an upright, 
saleable in the $69.95 range. Further, 
whereas gross dollars on other cleaners 
ran between $5 and $8, the newer units 
pulled from $15 to $20. 

One industry source characterized the 
development this way: 

“Manufacturers are attempting to re- 
vise upward the pricing trend through im- 
proved models but are meeting stiff oppo- 
sition from volume dealers who insist on 
‘pennies for profit’ but still strongly in- 
fluence key markets.” 

What seemed to be emerging, therefore, 
was a type of dual merchandising. On the 
one hand, many items in a line were still 
stiffly cut. New, improved models, on the 
other hand, were providing dealers with 
stable profits. Awakened to these “blind” 
items with their “sleeper” profits, more 
and more neighborhood dealers were once 
again embracing vacuum cleaners. 

Continued on page 224 
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NOW THE TOP OF THE ALL-NEW LINE / 





ue NEW Blackstone 
Wash & wear pair 





* True 3-Cycle 
Automatic Control 


Complete flexibility in “‘Delicate” and 
“‘Regular Fabrics” positions... 9 handy 
push button settings for water tem- 
peratures, wash, rinse and spin speeds. 


* Locked in Wash & 
Wear Cycle 


Thinks for itself . . . treats wash & 
wear fabrics exactly as fabric manufac- 
turers recommend .. . automatically. 





* SAME BLACKSTONE DEPENDABILITY 
WITH STUNNING CONTEMPORARY DESIGN 
Stainless steel or white baked enamel top. Porcelain tub. 





cc— 


| SEE THE ALL-NEW BLACKSTONE WRINGERS, 
AUTOMATICS AND GAS OR ELECTRIC DRYERS 


SUITE 2200 CONRAD HILTON HOTEL, JANUARY 5th to 16th 
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DEA-60 Wash & Wear DRYER 
* “Wash & Wear" and 


“Regular” Drying Cycles 


Wash & Wear cycle set to fabric manufacturer’s rec- 
ommendations . . . maintains low temperature heat 
for safe, fast, wrinkle-free drying. 


3-Position Heat Selection 
Handy push button controls offer ‘Room air, Wash 
& Wear and Normal” drying temperatures, with 
Wash & Wear temperature precisely maintained ac- 
cording to fabric manufacturer’s recommendations. 
Safe, Fast, “Natural” 

Drying Action 


New low heat—high velocity air principle . . . dries 
all fabrics wrinkle-free like a soft summer breeze. 


STEP AHEAD WITH 


Blackstone 


AMERICA’S OLDEST WASHER MANUFACTURER 


SINCE 1874 
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Exports OF APPLIANCES, RADIO AND TELEVISION, 1949-1958 


——— 


Washers 


1958 Units 
Dollars. . 
(8 months) 


1957 Units 


Dollars 


1956 Units . 
Dollars. . 


1955 Units.... 
Dollars. . 


1954 Units 
Dollars. . 


1953 Units... 
Dollars. . 


1952 Units. . 


Dollars. . 


1951 Units. . 


Dollars. . 


1950 Units 


Dollars. . 


1949 Units 
Dollars 





Refrigerators 


218,028 
33,064,686 


298,699 
48,267,963 


318,110 
51,114,723 


303,632 
49,072,973 


289,651 
47,956,193 


363,411 
59,998,677 


373,626 
60,810,193 


343,622 
55,005,023 


199,558 
29,736,971 


166,242 
26,814,489 


Freezers 


43,233 
7,557,773 


53,605 
9,811,980 


55,805 
10,344,105 


56,758 
11,568,622 


31,978 
6,903,035 


40,193 
8,971,394 


21,776 
4,921,315 


33,734 
5,635,234 











15,024 
1,934,895 


19,343 
2,736,647 


29,497 
3,338,074 


33,910 
4,127,776 


24,528 
3,179,152 


22,005 
3,012,739 


15,383 
2,159,530 


13,208 
1,859,652 


5,841 
769,360 


6,496 
978,796 





Automatic 


34,353 
5,281,033 


59,194 
9,095,000 


57,963 
8,312,691 


43,642 
6,558,011 


36,945 
6,072,069 


25,060 
4,131,676 


34,816 
5,013,178 


27,230 
2,585,510 


25,548 
2,212,596 


27, 092 
2,279,458 





Conventional 


22,035 
1,949,344 


31,637 
3,021,155 


34,333 
3,189,008 


39,000 
3,225,068 


42,567 
3,735,700 


55,327 
4,622,977 


25,842 
2,341,359 


35,210 
5,007,182 


27,034 
3,799,508 


29,795 
3,709,464 





Vacuum 
Cleaners 


56,581 
1,999,495 


103,194 
3,608,174 


90,468 
3,723,176 


69,061 
2,582,265 


50,121 
1,807,831 


55,689 
2,207,613 


26,273 
1,160,722 


18,089 
688,752 


19,966 
691,900 


27,841 
841,610 





Sewing 
Machines 


25,528 
1,704,044 


36,604 
2,071,401 


38,416 
2,072,870 


50,733 
3,081,107 


39,465 
2,522,578 


41,978 
2,419,678 


57,300 
3,438,284 


93,193 
6,185,333 


50,829 
2,844,209 


47,016 
2,945,234 





Irons 


119,502 
711,385 


143,102 
874,731 


171,507 
1,025,044 


170,101 
979,969 


168,660 
1,066,790 


155,242 
933,641 


158,475 
888,413 


206,725 
1,154,835 


241,471 
1,095,984 


243,727 
1,027,889 





Mixers, Portable 

Juicers, Water Electric 

Radio Television Blenders Heaters Clocks Dishwashers Fans Tools 
1958 Units 171,423 123,897 148,465 14,908 114,316 7,303 236,332 122,216 
Dollars... 5,151,803 13,867,188 2,586,201 771,807 509,208 1,080,336 3,517,941 3,292,050 

(8 months) 

1957 Units. . 298,368 155,827 222,264 20,076 179,936 9,352 304,862 238,480 
Dollars. . 7,631,585 19,483,154 3,531,352 1,040,263 849,576 1,459,077 4,690,653 6,224,407 
1956 Units 322,354 170,454 222,769 21,698 214,440 8,885 276,240 241,702 
Dollars 7,539,380 | 20, 338,744 3,682,996 1,130,435 1,037,107 1,382,527 4,103,812 6,130,336 
1955 Units 367,549 94,270 174,223 22,103 212,454 5,491 247,649 215,715 
Dollars 8,844,668 11,389,055 2,876,553 1,172,613 1,017,061 907,651 3,779,402 5,134,087 
1954 Units. ... 308,039 136,737 164,808 19,919 169,736 3,855 224,636 167,017 
Dollars. . 7,824,218 17,902,677 2,704,321 1,105,388 884,068 709,797 3,910,561 4,012,002 
1953 Units 360,600 151, 949 203,475 19,274 217,088 3,422 201,290 151,634 
Dollars. . 9,047,834 24,435,046 3,014,913 1,027,592 1,106,109 629,913 3,521,412 4,235,334 
1952 Units 407,761 106,731 134,777 13,691 174,818 3,077 152,254 60,982 
Dollars 10,332,732 16,672,884 2,175,009 753,222 868,130 639,555 2,876,269 1,945,490 
1951 Units < 304,968> 138,354 9,808 «2 rr 115,737 107,085 
Dollars <22,897,066> 2,423,481 613,391 oo es ae 2,047,105 3,444,363 
1950 Units < 422,958> 94,736 5,803 Lo ae 102,623 61,789 
Dollars <15,830,662> 1,403,925 319,947 re ee 1,471,329 2,166,850 
1949 Units < 523,898> 94,267 5,067 Sl ae pret eres | Beran rere 
Dollars <17,075,828> 1,583,162 334,560 sf Oa, Rene etn te: rcmeeimeeen yy 























Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING from Series FT-410, Part Il, U. S. Department of Commerce, Bureau of Census. 
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=!" | General Electric 
Portable | Appliances! 





























NEW PORTABLE MIXER HAS SPECIAL 
BEATER FOR MIXING DRINKS! 


e Great new selling feature—at no price increase e Pow- 
erful enough for heaviest batters—converts to handy 
drink mixer e Convenient pushbutton beater ejector 
e 3-speed control; mixing chart; handy heel rest e Re- 
—— movable cordset—mixer hangs on wall like saucepan 
e In Yellow, White, Pink, Turquoise. 













NOW IN LIFETIME STAINLESS STEEL! 


— e Stainless steel—easy to clean, and improves flavor e 
( = ol No interior plating to wear away e Brews 2 to 10 cups 


| (__ automatically e Brew Selector— mild, medium, strong e 
| | Signal light shows when coffee is ready e Extra setting 


reheats coffee without reperking. 


~— NEW AUTOMATIC COFFEE MAKER... 
(1 





NEW AUTOMATIC ELECTRIC CAN OPENER 


WORKS QUICKLY, EASILY, PERFECTLY! 


e Lock can securely in one motion e Touch start-stop 
bar—cutting starts; lift finger—cutting stops e Opens 
average can in 3 seconds—no jagged edges e Magnet 
lifts and holds lid e Cutter removes for easy cleaning 
e Mounts on wall—counter-top stand optional. 


Med NEW KING-SIZE AUTOMATIC SKILLET 
kT) COOKS A FULL MEAL AT ONCE! 


e King-size capacity —fries, bakes, stews e Set temper- 


ature control—no watching, no smoking, no burning e 
Same removable control fits G-E Saucepan e Com- 
pletely immersible— washes like ordinary pan e Handy 

bee cooking chart and hanging ring. 


THERE’S ALWAYS A PLUS 
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There’s always a in General Electric 








From January through June 1959... 
The most concentrated 


advertising in the indu 


Consistent—every single week, from March through Jur 


Powerful Coverage—reaching the huge mass of magazi 
owners, working people, professional people, vacationers, 
LIFE, SATURDAY EVENING POST and LADIES’ HOME 
HOMES AND GARDENS, AMERICAN HOME, HOUSE BE. 


Tremendous Circulation— 100,000,000 prospects — better 
10 homes in the country! 


Big, new G-E weekly ne¢ 
show starts Sunday, Jz 


Commercials start Jan. 4—“General Electric Colle; 
scholarship question and answer game! 


Every Sunday Afternoon—on nationwide CBS televisi 


Home Demonstrations—in millions of homes every we 


“Sell on Sight” display 


New window displays—one for 
*‘Winter Carnival of Values,”’ 
“Bride and Gift.” 


Other “Sell on Sight’ displays 
floor display! 


Act now—see your distributor 





GENERAL @@ ELECT 


General Electric Company, Portable Appliance Dept., Bridgeport 
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SALEABLE? 


DEPENDABLE? 


» a en 


AND PROFITABLE 


FOR 


| THE YOU 
Suburban TOO! 


/ \ AUTOMATIC ELECTRIC 
WATER 


WHEN YOU Catan —_ of SOFTENER — 2 
equipment, you mus e sure = Sina 

that it is DEPENDABLE, SALE- by ASK 
ABLE, ATTRACTIVE and PROFIT- TO 
ABLE for you. modern 


WHEN YOU HANDLE MODERN water softeners, you get | 43 
these features ... PLUS all the help you need to sell them. 


WE OFFER YOU a complete line of water softeners and 
filters, performance tested in thousands of homes and 
sales proven by dealers all over the U.S. and Canada. 


MODERN SOFTENERS ARE IN DEMAND. More people 
are buying softeners than ever before. Here's a wide 
open market and here’s your opportunity to get your 
share of this profit. 


THE ‘‘SUBURBAN”, pictured right, a completely automaticThe Leader In a 
electric unit, sets a new pace and leads the field in “€- Complete Line Of PROFIT 


pendability, saleability, attractiveness and dealer profit 


It puts water softeners in the Fast Turnover class Modern Water Softeners PACKAGE 


7 OUTSTANDING SELLING FEATURES in the “Suburban”. That Are Setting The 

Let us show you. Sales and Performance AND 
MORE DEALER PROFIT. Full discounts, Modern’s new Pattern For The SALES 
systems for distribution and sales, more promotional 29d Industr 

sales aids, greater profit for you. Y AIDS 
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water treatment division 


Freeport, Iilinois 
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Electric Housewares 


Dollar volume dips to $874 million, a slide of 14.6 percent from 
1957. Death of Fair Trade produces confusion which is just 
beginning to clear; gain of 10-15 percent expected in 1959 


r NHE electric housewares industry did dropped 19.3 percent while the housewares 
not escape the appliance industry’s loss was only 13.6 percent. 
general recession in 1958. As a mat- To guide users of this table, we empha- 
ter of fact, some industry observers ex- size its extreme conservatism. It includes 
pressed the opinion that housewares fared only items on which we can collect reliable 
even worse than the big-ticket majors. data. It does not include such electric 
housewares as water-and-tea-kettles, vibra- 
tors, Warmers, vaporizers, baby-bottle 
In spite of the fact that the housewares- warmers and sterilizers, or coffee grinders, 
fan total shown in the accompanying three- some of which continue to increase in con- 
year table reflects an overall decline of 14.6 sumer demand each year. Temporarily, for 
percent from 1957, a look at the accom- the second year, the broiler-rotisserie cate- 
panying table shows that the fan industry gory has been dropped. 


The Table and Graphs 


ae HOUSEWARES DILEMMA: 
"yy 6Why Can’t “New” Lines Keep Pace With The “Old’’? 
dollars $ 1,201.0 NEW ITEMS 
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600 6483% 62:48% 6560% Bed Coverings 


G) Blenders 
85.75% 693'% 67.77% Coffee Makers 


500 Heaters 

Heating Pads 

400 Hotplates 

Travel Irons 
Automatic Irons 

300 Standard Mixers 

Roasters 

200 Shavers 

Toasters, Automatic 

Waffle Irons 

Clocks 

Fans, Desk & Bracket 


Fans, Ventilating 
195] 1952 1953 1954 1955 1956 1957 1958 Wall & Ceiling 


Surprising Vitality of staple electric house- the staple items accounting for 67 percent of 
wares lines and disappointing growth of new industry volume, highest figure since 1953 
items is illustrated by this chart which shows when many new lines were just appearing. 
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One of the aspects of the electric house- 
wares business that has been given little 
consideration, is the relatively meteoric 
rise of some of the newer devices, followed 
by periods of relative instability in demand 
for these same items. 

Post-war products such as deepfat-fry- 
ers, frypan-skillets, steam irons, and port- 
able mixers—to name four whose progress 
we have charted in the past few years 
(Figure II page 134), had sharp sales in- 
creases in their introductory years, going 
back to 1951. Within a three year period, 
however, each has levelled off or declined 
sharply from its big initial sales period. 
It is entirely conceivable, of course, that 
the appliance industry’s general recession 
of the past two years may have had adverse 
effect on their growth possibilities. On the 
other hand, some of the staple electric 
housewares (Figure I page 134) such as 
automatic coffeemakers, automatic toast- 
ers, bed coverings, and even standard mix- 
ers fell less sharply in this same three year 
period. 

It is possible that a certain segment of 
the buying public will always go for any- 
thing new or interesting, but once that por- 
tion of the market has been satisfied, vol- 
ume sales are much more difficult to achieve 
and require concentrated selling effort. 

This hitherto little understood aspect of 
the electric housewares business is graphi- 
cally illustrated in the accompanying chart 
on this page. It will be noted that back in 
1951 the total electric housewares business 
amounted to $649-million, of which new de- 
devices took 14.25 percent. These new de- 
vices increased from year to year until 
they hit the peak in 1956 with 37.8 percent 
of the $1,201,000,000 housewares business. 
Their share dropped in 1957, however, and 
even further in 1958 to 32.25 percent. 

It should be borne in mind, however, 
that 1956 was a record year for the entire 
appliance industry. It will be instructive to 
note whether or not they resume their 
climb or level off in volume in the years 
ahead. 


Specialty Items 

There’s a growing interest in specialties 
such as can openers, knife sharpeners, 
hair dryers and home hair clipping units. 
For the first time in 1958 we have been 
able to produce reliable information on 
can openers and combination can opener- 
knife sharpeners, and have included them 
in our table. Unofficial estimates on hair 
dryers, which were “hot”, especially with 
hoods, total approximately 700,000 units; 
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hair clippers for home use are too new in 
the appliance field, for authentic data, but 
beauty trade estimates yearly sales over 
2-million units for home use. 


What Happened 


Probably the most significant develop- 
ment in electric housewares in 1958 was 
the collapse of Fair Trade late in February, 
when General Electric, Sunbeam, and a 
few other diehard companies gave up the 
struggle to maintain retail price control. 

While the abandonment of Fair Trade 
temporarily brought traffic to stores where 
business had been slack for several months, 
the overall effect was one of chaos in the 
industry. Price wars flared up all over the 
country. (EM, April, p. 109). 

Thereafter, volume-hungry retailers be- 
gan to realize that it isn’t always the 
smartest merchandiser who sells at the 
lowest price. 

Distribution-wise, a good number of 
wholesalers found the price pace too hot 
and gave up electric housewares. Some 
manufacturers shortened their distribu- 


tion. A number of dealers likewise found 
the business unprofitable and withdrew. 
Indications are, however, that this was 
temporary, and many of those dealers are 
getting back into the business again. 

The end of Fair Trade brought about a 
substantial decline in the profit picture 
for distributors and dealers alike. Even 
manufacturers are feeling the pinch, with 
profits so slim that many have tried run- 
ning short-term price reductions to stimu- 
late volume. 

While distributors generally concede that 
the end of Fair Trade definitely deteriorat- 
ed the profit picture, few are in favor of 
the return of similar legislation. Most man- 
ufacturers agree that there is not much 
likelihood of its return, and in light of past 
experience, they are prepared to examine 
proposed new legislation carefully. 


Inventories 


The general inventory picture for elec- 
tric housewares is reported to be better 
than it has been for quite a few years, with 
the exception of a few seasonal products. 


Early in the year makers of electric 
housewares began to curtail production 
schedules in keeping with the recent busi- 
ness recession. This production curtail- 
ment, plus the consumer buying wave trig- 
gered by the Fair Trade demise, is said to 
have reduced inventories sharply. Factory 
inventories are reported low, with alloca- 
tions necessary in some lines. Most distrib- 
utors report their inventory situation “bet- 
ter than for years;” a few say they are 
“substantial” but expect November and 
December sales to dealers to pull them 
down to a level below the end of 1957. 

There is general agreement that retail 
inventories are dangerously low, with re- 
tailers continuing a hand-to-mouth buying 
policy. One thing is certain: we can look 
for a build-up in all three channels in the 
first half of 1959. 


Multiple Distribution 


In 1958 a number of manufacturers re- 
viewed their distribution setups and took 
steps to tighten up. According to general 


industry opinion, this present trend away 
Continued on page 134 


Three Year Sales Summary — ELECTRIC HOUSEWARES 














1958 1957 1956 
Number Retail Number Retail Number 
Sold Value Sold Value Sold Retail Value 
BED COVERINGS 2,410,000 $60,129,000 2,200,000 $57,200,000 2,085,000 $58,380,000 
BLENDERS 430,000 15,888,000 455,000 17,267,000 480,000 16,776,000 
BROILERS n. a. n. a. ‘Ks n. a. 750,000 29,962,000 
CAN OPENERS, INCL. COMBS. 227,000 6,013,000 n. a. n. a. a n. a. 
CLOCKS 8,100,000 53,000,000 8,400,000 54,600,000 9,750,000 65,812,000 
COFFEEMAKERS 4,200,000 79,590,000 4,365,000 85,100,000 5,100,000 98,685,000 
COOKER-FRYERS 475,000 7,576,000 1,100,000 16,445,000 1,450,000 22,475,000 
CORN POPPERS 595,000 3,421,000 550,000 2,887,000 640,000 3,168,000 
FRYPAN-SKILLET 3,750,000 71,062,000 5,200,000 98,500,000 6,100,000 109,495,000 
HEATERS, ELECTRIC: 1,925,000 56,830,000 1,855,000 54,224,000 1,903,000 56,425,000 
Fan Forced & Fan Htr. Combs. 985,000 21,621,000 925,000 20,305,000 976,000 19,032,000 
Non Fan Forced* 270,000 6,399,000 295,000 6,932,000 320,000 7,680,000 
Wall Type 670,000 28,810,000 635,000 26,987,000 607,000 29,713,000 
HEATING PADS 1,920,000 11,994,000 2,055,000 12,535,000 2,215,000 13,179,000 
HOTPLATES 610,000 4,850,000 660,000 5,247,000 760,000 6,042,000 
IRONS: 5,550,000 86,072,000 7,625,000 112,739,000 8,505,000 119,074,500 
Automatic 1,100,000 10,945,000 1,650,000 16,417,000 2,130,000 21,193,500 
Steam 3,975,000 71,351,000 5,425,000 91,950,000 5,900,000 94,105,000 
Travel 475,000 3,776,000 550,000 4,372,000 475,000 3,776,000 
MIXERS, FOOD: 2,765,000 67,322,500 3,600,000 97,200,000 4,245,000 119,332,500 
Standard 770,000 30,415,000 1,200,000 52,800,000 1,600,000 70,400,000 
Portable 1,995,000 36,907,500 2,400,000 44,400,000 2,645,000 48,932,500 
ROASTERS n. a. Be 135,000 6,075,000 225,000 9,000,000 
SHARPENERS, KNIFE 355,000 5,591,000 245,000 3,859,000 n. a. n. a. 
SHAVERS 6,400,000 124,800,000 6,650,000 132,667,000 6,600,000 138,600,000 
TOASTERS, AUTOMATIC 3,200,000 60,640,000 3,750,000 71,062,000 3,675,000 69,641,000 
WAFFLE IRONS — SAND. GRILLS 775,000 15,460,000 895,000 17,855,000 980,000 19,551,000 
TOTAL SMALL HOUSEWARES $730,238,500 $845,462,000 $955,598,000 
FANS: 
Desk & Bracket 1,390,000 25,715,000 1,725,000 34,415,000 2,400,000 47,850,000 
Hassock or Floor 85,000 4,208,000 105,000 5,197,000 135,000 6,682,000 
b Window Ventilating 1,350,000 57,375,000 1,700,000 71,825,000 2,525,000 119,937,000 
Portable Roll-Abouts 365,000 17,885,000 330,000 17,160,000 300,000 19,290,000 
Kitchen Exhaust & Range Hood Types 1,050,000 38,850,000 1,345,000 49,765,000 1,395,000 51,615,000 
TOTAL FANS $144,033,000 $178,362,000 $245,374,000 
TOTAL HOUSEWARES & FANS $874,271,500 $1,023,824,000 $1,200,972,000 
Vacuum Cleaners, Floor 3,200,000 283,520,000 3,190,000 269,140,000 3,721,900 304,377,000 
Floor Polishers 725,000 35,525,000 595,000 29,720,000 415,000 23,862,500 
GRAND TOTAL $1,193,316,500 $1,322,684,000 $1,529,211,500 








* Includes Rediant Glass Panel Portables 
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Make More Money Selling 


COOLERATOR AIR CONDITIONERS 
Than With Any Other Line 


ee QUALITY! 


Your customers will appreciate Coolerator’s built-in quality—the 
beauty of design and high quality construction that separates 
Coolerator from run-of-the-mill units. Coolerator’s unfailing per- 
formance insures customer satisfaction. That's because every single 
unit must pass many, many grueling tests before delivery. Returns 


COOLERATOR Gives You ALL 4 ESSENTIALS To Greater Profits 





*) FEATURES THAT SELL! 


... including te greatest single new feature since air conditioning 
was introduced—the exclusive LECTROFILTER®! It's the most 
efficient room air conditioning filter ever built . . . now proven in 
thousands of installations. Other top features, too! “No-Draft” 
rotary grilles. Quiet 2-speed operation. Simple dial controls. 





simply are no problem with Coolerator! Automatic thermostat. Exclusive Permalife® finish. Plus many more! 

















| AWWW P 


€) DIRECT FROM 
FACTORY 
PURCHASING! 






@) PROTECTED 
TERRITORIES! 


Coolerator dealers buy direct from the factory! This assures a A market area for every dealer—with territory protection— 


much higher gross and a far brighter net profit picture. Yet insures higher profit sales volume. Now, Coolerator offers you such 
Coolerator's field warehousing organization makes it possible to protected territories! You can develop your market potential by 
selling quality and features—instead of price only. Every dealer 


factory authorized service depots provide prompt service on parts. 


o 

S 

S 

e 

@ 
work with minimum inventories. And 47  strategically-located e 

a knows that protected territories mean more full profit sales. 

® 

a 

2 


Come See The Full COOLERATOR Line At The JANUARY CHICAGO MARKET 
Space 11-103—Merchandise Mart 





COUPON NOW! State 


EDISON * 


4 a ee y 
| For Compete deais | geowtmoremmon | CQOLERATOR DIVISION 
l On Greater may | Albion, Michi 
; Coolerator Profit sia! a MeGRAWE 
y 
! MAIL THIS cy Zone | McGRAW-EDISON COMPANY Big Pi 
| 
{ | 
a 
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If you want to sell more heating, plumbing, and air condi- 


tioning equipment, go where every page is full of ideas that sell: 





Better Homes & Gardens, the family idea magazine. BH&G readers 





are eager for home improvement ideas (3 out of 4 live in owned 








homes*), and they’re ready to act. For instance, the percentage of 
BH&G average-issue readers who live in fully air-conditioned 
homes** is more than twice that of all people in the U.S. 


*Source: BH&G-Politz 12-Months’ Study, 1956 **Source: Look-Politz Study, 1958 


During the year 1/3 of America reads 


Better Hom mes ia 


idea magazine 
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ELECTRIC HOUSEWARES STUDY STARTS ON PAGE 130 


952 1953 1954 1955 1956 


Figure | 


THE STAPLE HOUSEWARES: 


Despite Maturity, Their Sales Curves Point Up 
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from multiple to selective distribution is 
said to be only a temporary one which will 
swing back to multiple in the next period 
of sharply rising consumer demand. Says 
one leader in the field: “Multiple distribu- 
tion is necessary, but to a lesser degree.”’ 


Outlets 


It is surprising to note the shift in im- 
portance the department store took in 1958 
as a major retail outlet for electric house- 
wares. 

Over the past few years department 
stores were regarded as lukewarm opera- 
tors in electric housewares. Year after year 
they were listed third or fourth in order 
of importance. 

For 1958, however, more than half the 
manufacturers replying to a recent ques- 
tionnaire listed department stores as the 
No. 1 retail outlet. Appliance stores (2) ; 
discount, and/or mass merchandisers (3) ; 
hardware (4); premium-stamp plans (5) ; 
furniture (6); jewelry (7); drug (8); 
with slight deviations from manaufacturer 
to manufacturer. 

A recent This Week survey of manufac- 
turers’ sales to distributors ran as follows: 
50 percent through electrical distributors, 
who sell discount houses, department 
stores, and all classes of retail trade; 10.4 
percent hardware; 6 percent jewelry; 2.7 
percent drug; 9.4 percent premium-stamp; 
3.5 percent automotive; 4.5 percent mail 
order chains; 5 percent catalog; 5 percent 
miscellaneous; 1 percent club plans; 1 per- 
cent house-to-house, tea-and-coffee, and 
drug chains and buying associations. 

Supermarkets, incidentally, made no in- 
roads in electric housewares nationally. 
But on a local basis, supermarkets such as 
Grandway, Florida; Newberry and Penny 
in various local areas; and chains like 
Kress, Woolworth’s and Grant’s, have ex- 
perienced a measure of success in handling 
electrics where local management has ag- 
gressively promoted them. 

To date, supermarkets seem to prefer 
“‘nick-up-and-walk-out-with” items. They 
show no strong inclination toward prod- 
ucts that retail over $12.95 and present 
problems of service and feature selling. 
Drug chains in the Far West however, were 
reported doing a sizeable business in elec- 
trics in 1958, and it is predicted they will 
continue to do so in 1959. 

Prices 

Flurries of price competition continue to 
arise here and there. Some market areas 
are still see-sawing, as dictated by one or 
more price-cutting outlets, from loss-leader 
levels to prices about 10 percent below 
manufacturers’ suggested retail. Other 
areas have achieved an area of firmness, 
but in most cases at considerably lower 
levels. 

While some leaders optimistically pre- 
dict an upward tendency, the general con- 
sensus is that prices will never again quite 
reach Fair Trade levels. 


Promotions 


One of the brighter occurrences in the 
industry in 1958 was the “Give Better Elec- 
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trically” drive sponsored by Live Better 
Electrically, with emphasis on electric 
housewares as a “natural” for gift giving, 
especially for Christmas. Fourteen leading 
housewares makers pooled advertising ex- 
penses to ballyhoo this promotion, which 
included a 10-page “advertacular” in the 
Saturday Evening Post plus local and na- 
tional advertising. 

High hopes are placed upon the outcome 
of this promotion, because November and 
December buying accounts for 42 percent 
of the industry’s yearly unit retail volume. 
(EM-Oct. 58 p. 42). 


New Products 


Again for 1959, many manufacturers are 
getting ready to announce new and differ- 
ent products. The trend, we are told, will 
be on quality merchandise, and in top 
brand-name products there is a promise of 
new applications of electricity. 

“More immersibles, more push-button 
operated items, they are going to be ter- 
rific’”’ are some of the promises. “Complete- 
ly new approaches, some toward built-ins 
will make their appearance in 1959.” 


Predictions 


All segments of the housewares industry 
agree that with inventory worked down, 
and with a rising economy, 1959 should 
show a gradual improvement of from 10 to 
15 percent over 1958. Here are some quotes 
from leaders in the field: 

“1959 will regain some of its losses in 
production and sales, but industry has to 
come up with better research, new prod- 
ucts, planned obsolescence before we get a 
bigger share of this highly saturated mar- 
ket. There are too many toasters, mixers, 
steam irons, etc. in use that have long since 
outlived their usefulness.” 

“1959 holds promise of continued chang- 
es in distribution as we go into the second 
year without Fair Trade.” 

“As far as volume is concerned, 1959 
should be better than 1958 by at least 10 
to 15 percent.” 

“1959-60 should see largest strides at- 
tained by the electric housewares industry 
in its young life to date.” 

“Should be 10 to 12 percent better than 
1958, but probably will not get back to the 
1957 level before 1960... problem in 
1959 will be one of distribution.” 

“Big things are ahead for electric house- 
wares as the trend to stabilize retail prices 
on brand-name products grows. Manufac- 
turers, distributors and dealers are learn- 
ing that it’s not smart to try to get tomor- 
row’s sales today.” 

““As manufacturers show more interest 
in helping distributor and dealer to main- 
tain higher profit levels and fair margins, 
the electric housewares industry will reflect 
more stability.” 

“Unknown brands will have a more dif- 
ficult time.” 

“The big fellows will take a bigger bite 
of the total—the small ones will have to 
specialize or suffer.” 

“Our industry will learn to live without 
price control. Manufacturers, distributors 





and dealers will continue to streamline 
their operations to effect economies for 
short margin volume marketing. There will 
be fewer dealers and distributors of elec- 
trical housewares but their volume should 
be greater.” 


Bed Coverings 


There was no recession evident in the 
bed covering industry in 1958 as a new 
record was racked up with a total of 2.4 
million units sold. This represents a 9.5 
percent gain over the 1957 record year 
when 2.2 million units were sold. 

Sharpest increases came primarily in 
lower-priced promotional merchandise, 
with very little gain in higher-priced, top 
quality units. 

The bed covering industry, always re- 
garded as seasonal, with better than half 
its yearly sales in November and Decem- 
ber, expanded its seasonal pattern in 1958. 
The normal fall season at retail started 
weeks earlier than usual, and spring busi- 
ness extended almost into the summer 
months. 

Two developments of possible long-range 
significance in the automatic blanket busi- 
ness were the introduction by Westing- 
house of expensive, deiuxe 80 percent Acri- 
lan blankets to retail for $60 to $125 and 
the introduction of a lightweight, all cot- 
ton, candy striped blanket by Casco. It is 
constructed more like a sheet than a blan- 
ket. The success or failure of these two ex- 
tremes thrown into an otherwise price- 
conscious market will be watched with in- 
terest by the balance of the industry. 


Sales by Areas 


As electric blankets become more popu- 
lar each year, the West Coast continues to 
be the most important geographical area. 
This is particularly true of the Southern 
California area. Second best market seems 
to be Texas and the general southwestern 
area. The Southeast has shown greater re- 
sponsiveness to blanket promotions in 
1958. 

The Northern tier states, where weather 
should make consumers more automatic 
blanket conscious, still lag insofar as sales 
and popularity are concerned. Steps are 
being taken to rectify this situation by 
some of the local utilities. Niagara Mow- 
hawk recently inaugurated a 10-day, free 
home trial campaign on automatic blankets 
in Buffalo. 

Midwest and Mid Atlantic states are also 
slow compared to the West and South- 
west. In New England, utilities are getting 
busy with promotions such as the Electric 
Blanket Club, organized by Hartford Elec- 
trie Light Co., in Connecticut. Membership 
in the club was offered more than 190,000 
customers, entitling them to buy as many 
blankets as desired and pay for them on 
their monthly electric bill. 


Outlets 


Department stores and electrical stores, 
one large supplier says, account for 70 
percent of all blanket retail sales. 
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Another maker’s breakdown of distrib- 
utor outlets for 1957 revealed that catalog 
and discount houses, electrical and hard- 
ware jobbers, and drug chains accounted 
for more than half the volume. The bal- 
ance was divided among premium, auto- 
motive, utility, department store, drug 
wholesalers, furniture chains and syndi- 
cated chain stores. 

A significant change noticed in 1958 is 
the increased interest shown by these syn- 
dicated chain operations. Managers in 
many of these chain stores are beginning 
to aggressively promote electric blankets. 
One example is the gigantic pre-Christmas 
push on Northern blankets made by Kress, 
Fifth Ave., New York City, in which a car- 
load were sold at the low retail price of 
$12.99. 


Where Sold 


Where to best sell electric blankets in a 
department store has long been a problem. 
As a result, many department stores have 
automatic blankets in the appliance de- 
partment and also in the regular blanket 
department. This varies from store to store 
depending upon the interest taken in au- 
tomatics, for it is a known fact that many 
regular blanket department buyers secret- — 
ly harbor resentment toward the automat- 
ics and frequently relegate them to obscure 
corners where customers can’t find them. 


Who Buys 


It is estimated that the gift aspect of the 
blanket business is decreasing each year 
from the high of 80 percent ten years ago. 
Purchases made for gifts in 1958 are es- 
timated at from 25 to 40 percent. One lead- 
er in the field breaks it down as follows: 

25 percent as gifts 

10 percent as replacements 

50 percent first purchases 

15 percent additional purchases 

Proof that more and more people are 
buying blankets for their own home use is 
the fact that early season lay-away sales 
are producing greater volume, and that re- 
tail sales in January, February and March 
increase each year. 

Average Life 

The average life of an electric blanket 
depends on many variables. Time was when 
a blanket was expected to last only a season 
or two. But the electrical equipment has 
been perfected to a point where it could 
last as long as 20 years if not abused. In 
any event, there has been a steady increase 
in blanket life over the past several years, 
and with good fabric, normal care and use, 
we are told that today’s blankets can last as 
long as ten years. 


Sales By Sizes 

Full size-single control blankets account 
for from 35 to 50 percent of the industry’s 
yearly total. (The percentage of sale on 
this model is probably warped because 
many promotional organizations handle 
only this one model, figuring it can be used 

on twin beds as well as doubles.) 
Full size-dual control models range from 
Continued on page 138 
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25,000,000 PEOPLE SAW THIS 
RECENT ADVERTISEMENT IN 


LIFE 


COACHES MIDGET-LEAGUE TEAM. For the past two 
years. Theodore W. Fickert, TV technician of Hatfield, 
Pa.. has shown his 25-boy club how to play baseball. 
Active in community causes, he helped organize the 
Hatfield Junior Chamber of Commerce, and served as 
its secretary and state director; participates in the Heart 
Fund and other worthy drives; 


tee of St. Peter's 


and is on the planning 
Lutheran Evangelical Church. 


HELPED TORNADO VICTIMS. When dis- 
aster struck the area around Menomonie. 
Wis., on June 4, 
quickly organized emergency radio fa- 
cilities to speed relief to the sufferers. A 
leading member of the Radio Amateur 


Vernon Townsend 


Civil Emergency service, he is active in 
Dunn County civil defense work, and 
also maintains a radio entertainment 


service for the local city-county hospital 





A BRIGHTER, CLEANER CITY owes much to Bryce 
McNeely’s work in connection with the Kelso, Wash., pro- 
gram for civic beautification. Bryce is on the mayor's com- 
mittee for school and city improvement, is state JC vice 
president, and promotes young men’s leadership training. 


CRIPPLED CHILDREN LEARN TO 
WALK through fund-raising efforts 
of Vernon E. Brooks, Norristown, 
Pa., who helped obtain $100,000 
to build a school for spastic para- 
lytics. Mr. Brooks (center) is a 
director of the Chamber of Com- 
merce, and a prime mover in Red 
Cross, Community Chest, United 
Fund, and Salvation Army work. 
As national president of the Amer- 
ican Business Club, he helped 
obtain more than 100 scholarships 
for the training of physical and 
speech therapists. He is chairman 
of the Muscular Dystrophy unit 
for the Tall Cedars of Lebanon. 


MAKES OTHERS’ TROUBLES HIS OWN. One of the few 
TV technicians in an 85-mile area, T. E. “Buck” 
Adams of Channing, Tex., often aids in roadside 
emergencies, helps pen run-away cows, and has 
worked to improve local Baptist Church, parsonage. 








TEACHES SCOUTS RADIO. Boys in Brockton, Mass., learn Morse Code and 
the elements of electronics at an early age, from instruction by TV technician 
Albert P. Kazukonis. Much of the equipment he supplies without charge. A de- 
voted youth and community worker, Mr. Kazukonis is treasurer and a past presi- 
dent of the Electronic Technicians Guild of Massachusetts, Brockton Chapter. 
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SPENDS TO PROMOTE EDUCATION. Out of his own 
pocket, A. George Catavolo, TV technician of Somer- 
ville, Mass., 
which presented to the President recommendations on 


public school education. Last year George contributed 
over 30 radios, plus his time, to teach boys electronics. 


financed two full-page newspaper ads 


Bo ee 


WORLD OF TOMORROW! This novel space radio-man 
hat, invented by Stanley Everett of Alhambra, Cal., 
helped publicize many worthy drives. Stanley is president 
of the Los Angeles Electric League; a director of the 
Alhambra Chamber of Commerce; past president of 
Kiwanis and district chairman of the United Fund drive. 


DONATED LOUDSPEAKER SYSTEM. The 1958 Centennial parade and pageant at Bloom- 
ington, Minn., owed much of its success to the fine amplifier system installed without 
charge by Edwin B. Haines. Ed is widely known for the time, effort, and equipment he has 
supplied for the 2,000 boys in Bloomington’s sports program. He is a leader and counselor 
in Boy Scout work, and gives assistance to the Lions and the Bloomington Civic League. 
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COMMUNITY SERVICE is a watchword with Wayne E. 
Lemons of Buffalo, Mo. An active Rotarian, he works 
with Boy Scouts, promotes Little League baseball, and 
has instructed TV technicians in surrounding cities. He 
is West Central vice-president of the National Al- 
liance of Television Electronic Service Associations. 


Win General Electric Awards 


EOPLE the nation over nominated candidates 


for the 1958 All-American Awards, honoring 

TV service technicians. This broad response 
showed how important a place the television 
technician holds in our community life, and how 
widely esteemed are his efforts in aid of others. 
The Award winners, shown here, were chosen 
by a panel of judges including John Sparkman, 


U. S. Senator and Chairman, Select Committee 


on Small Business; Bennett Cerf, television pan- 
elist and head of Random House publishing firm; 
and Charles Shearer, 1957-58 president of the 
National Junior Chamber of Commerce. 

With these Awards, General Electric pays 
tribute to the part played by the independent tele- 
vision technician in making this a better country 
for all. General Electric Company, Receiving Tube 
Department, Owensboro, Kentucky. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Winners received this trophy, $500 for com- 
munity benefit, and a trip to Wash., D.C., 
for luncheon with Senator John Sparkman. 
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25 to 32 percent, and are on the increase. 

Twin-bed models are said to account for 
approximately 40 percent of one brand, 
and 20 percent of another. Industry gen- 
erally concedes that demand for twin size 
is also on the increase. 


The Market 

Figuring 3.1 beds to an average home, 
and approximately 1.5 automatic blankets 
in each blanket-owning home, saturation 
on a national scale is still very low. 

For instance, one retailer who has moved 
approximately 3,000 blankets a year for the 
past several years by making a special of- 
fer on the purchase of two blankets, says 
that 90 percent of his sales represents two- 
unit sales—probably the beginning of 
trend that could be developed with some 
incentive for the extra sale. 


Blenders 


Blender sales held fairly steady in 1958 
with a total of 430,000 units. This is only 
5.5 percent below 1957, when 455,000 units 
were sold. It is 10.4 percent below the 1956 
record of 480,000 units. 

Sales do not include multi-purpose units 
or attachments for built-in and other pow- 
er-pack units, such as ice crushers, can op- 
eners, slicer-shredders and coffee grinders ; 
nor do they include the new type drink 
mixer introduced by Waring in January 
1958. 

Ice crushers, we are told, proved to be 
the most popular attachment in 1958. 

Metropolitan areas still account for the 
largest portion of blender sales, and mass 
merchandisers were the best outlets. De- 
partment stores are rated second in impor- 
tance as retail outlets, mainly because they 
are a showcase where demonstrations can 
be carried on. 

Several new companies entered the 
blender field in 1958, some with brands of 
foreign origin. However, in this respect, 
the blender business parallels the steam 
iron business in that the two top manufac- 
turers who do the most outstanding adver- 
tising and sales promotion job each year, 
continue to dominate the field. 

Since its introduction, about 20 years 
ago, the blender has gone through many 
phases of consumer acceptance and use. In 
its early days it was used primarily by the 
man of the house, as a cocktail and bever- 
age mixer. Then came the health-food 
phase. Shortly thereafter hospitals recog- 
nized its value as a useful tool for prepar- 
ing special diets. With the popularity of 
babyfoods, the blender use-value expanded 
still further. 


Who Buys 


Based on a recent tabulation of returned 
guarantee cards received over a nine 
month period, it was found that 52 per- 
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cent of the blender purchases were made 
by men, and a large portion of these pur- 
chases represented gifts. 


Electric Clocks 


The electric clock industry piled up sales 
of another 8,100,000 units in 1958 at an 
average retail price of $6.55. Dollar volume 
is estimated at $53,000,000. 

In units, this is only 3.6 percent below 
the 8,400,000 units sold in 1957, at an aver- 
age retail price of $6.50. 

The trend toward expensive and novel 
decorative features, together with a trend 
away from conventional round styling, 
constituted the most significant develop- 
ments in the clock industry during 1958. 
Such developments as electric travel clocks, 
music box alarms, swinging pendulum 
wall clocks; the introduction of gaily col- 
ored lithographed cases; the appearance of 
cordless clock models in many lines; the 
exciting new shapes, ovals, diamonds, flo- 
ral and petal, as well as star and sunburst 
designs for wall models have added fresh 
appeal to the clock business. 


Inventories 

Clock inventories at all stages of distri- 
bution are reported to be at the lowest level 
in the past ten years. And this low inven- 
tory, combined with the certainty of an in- 
creasingly healthy economic’ climate 
throughout 1959, should make for one of 
the biggest, most profitable electric clock 
years in history. 


Prices 

Clock prices, like the prices of all other 
electric housewares, have not as yet stabi- 
lized to a point where a predictable future 
pattern can be established. Also, the full 
effect of the demise of Fair Trade on dis- 
tributor and dealer profits cannot properly 
be interpreted until pricing has become 
more stabilized. There is no doubt, how- 
ever, that the fairly priced, high quality, 
well known brands will continue to be sold 
on a profitable basis. 


Sales by Types 
Electric alarm clocks took a bigger por- 


tion of the total clock volume in 1958, as 
follows: 


Alarms 60% 
Kitchen-Wall 30% 
Decorative-Wall 10% 


To determine what percent of yearly 
electric clock sales represents first pur- 
chases versus replacements of old, worn 
out models, one of the leading clock mak- 
ers made a survey of their 1957 clock sales. 
Plotted against a similar survey made in 
1954, it is interesting to note that the clock 
market, far from becoming more and more 
a replacement market, is an ever expand- 
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ing one of initial purchases plus the pur- 
chases of additional units for other rooms 
in electric clock-owning homes. Here are 
the findings in approximate percentages: 


Sales Representing: 1957 1954 
First purchases 32% 22% 
Additional purchases 58 55 
Replacements 10 22 


Geographically there is little change 
from region to region in electric clock 
sales, since they have long since become 
universally accepted in all areas of the 
country. 


Clock Merchandising 


In a recent survey of ELECTRICAL MER- 
CHANDISING’s dealer panel, it was discov- 
ered that 65 percent of 168 dealers re- 
sponding sell electric clocks. Only 27 per- 
cent sell spring-wound clocks. 

All but one percent keep a year-round 
display of clocks. Most of them (81 per- 
cent) carry 30-or-less units in this display ; 
75 percent use manufacturers displays and 
prefer wall to counter type displays, al- 
though a third of them said they like both 
wall and counter displays. 

In keeping with the general trend, in- 
ventory was low, only 37 percent carry 
more than 36 or more clocks on hand at a 
time. 

While color was claimed to be a help in 
selling clocks, ivory turned out to be the 
most popular in alarm type clocks with 
pink a poor second, and beige and brown 
trailing behind. In kitchen clocks white 
was tops in total mentions with red, yel- 
low, copper, chrome, pink and turquoise, 
in that order. 

Women, our dealers say, make 89 per- 
cent of all purchases; only 8 percent go to 
men and 3 percent are joint purchases. 

Luminous dials were favored as a sales 
feature by 74 percent of all dealers; 51 
percent like automatic alarms; 32 percent, 
models with wooden cases. 

In price breakdowns, $6.95-and-under 
was reported most popular. 

Little or no attention is paid to gift sea- 
sons insofar as clock displays are con- 
cerned. Only nine percent of the dealers 
said they made any attempt to enlarge 
their clock displays during gift seasons. 

Consumer complaints on electric clocks 
appear to be few and far between: 82 per- 
cent said they rarely if ever have a com- 
plaint on an electric clock; 17.5 percent 
said only occasionally; excessive noise is 
the usual cause. 

Approximately half the dealers respond- 
ing estimate that from 20- to 50-percent of 
their yearly clock volume goes to new own- 
ers. 


Coffeemakers 


Sales of coffeemakers again perked along 
in 1958 to a total of 4,200,000 units, which 
is only 3.8 percent below 1957, when 4,400,- 
000 units were sold, and 17.6 percent below 
the 1956 record of 5,100,000 units. 

Again in 1958 coffeemakers were one of 
the industry’s brighter spots, and were 
rated among the top three in popularity 
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by all merchandising levels—manufactur- 
ing, distributing and retailing—and in 
many instances, ran frypans and steam 
irons a rugged race for first position. 

While the 8- and 10-cup units (maxi- 
mum) accounted for the bulk of the vol- 
ume, a trend toward larger capacities was 
evidenced in 1958 as several manufacturers 
introduced bigger models for entertaining 
purposes. 

(Capacity by cups is sometimes mislead- 
ing, since some manufacturers use the 4- 
oz. cup aS a measure, while others use a 
full 5-oz. cup. Especially in the larger sized 
units, it becomes important to know 
whether a 15-cup model, for instance, 
holds 60- or 75-0z. depending on cup size 
used as a measure). 

In addition to the larger-sized models in- 
troduced in 1958, there is a trend in the 
other direction toward small percolators 
for individual use, with a maximum capac- 
ity of 2-cups. 

Marked trends toward quality products 
and new design innovations were apparent 
in 1958, with stainless steel and plastics 
being used more freely. Spouts are un- 
dergoing changes and coffeemakers, like 
frypans, are being made immersible. New 
models include: Presto’s stainless steel 
submersible with a sealed-in unit; Dor- 
meyer’s immersible with probe-type ther- 
mostatic control; Westinghouse’s spout- 
less, carafe type’ unit; G-E’s ‘“Peek-A- 
Brew,” conventional in design, with the ad- 
dition of a transparent tube on handle to 
show exact amount of coffee inside at all 
times; Cory’s “Buffet Queen’, a percolator 
which looks like an urn; Universal’s Cof- 
feematic, conventional, with internal im- 
provements; and West Bend’s “Flavo-mat- 


” 


ic” with 24-carat gold styling. 


Who Buys 

According to a recent survey made by 
Life Magazine, families with incomes of 
$5000 and over buy most coffeemakers; 
families with young children represent 43 
percent of the total market, and families 
with no children (head of house over 40) 
represent 27 percent; families with older 
children, 14 percent. 


The Market 

Geographically, coffeemakers enjoyed 
good consumer acceptance in all regions of 
the country, but it is reported that higher 
priced models find their best market in the 
larger cities. In the mountain states 8-cup 
models sell best, while in the Southeast, 
and Southwest the low-priced units are 
most popular. 

Coffeemaker sales are also influenced to 
some degree by racial characteristics. For 
instance, in Minnesota where there are 
large German and Scandinavian settle- 
ments, coffee consumption is high. 


Frypan-Skillets 


Since its introduction in 1954, the fry- 
pan-skillet has enjoyed phenomenal popu- 
larity. Named again in 1958 as one of the 
top three “hottest” selling items, it has 


once more earned its reputation by piling 
up another 3,750,000 unit sales volume. 
This is 27.9 percent less than 1957, when 
5,200,000 units were sold, and 38.5 percent 
below the record year of 1956 with 6,100,- 
000 units. 

In five short years almost 19-million fry- 
pan-skillets have ‘been sold, as follows: 


Units 
1954 1,100,000 
1955 2,660,000 
1956 6,100,000 
1957 5,200,000 
1958 3,750,000 


Figured in terms of the number of 
wired homes in the country as of Janu- 
ary 1, 1959, (49,390,000) this represents a 
saturation of 38.1 percent. However, fry- 
pans, like clocks, radios, TV and shavers 
are not limited one-to-a-home. As a matter 
of fact, many enthusiastic owners already 
own a variety of sizes, and many manufac- 
turers have introduced additional models 
to provide a line of sizes to take care of 
every home need. 

Design trends in frypans have advanced 
rapidly from early non-immersibles to 
partially immersibles with thermostat-in- 
handle; then from thermostat-in-handle to 
completely immersible with detachable, 
probe-type thermostats. And it is predict- 
ed that 1959 will see this trend grow, until 
practically every  thermostatically-con- 
trolled appliance will be sold with a probe- 
type thermostatic control plug. 

In the frypan field companies which add- 
ed detachable-probe units to their line in 
1958 were Dormeyer, Sunbeam, Toastmas- 
ter, West Bend and Westinghouse. Other 
companies who entered the frypan-skillet 
field were Foster, Cory and Son-Chief. 


Sales by Types 


It is estimated roughly that approxi- 
mately two-thirds of all frypans sold in 
1958 were of the detachable probe type; 
88 percent, or approximately nine out of 
every 10 units of all types, were square. 


Families-of-Appliances 


A trend to families-of-appliances, that is 
griddles, saucepans, dutch ovens, and fry- 
pans in a variety of sizes, continued to 
grow in 1958, as more manufacturers an- 
nounced complete lines. 

However, appliances other than frypans 
in these immersible family groups, didn’t 
fare as well at retail. 

Neither griddles, saucepans nor dutch 
ovens were able to keep their heads above 
water in 1958. Various estimates put the 
combined industry sales of saucepans-and 
griddles for the year at from eight frypans 
to each saucepan and/or griddle, to 10 fry- 
pans to each saucepan ‘griddle. 

There’s no question about it, saucepans 
have yet to come of age. 


Mixers 


The mixer industry has had its share of 
problems in 1958, as both standards and 
portables declined in unit volume from 


ELECTRICAL MERCHANDISING—JANUARY, 1959 








1957, although portables are still gaining 
in proportion to standards as follows: 
1957 1958 
Portable Mixers 2,400,000 1,995,000 
Standard Mixers 1,200,000 770,000 

Even the top three volume producers of 
standard mixers now recognize the fact 
that in the present hectic mass-merchan- 
dising race for faster and faster turnover, 
the higher-ticket units cannot compete 
with the lower-priced over-the-counter 
portables. 

In light of the above, comparing the 
yearly unit volume of standards versus 
portables is probably a mistake. Each re- 
quires different merchandising techniques. 
Unquestionably, each will enjoy steady 
consumer demand, with portables prob- 
ably maintaining their lead over stand- 
ards. 


Standard Mixers 


It is interesting to note that greatest 
declines in 1958 standard mixer sales oc- 
curred in the lower and budget price 
groups, with decreases ranging from 15 to 
45 percent in these categories, as con- 
sumers on the hunt for bargains switched 
from low-priced standards to even lower- 
priced portables. 

Quality products are still in demand, 
especially with builders, architects and 
home planners. Food preparation centers 
are being included in a large percent of 
the new and remodelled kitchens designed 
by these people. And, as the kitchen grows 
as the focal point of family living, the 
food preparation center will continue to 
grow, and a good mixer with built-in pow- 
er and perhaps with attachments to han- 
dle a dozen or more tasks, will continue in 
demand. New approaches, some toward 
built-ins, are promised for 1959. 


Who Buys 

A recent study made by Life Magazine 
to determine average annual household 
expenditure of their readers revealed that 
mixers sell best in all areas of the North- 
east and Central regions, and in the metro- 
politan areas of the South. Families with 
yearly incomes from $7,000 to $9,000 
proved the best mixer customers; homes 
with younger children accounted for 50 
percent of the mixer dollars spent. 


Portables 

While portable unit sales are behind 
1957 (16.9 percent), they enjoyed a won- 
derful acceptance at trade and consumer 
levels. Some manufacturers report pro- 
duction running behind consumer de- 
mand. Portables, in the $19.95-and-under 
price category make excellent gifts, with 
an average well over 40 percent going each 
year as Christmas gifts. 

Improved models were announced dur- 
ing the year by several manufacturers— 
Westinghouse, Sunbeam, Hamilton Beach, 
Universal and Dormeyer. Feature trends 
include sturdier, streamlined bodies, 3- 
speed controls; full-size beaters with auto- 
matic ejectors; and pastel finishes. 

Continued on page 140 
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Shavers 


Despite a general climate of recession 
throughout the appliance industry in 
1958, the shaver industry for the third 
consecutive year topped the 6-million unit 
with a healthy reserve. 

An estimated total of 6,400,000 units 
were sold in 1958 at an average retail price 
of $19.50, representing an estimated $124.8 
million dollar volume. 

Compared with 1957, the record year, 
when 6,650,000 units were sold, this is a 
drop of only 3.8 percent in units. 

Lady’s shavers continued their upward 
trend again in 1958. Of the overall total, 
it is estimated that 4,300,000 units were 
men’s shavers; and 2,100,000 units were 
lady’s shavers. 

As with clocks, irons, toasters, and 
other highly saturated products, there was 
little change from region to region in 
shaver sales. This is especially true since 
television in the past several years has 
carried the shaver story into millions of 
homes, coast-to-coast. 


Outlets 
Starting the latter half of 1957, the 
pattern of shaver retail distribution be- 
gan to shift. Mass merchandisers had dis- 
covered the shaver potential as a mass 
medium in the fall of 1957, and in 1958, 
it is estimated that they moved the great- 
est number of shaver units at retail. 
Department after 
abandoning early in 


stores, temporarily 

1957, re- 
newed interest in the fall of that year, and 
in 1958 became the second best retail out- 
let. Together, these two outlets (mass mer- 
chandisers and department stores) 


shavers 


have 
cut sharply into the volume of shaver 
business formerly done by jewelry and 
drug trade. 


Replacements 


Replacements still account for a large 
portion of the yearly volume, in spite of 
the fact that product improvements in the 
past few years have put the average-life of 
ashaver at five or more years. 

Many shaver users, especially male, trade 
in perfectly good working models, simply 
because they like to try out latest models 


as they appear on the market. 


Who Buys 

In a recent True-Advertising Research 
Foundation motivation research into 100 
shaver-owner households it was found that 
in 62 of the households the husband in- 
fluenced the decision to buy a new shaver. 
In 17 households the wife made the sug- 
gestion; and in 18 homes the shaver was 
a surprise gift from members outside the 
home. 

Father’s Day, 


birthdays and _ replace- 
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ments were occasions of new purchases. 
Frequently the wife inherits the old model. 

This survey also pointed up the fact 
that some males are continually experi- 
menting with different brands, not  be- 
cause of any special dissatisfaction with 
the model owned, but in the hope that 
newer models will be better. 

Eighteen wives in this study owned 
lady’s shavers; 14 were gifts, 12 of which 
were purchased by husbands. In prac- 
tically all instances such shavers were re- 
garded as luxury rather than necessary 
items. 


Industry Changes 

The year 1958 was one of changes in 
the shaver industry. For instance, Ronson 
renewed their interest in shaver business 
with new models introduced in the spring; 
Norelco introduced a new line and actively 
promoted it; Remington brought out new 
and improved models and Universal en- 
tered the field with a battery operated 
model. Finally, as this section goes to 
press, Schick has been sold to Revlon and 
a new board of directors has been named. 

All in all, with all this renewed interest 
in the shaver industry 1959 is bound to be 
a record shaver year. 


Steam Irons 


Steam iron unit sales for the industry 
fell almost 1.5 million units short of 1957 
volume in 1958, a 26.7 percent drop, as fol- 
lows: 


Ave. Ret. 

Units Pr. Val. 
1958 3,975,000 $17.95 $71,351,000 
1957 5,425,000 16.95 91,950,000 


This is the first time in three years that 
steam irons fell so far below the 5-million 
mark. 

Automatic dry irons held steadier, with 
1,100,000 units sold in 1958, at an average 
retail price of $9.95. This is a 33.3 percent 
decline from 1957, when 1,650,000 units 
were sold. 

Travel irons held fairly steady with 
175,000 units sold in 1958. Compared to 
550,000 units sold in 1957, this is only 13.6 
percent down. 

The combined iron industry totalled for 
the year, 5,550,000 units at an estimated 
dollar value of $84,692,650. 

It is estimated that approximately 75 to 
85 percent of the steam iron volume rep- 
resents replacements. 

Unlike other electric housewares items, 
steam irons have a fairly steady demand 
over the months. It is estimated that less 
than half are sold as gifts. The balance are 
purchased directly by individuals. 


Who Buys 


The recent Life Magazine study revealed 
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that the best age group for iron purchases 
is from 40 to 49 years old; and 30 to 39 is 
the second best; 49 percent are purchased 
by families with young children; 22 per- 
cent by families with older children. 

As wash-and-wear fabrics become more 
important in the laundry industry, the 
general consensus is that these new fa- 
brics are no threat to steam iron sales. 
“Until fabrics and techniques are per- 
fected, see no threat’; “Most wash-and- 
wear requires some ironing to look right” ; 
“Too many other fabrics in use in the 
home that require ironing.” ‘No, steam 
irons will become even more necessary in 
the future” are some replies to the ques- 
tion of wash-and-wear versus steam irons. 


Toasters 


Another 3,200,000 automatic toasters 
were sold in 1958. This is 14.7 percent un- 
der the 1957 near-record year of 3,750,000 
units. 

Maintaining its reputation as a favorite 
at all merchandising levels, the toaster has 
reached a saturation of 79.9 percent of the 
19,390,000 wired homes in the country. 

Each year the replacement market takes 
a bigger bite of total sales volume, at pre- 
sent accounting for from 40 to 50 percent 
of the yearly volume. 

Always popular as gift merchandise, it 
is estimated that approximately 65 per- 
cent of toaster sales represent gifts. Sea- 
sonal retail sales charts show that the last 
three months (October, November and 
December) still are the most popular for 
toaster sales, accounting for about 40 per- 
cent. In the last few years this has levelled 
off, with increases in volume occurring in 
the first quarter of the year. 


Who Buys 

According to the recent Life Magazine 
survey of household expenditures for elec- 
trical equipment, it was found that home- 
makers ranging in age from 30 to 39 years 
account for 26 percent of all purchases; 
40 to 49 age group buys 24 percent; and 
50- to 64-age group buys 27 percent. 

Families with young children buy 43 
percent of all toasters; families with older 
children 20 percent; and families with 
head of the house over 40 (and no chil- 
dren) buys 19 percent. 

Styling and new design played an im- 
portant role in the 1958 toaster business. 
Following the general trend to the 
“square-look” in major appliances, 1958- 
59 toasters reflect this trend. Also in 
line with the automatic coffeemaker trend 
toward larger capacity units for enter- 
tainment purposes, three- and four-slice 
toasters were popular in some lines. II- 
luminated pushbuttons to select the va- 
rious degrees of brownness were another 
trend. 

Dual purpose units (units with hori- 
zontal oven beneath conventional upright 
toasting oven) were also popular. End 
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THERE’S MORE TO TELL, MORE TO SELL WITH AN 


&}) Whinkpoot 


GOLD STAR GAS RANGE 















Backed by the 
$28,000,000 
Gold Star gas range 
promotion 
The “Gold Star’ will be found 
only on those ranges meeting the 
highest standards of A.G.A.! Over 
$2,000,000 will be spent to promote 


Gold Star ranges in January alone 
..over $28,000,000 during 1959 by 


food can’t burn 
the gas industry! Get “‘Gold Star on thermostatically- 
profits” with this RCA WHIRLPOOL 
cas range. 7 controlled burner! 















Look! Compare! Here’s the most effective gas 
range selling story in the big-volume class! 








There’s so much more styling and performance! 
Besides a thermostatically-controlled top 
burner, it has Center Simmer burners with in- 
finite heats . . . matchless, automatic-ignition 
top burners and oven. . . sleek, modern, illumi- 
nated mantel... electric clock and timer. . . big 
Balanced-Heat oven . . . glide-out 5-position 
broiler . . . thermostatically-controlled, plug-in 
Center Simmer griddle (optional . choice of decorator colors 
{ burners . . . and many other wanted features. Also, 
Provide fast, accurate heat for there’s the powerful “Gold Star’’ merchandising 
every type of cooking from fast program to help you boost your sales of this 
frying to gentle warming. Eco- outstanding RCA WHIRLPOOL gas range! 
a nomical Quik-Litet pilots pro- Get back to profitable selling ... see your 
ee a vide automatic lighting. RCA WHIRLPOOL distributor! 
MODEL Ne ee 
G-342 L— — 


RCA WHIRLPOOL... America's first family of gas appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


i . eo de 


Automatic Washers & Dryers = Washer-Dryer Combination Refrigerators Ranges oa Built-in Ovens & Surface Units . Kitchen Cabinets 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Looks to the Future 


Encouraged by the way in which its sales held up throughout the 
recession, the gas industry now looks forward to a future bright- 
ened by aggressive merchandising plans, the addition of new nat- 
ural gas customers, and the promised appearance of a variety of 
new products 


HE gas appliance industry is enter- 
ing the 1959 recovery period with 
healthy prospects, and with solid 

plans for their realization. 

During the past two years, for the most 
part a troubled period for home appliances 
and equipment, gas appliance sales gener- 
ally have held up well in comparison with 
the field as a whole. Gas men consider this 
a significant showing because of the keen 
testing of consumer preferences generated 
by a recession. 

A pronounced upturn in gas range sales, 
with sales in the fourth quarter of 1958 
running well ahead of those in the last 
three months of 1957, is a highlight of the 
recovery. 

The industry’s immediate outlook is for 
a moderate upward trend in most prod- 
uct categories over the next 18 months, 
with the improvement gradually accelerat- 
ing. The longer-range outlook also is for 
continued strong and improving gas ap 
ance sales for an indefinite period ahead. 


Reasons for Optimism 


Such optimism by the gas utility indus- 
try and appliance manufacturers is based 
on a number of general factors, and some 
special ones. 

The gas industry will share the benefits 
of an over-all business upturn. There will 
be a catching-up period on those appliance 
purchases which the consumer can most 
readily defer, and which accordingly are 
most likely to dip during periods of uncer- 
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tainty. Ranges, refrigerators and clothes 
dryers fall into this category more than 
most heating items, and much more than 
water heaters. 

Another widespread benefit to be shared 
will be the accelerated family formations 
anticipated for the 1960’s. Appliance mar- 
kets will expand with homebuilding and 
house furnishing activity in general. 

Special factors favoring gas appliances 
include the expansion of natural gas net- 
works to serve large numbers of new gas 
customers, and merchandising forces 
which the gas utilities and appliance man- 
ufacturers are bringing to bear in support 
of the gas appliance dealers. These forces 
include intensified national advertising, in- 
cluding television, stepped-up promotion 
and publicity programs, a new stress on 
cooperative local promotions, an appliance 
upgrading program, and the introduction 
of new or significantly improved items. 


ITOR’S NOTE: This Statistical and 
Market Planning issue of ELECTRICAL 
MERCHANDISING traditionally pro- 
vides an industry-wide picture of just 
what’s happening in the electric appli- 
ance-radio-TV field. To help put this 
industry portrait in its proper perspec- 
tive, the editors have this year asked 
the American Gas Assn. to provide this 
brief summary of what’s been happen- 
ing and what’s likely to happen in the 
gas industry during the months ahead. 


New interest in gas appliances on the 
part of companies with widely diversified 
product lines also will be a helpful factor. 
This is particularly true in the case of the 
gas refrigerator. 


Product Predictions 


While the trend for the immediate future 
appears definitely upward, it is expected 
that there will be considerable variation 
in the way the different product categories 
fare. Economic conditions, the impact of 
gas line extensions, the location and type 
of new construction, and many other fac- 
tors, are expected to spread their effects 
somewhat unevenly. 

The following predictions for the year 
1959 are based on expectations of manu- 
facturers surveyed by the Gas Appliance 
Manufacturers Association. 

Gas range sales, which for the entire 
year 1958 were down 6.7 percent from 
1957 to 1,837,600 units, including built- 
ins, are expected to show an upturn of 
2 percent, to 1,883,100 for 1959. Because 
of new gas industry promotion plans for 
ranges, however, these expectations may 
be in for sharp upward revisions. 

Gas built-in ranges, which have shown 
uninterrupted gains, are expected to reach 
253,100 in 1959, compared with 222,900 in 
1958 and 197,200 in 1957. 

Replacement sales of automatic gas wa- 
ter heaters proved virtually recession- 
proof, although of course this equipment 
item did feel the impact of the dip in new 
housing construction in 1957 and the early 
months of 1958. The product benefited 
from a rise in housing activity as the year 
progressed. 

Automatic gas water heaters are ex- 
pected to continue their strong upward 
trend with 1959 sales totaling 2,742,100, 
up 4.6 percent from 1958’s 2,621,700, in 
turn a gain of 3.5 percent over 1957. 

Actually, the gain is greater than that 
indicated by mere numbers because of the 
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growing need for hot water in the modern 
home and the fact that gas equipment ca- 
pacity is keeping pace. As more and more 
dishwashers, automatic washing machines 
and extra bathrooms are added there will 
be continued growth in demand for water 
heaters able to do a bigger job than was 
required for their predecessors. 

For gas-fired warm-air furnaces for res- 
idential central heating, a gain of 5.5 per- 
cent to 863,800 units is expected in 1959. 
This compares with a 1958 gain of 16.4 
percent. For warm-air furnaces, gas-fired 
boilers for home heating, and gas conver- 
sion burners combined, sales of 1,134,700 
are expected for 1959, up 4.1 percent from 
1958, which in turn was up 12.2 percent 
from 1957. 

Gas vented recessed wall heaters, up 18.2 
percent in 1958, are expected to gain an- 
other 7.1 percent in 1959, bringing unit 
sales to 406,200. Gas floor furnaces are 
expected to decline 7.8 percent to 87,500. 

Gas incinerators are slated for a gain of 
36 percent to 65,300, largely because of the 
impact of new smokeless, odorless models. 

This year also is expected to produce 
gains of 1.9 percent for gas direct heat- 
ing equipment with sales reaching 1,371,- 
500, compared with a 1958 total of 1,345,- 
300. Other items which are expected to 
show increases include unit heaters up 19 
percent, a 17.4 percent gain for duct fur- 
naces, and 12 percent for clothes dryers. 
A dip of 6.7 percent is anticipated for com- 
mercial gas ranges. 


Other Gains Expected 


The fields of gas lighting, gas refrigera- 
tion and gas air conditioning for homes 
were omitted from the GAMA survey be- 
cause of the present dominance of those 
fields by a few manufacturers. Numerical 
statistics, moreover, would fail to convey 
a true picture, due to fluidity of the situa- 
tion of those products. 

Gas lights experienced a sudden revival 
in 1958. Following experimental local pro- 
motions by the Arkla Air Conditioning 
Corporation in Little Rock, Ark., a wide- 
spread latent market apparently was 
tapped. By the end of 1958, several manu- 


facturers were selling outdoor gas lamps 
all over the country at a rate estimated at 
300,000 for the year. Because of the spe- 
cial qualities of gas light, including econ- 
omy, “soft” illumination, and the fact 
that it attracts relatively few insects, gas 
light appeared to have a genuine poten- 
tial market of indefinite duration. 

The Arkla corporation (an affiliate of 
the Arkansas-Louisiana Gas Company) 
also made news in the gas air conditioning 
field in 1958. Having purchased Servel, 
Inc.’s manufacturing facilities in the fall 
of 1957, Arkla began manufacture of an 
improved Arkla-Servel residential unit, 
and in January of last year launched a co- 
operative sales campaign with the gas 
utility companies of the country. With 
the utilities spearheading local sales cam- 
paigns, Arkla found its quotas oversub- 
scribed and was able to cut prices. Again, 
a latent market of almost unlimited poten- 
tial appeared to have been tapped. 

Besides the new Arkla-Servel central 
heating and cooling unit, a gas add-on air 
conditioner was introduced by the Carrier 
Corporation’s Bryant Division. 

Because of the gas companies’ desire to 
build summer loads, gas air conditioner 
sales both from their own floors and 





















through dealers seem assured of strong 
utility support for the foreseeable future. 


Revival in Refrigerators 


The year 1958 was one in which gas re- 
frigeration began a revival that is expected 
to carry the product far ahead of anything 
in recent years. Whirlpool, Norge and Nor- 
co, Inc. already are in the field. They may 
be joined by others. Strong marketing ef- 
forts will make the most of what the indus- 
try believes will be a continued line of 
technical improvements. Elisha Gray, I], 
chairman of Whirlpool, which took over 
the Servel refrigerator enterprise in 1958, 
sees new peak demands ahead for refrig- 
erators. 

In Gray’s analysis, the current period 
is the trough of a refrigerator demand cy- 
cle due to high saturation and low obso- 
lescence. As new features and the necessity 
for replacements bring about a new phase 
of high demand, Gray sees the gas refrig- 
erator in a position to eventually account 
for 25 percent of this expanded market. 


Five-Year Forecast 


For the five year period 1958-1962, the 
American Gas Association has forecast po- 
tential sales of 57 million gas appliances. 

Continued on page 147 





NEW profit making miracles from 


Silex Appliance Specialties are gift-designed to work new profit miracles! 
They give you added sales—extra volume over and above normal expectancy —with 

longer margins and less competitive pressure. You get more turnover, a better 
return from your inventory investment. Stock a full line of these Silex products now! 


Palk> 


Complete line of 
Electric ice Cream Freezers 
Food and drink Sunkist Approved 
Blenders of all types Electric Juicits 
Famous Silex 
Coffee makers 


Electric Bun 
and Food Warmer 


Silex Elec-Trivets 


Silex Starlight Carafes 


Complete line of 
Electric Lawn & Garden 
Equipment 


Silex-Enterprise 
No-Clamp Food Choppers 


America’s Favorite 
Portable Electric 
Clothes Washers 


specialize in profits... 
with Silex appliance specialties 


THE SILEX COMPANY, 6333 WEST 65TH ST., CHICAGO 38, ILLINOIS e In Canada—The Silex Co., Ltd., Iberville, Quebec 
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utomatic-electric 
percolator 


COFFEE TASTES BEST 
MADE AND SERVED 
IN SPARKLING GLASS 


e brews and maintains drinking 
temperature automatically 





e adjustable flavor control 


e fast, quiet percolation with 
2 to 9-cup capacity 


e high style carafe design 
modern polished brass trim 


e interior lighting for new crystal 
beauty and coffee pleasure 


e heat-proof Pyrex-type glass 


e lightweight, easy-to-use- 
comfortable evercool handle 


For the first time, see coffee brewed automati 
cally—in glass. Once again, SILEX~—the greatest 
name in coffee-making—has raised America’s 
favorite beverage to a new plateau ot pleasure 
There is no substitute for ylass because you 
know when vlass is clean and vlass S easy to 
clean! Women will thrill to the new elegance and 
candle-light effect of the unique built-in illumi 


nation. Individually packed. 115 volts A.C. only 
®, 


MODEL 1909-B, black, 4 Ib Retail 29.95 
f: : MODEL 1909-C, ivory, 4 lb Retail 29.95 
} 


distinctive gift-with rugged everyday utility... another profit-making appliance specialty from SILEX 


THE 3 co. 


6333 West GSth Street - Chicago 38, Ill. 


Printed in U.S.A 





‘I don’t know who you are. 
| don’t know your company. 
[ don’t know your company’s product. 
1 don’t know what your company stands for. 
I don’t know your company’s customers. 
I don’t know your company’s record. 
I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 


on 
*% 


MORAL: Sales start before your salesman calls—with business magazine advertising. 


-A Magazine of the appliance Pros 


A McGRAW-HILL PUBLICATION ABC-ABP 
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Prediction of this potential 
market, which is seen as rising 
steadily from year to year, is 
based on such tangibles as antici- 
pated new housing construction, 
trends in acceptance of gas ap- 
pliances, replacement rates, cur- 
rent saturations, and new cus- 
tomers to whom gas service will 
be extended. 

Actual sales for the period are 
forecast at 45 million gas appli- 
ances, assuming continuation of 
promotional efforts at present 
levels. Realization of the full po- 
tential market, an additional 12 
million appliances, is predicated 
on “optimum” conditions of pro- 
motion effort and product im- 
provement. The potentials are re- 
garded as realistically attainable 
goals, conservatively estimated. 

Included in the “optimum” 
five-year estimate are potential 
sales for individual appliances 
as follows: gas ranges, free- 
standing and built-in, 13.9 mil- 
lion; gas water heaters, 17.7 mil- 
lion; gas central heating units, 
5.5 million; gas floor and wall 
furnaces, 2.9 million; gas space 
heaters, 13.0 million; gas dryers, 
4.2 million; and gas incinerators, 
0.5 million. 

The five-year potential total of 
57 million gas appliance and 
equipment items is exclusive of 
refrigerators and air condition- 
ers. 

Appliance sales, assuming con- 
tinuation of promotion and prod- 
uct improvement effort at cur- 
rent levels only, are forecast as 
follows for the five-year period: 
gas ranges, free-standing and 
built-in, 9,255,000; water heater, 
15,320,000; central heating units, 
4,875,000; floor and wall fur- 
naces, 2,605,000; space heaters, 
9,575,000; dryers, 3,555,000; in- 
cinerators, 365,000. 

Figures on incinerators, both 
for potential and forecast actual 
sales, are offered as_ tentative 
only since the sale effectiveness 
of the new smokeless-odorless 
models has not as yet been fully 
tested. 

A number of utilities have be- 
gun strong promotional cam- 
paigns—initially they have been 
virtually educational campaigns 

for gas incinerators. 

Added to these have been the 
GAMA incinerator division’s 
“Hub of the Wheel” demonstra- 
tions, in which utility represen- 
tatives, air-pollution control of- 


ficials and others have been 
brought together to view the 
smokeless-odorless units in oper- 
ation. 


Gas Helps Itself 


Forces operating to strength- 
en gas appliance sales, in addi- 
tion to the general factors of 
economic upturn and population 
growth, include major programs 
of the gas industry itself. 

Among the most important 
developments is the extension of 
gas service to new customers 
through expansion of the natural 
gas pipeline and distribution 
network. Most recent area to be 
opened up to low-cost natural 
gas was the Pacific Northwest, 
following opening of the Scenic 
Inch pipeline from the South- 
west in the fall of 1956. 

Next major area to be opened 
to natural gas will be Florida, 
upon completion of pipeline fa- 
cilities now under construction 
there. 

In both areas, the new gas 
supplies mean a vastly enlarged 
potential for gas appliance sales. 

In the country at large, addi- 
tional pipelines, expanded gas 
storage facilities, and extension 
of mains to new communities are 
bringing natural gas service to 
approximately 1 million new cus- 
tomers yearly. In 1959, an esti- 
mated $2,265,000,000 will be 
spent for such new construction. 
Capital investment will proceed 


at an accelerating pace for the 
next 11 years, nearly tripling the 
gas industry’s gross plant by 
1970. 


Promoting the Product 


To assure adequate outlet for 
this hugely expanded supply, the 
gas industry already has organ- 
ized effective national sales, pro- 
motion and advertising support 
for gas appliances. 

Most notable is the cooperative 
gas industry advertising of gas 
and gas appliances on the pres- 
tige network television program 
Playhouse 90. Through A.G.A., 
utilities and manufacturers are 
combining to spend approxi- 
mately $3,000,000 a year on spon- 
sorship of this top-rated show, 
on which the gas commercials 
are delivered by Julia Meade, 
television’s highest-paid hostess. 

Effectiveness of the television 
campaign was shown almost im- 
mediately following its launch- 
ing in 1957. During 1957, gas 
ranges not only out-sold other 
competition in numbers but re- 
versed the earlier trend by in- 
creasing their share of the total 
market. 

Cooperative advertising, 
shared by utilities and manufac- 
turers, also is playing a large 
part in national magazine adver- 
tising of gas appliances. 

A major gas industry promo- 
tion in 1959 will be the new na- 
tionwide Gold Star campaign, in 
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which the gas industry will make 
a strong effort to capture the 
high-quality, top-of-the-line mar- 
ket for gas ranges. 

Backed by $2,000,000 in na- 
tional advertising and publicity, 
the campaign is scheduled for 
launching in January. Its banner 
will be the Gold Star symbol, 
which will be awarded in addi- 
tion to the A.G.A. Blue Star Ap- 
proval Seal, for gas ranges meet- 
ing a list of stringent require- 
ments for quality and extra fea- 
tures. 

Success of the Gold Star pro- 
gram will mean higher unit prof- 
its on gas ranges, for dealers, as 
well as higher unit sales. 

At the same time that it is 
promoting top-of-the-line 
ranges, A.G.A. is upgrading its 
approval requirements for all 
gas ranges. After January 1, 
1959, the standards require that 
all new ranges made must have 
completely automatic ignition in 
order to qualify for the A.G.A. 
Blue Star Seal of Approval. 


Promotion Helps, Too 


In promotion, a new stress on 
cooperative, locally coordinated 
campaigns also is producing re- 
sults for gas. Through A.G.A.’s 
promotion headquarters, year- 
ahead plans and material are 
supplied for utilities and dealers 
for unified campaigns covering 
each major appliance. 

A standard appliance promo- 
tion, for example, is the annual 
“Old Range Round-Up,” in Octo- 
ber, which regularly produced 
the year’s peak gas range sales 
during that month. 

A successful newer program 
on which the gas industry is ex- 
panding considerable effort, is 
the ‘White Christmas” cam- 
paign, which in 1957 featured 
3ing Crosby in a nationwide, 
across-the-board promotion of 
gas appliances. In 1958, the pro- 
motion utilized the talents of 
husband-and-wife team Fred 
MacMurray and June Haver, also 
top Hollywood personalities, to 
sell gas appliances. 

Another gas industry promo- 
tion supporting current sales is 
the national “Mrs. America” 
competition, with its many re- 
lated state and regional pro- 
grams. Transformed from _ its 
original concept as a beauty con- 
test, the program by 1958 had 
become one glorifying the home- 
maker and showing the way to 
better living with gas and gas 
appliances. 

Product improvement, seen as 
a requisite for attaining the po- 
tential appliance sales goals of 

Continued on page 148 
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the A.G.A. forecast, has been re- 
ceiving concentrated attention 
in research and development ac- 
tivities of both A.G.A. and the 
appliance manufacturers. 

This emphasis accounts for 
much of the enthusiasm with 
which gas utility people are sur- 
veying the future. Particularly 
significant among the technical 
advances will be the simplified 
and otherwise improved gas re- 
frigerator plus new types of gas 
air conditioning and improve- 
ments for existing types. The 
gas association last October re- 
vived the practice of appliance 
exhibits at its conventions by 
filling the floor of Atlantic City’s 
Convention Hall with new prod- 
ucts. Fifty-five manufacturers 
displayed a total of 69 new ap- 
pliance and gas equipment de- 
velopments perfected in the last 
two years. 

Home appliances already on 
the market included such items 
as infra-red gas ranges, broilers 
and rotisseries, the new smoke- 
less-odorless incinerators, the 
improved air conditioners, fold- 
away burners, new types of burn- 
ers improving efficiency and fuel 
economy, remote-control ranges, 
and new built-in models’ of 
ranges, and other appliances. 

The smokeless-odorless gas in- 
cinerator, whose ultimate poten- 
tial is almost unlimited as a solu- 
tion to air pollution and disposal 











problems of our large cities, was 
an example of the kind of coop- 
erative research and develop- 
ment effort now typical of the 
gas industry. Basic principles 
and designs developed in an or- 
ganized A.G.A. research program 
were made available to all inter- 
ested manufacturers immedi- 
ately upon completion of tests 
in 1957. In January, 1958, sev- 
eral manufacturers announced 
models on the market, with other 
manufacturers announcing mod- 
els during the year. 

A larger-scale cooperative re- 
search effort has been directed 
to development of several com- 
pletely new types of gas air con- 
ditioners. Successful designs 
again were made available to 
manufacturers, with the result 
that various units currently are 
undergoing field tests. Expecta- 
tions are that these new prod- 
ucts will appear on the market 
in the near future. 

Higher-capacity, higher-speed 
water heaters, point-of-use water 
heaters, improved types of fur- 
naces, sealed-tub burners, and 
additional applications of gas 
infra-red burners are some of 
the other products under inten- 
sive research and development 
work. 

From all of these programs, 
dealers as well as utilities and 
manufacturers, may expect to 
benefit. End 
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Exclusive promotions in the Chicago Tribune 
score 1958 sales gains for Westinghouse! 


DAILY 
DOUBLE ~ 








A year ago this January, Westinghouse Appliance 
Sales began planning the first of three highly success- 
ful sales promotions in Chicago. 

This “Daily Double”? promotion produced a 25% 
sales increase during the first quarter of 1958—a 
time when the sales outlook was something less than 
rosy. Its success led to two additional Westinghouse 
promotions during 1958. 


Dealers Signed Up in Advance 

The entire Westinghouse line was featured in the 
“Daily Double.” Dealers rallied by signing up in 
advance for the basic merchandise package. The 
complete promotion included customer premiums, 
point-of-purchase materials, a dealer incentive plan 
and, most importantly, neighborhood dealer listings. 

This was planned as an exclusive promotion in the 
Chicago Tribune with 7 full pages of Selective Area 
advertising. 


78 Dealers Participated 
The Tribune’s Sales Development Division quickly 
turned out presentations to help Westinghouse sell 
the plan to dealers. 78 dealers were lined up. The 
kickoff ad was set for Sunday, Feb. 23. 

Selective Area made it possible for Westinghouse 
to run the same ads in all 5 neighborhood sections of 
the Tribune. However, in each section, the ad in- 
cluded the photos, names and addresses of the dealers 


DOUBLE 
HEADER _ 


TRADE ONE 








located in that area. Each dealer received the strong- 
est possible identification among families best 
located to buy at his store. Yet Westinghouse re 
tained complete control of the advertising program 


Results Led to Second and to Third Promotion 
Response from Tribune readers was tremendou- 
Dealers in every area reported excellent results. Anc 
before the ink was dry on the last “Daily Double” 
ad, Westinghouse began planning its second majo: 
promotion, the “Double Header.”’ 

Beginning in May and supported by more than ° 
pages of exclusive advertising in the Tribune, the 
‘‘Double Header’’ scored another huge success 
Results were so impressive that still another promo 


tion, the ‘Trade One, Save on Two,” was launched 
in September, powered by more than 7 pages 0! 


advertising in the Tribune. 


Tribune Advertising Gets Results 
Using some 20 pages of advertising in the Tribune. 
Westinghouse has racked up substantial sales gain- 
in the Chicago market with these spectacular pro- 
motions. 


What Westinghouse did, you can do. Why not cal] 
a Tribune representative right now to help you 


design a sales-producing program for the Chicag: 
market? 


76 be BIG in Chicago, be BIG in the Thibune! 
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Why improvise ? Why adapt? 
Use genuine Frigidaire parts, they fit! 
























Ever repair a compressor with a bobby pin and a wad of Frigidaire knows what laboratory tests and research went 
chewing gum? Of course vou haven't! You wouldn't take into the original parts manufacturing! And, Frigidaire main- 
the chance even if it could be done. Yet some servicemen tains complete stocks of parts for Frigidaire products old 
still take a chance on parts and accessories which, in the and new! 


long run, cost more through unnecessary call-backs and lost : = ee oe 
Make sense? We think so! There are 36 Frigidaire whole- 
custome! goodwill ; i 

_ sale parts depots across the nation . . . each supplying up- 
Nearly 10,000 successful servicing dealers know that imita - ; 
wards of 30,000 different items for fast service. 
tions can never hope to match the made-to-fit quality and 


economy of genuine Frigidaire parts. Here’s why! Frigidaire No matter what the job, insist on genuine Frigidaire Parts 
knows the complete engineering background and develop- —precision-built to assure better, longer-lasting results. The 
ment of every Frigidaire product! Frigidaire knows why right part, at the right price, is as near as the Factory Branch 


or Distributor’s Office listed on the next page. 


FRIGIDAIRE 


Goiden Rule Service 


each original or replacement part was built the way it was! 
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| Measure up to Guam With Golden Rule Service | | 
| | | 


ALER 
| AWARD OF wotwvarion | TRratwng | SENERAL MoTORS DISTRICT FRIGIDAIRE semenene PRODUCT TECH-TALK PARTS en na 
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New Frigidaire Ice-Ejector On every service call, take along a Frigidaire Ice-Ejector Ac cessory 


Package. You'll be amazed how easily they sell themselves. Just show 


accessory can add extra the customer how, at the touch of the lever, the ejector releases and 
profits to service Calls stores ice cubes in the server bin. Each package ine ludes two ejector 
ice trays and the combination ejector and server bin with removable 


cover. Fits most food freezers and freezer compartments, 
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Prices of appliances should be 


roughly the same as_ they 
were this year, with perhaps mi- 
nor reductions on a few items. 
Since higher wage rates and in- 
creased costs of materials have 
raised manufacturers’ costs, they 
have had great difficulty in bring- 
ing down prices. 

With a favorable price picture 
and with a sense of well-being 
brought about by rising incomes, 
the consumer is in good shape to 
buy durable goods. Thus consum- 
er spending will make an impor- 
tant contribution to the prosper- 
ity of 1959. But what will be the 
other forces which will make the 
year as a whole better than it 
was in 1958? 

A look at the business sector of 
the economy points to higher lev- 
els of activity for 1959. For the 
year as a whole business has 
plans to spend $83 billion for 
new plants and for new equip- 
ment. This is .5 percent higher 
than business spending in 1958. 
It means a high level of produc- 
tion for those companies making 
this kind of equipment. Appli- 
ance manufacturers plan to spend 
27 percent more for new facilities 
in anticipation of the increased 
consumer demand. 

Although these plans _ for 
spending by business as a whole 


THE OUTLOOK IS BRIGHT 


STORY STARTS ON PAGE 53 


do not indicate an early return 
to the peak spending of 1957, 
they do point to a substantial up- 
ward revision in plans for ex- 
penditures indicated early in 
1958. 

The pickup in capital spending 
in turn points to a higher rate of 
industrial production. Last year, 
industrial production as a whole 
as measured by the Federal Re- 
serve Board’s index (1947-49= 
100) averaged 134. This year the 
average should be around 145. 

Auto production, the other 
large component of durable 
goods, should also show improve- 
ment in the year ahead. Industry 
estimates indicate that about 5.5 
million cars will be produced this 
year. This figure could go high- 
er, however, if the new models 
really catch on. 

The rise in auto production 
will also mean a rise in steel pro- 
duction. Only 85 million ingot 
tons of steel were produced in 
1958, compared with an antici- 
pated rate of 107 tons in the 
year ahead. Since the auto indus- 
try is one of the largest users of 
steel, a big car year would also 
mean a big steel year in the 
offing. 

Thus, business spending and 
industrial production are head- 
ing up this year. A revival in 
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“THIS IS ONLY A QUESTION, YOU UNDERSTAND, 
BUT WOULD ONE LITTLE BB HOLE DO MUCH TO OUR PICTURE TUBE?” 
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consumer spending on durable 
goods would speed up the recov- 
ery of capital investment in the 
industries where present plans 
for 1959 seem relatively low—in 
metals and metal-working, of 
which the consumer durables in- 
dustries are respectively, the 
largest consumers and doers. 
These are the industries where 
capital spending needs a real 
boost to get back near the 1957 
levels. 

The other force which will con- 
tribute to a prosperous year is 
government spending. When busi- 
ness began to decline in 1957 the 
government either authorized or 
put into effect many programs 
which would shore up the econ- 
omy. However, because it takes 
time to set up such programs, a 
substantial part of those author- 
ized will not result in actual ex- 
penditures until sometime in 
1959. 

In 1957 total government 
spending amounted to $87.1 bil- 
lion. An additional $4.6 billion 
was spent in 1958 as a result of 
the recession programs and our 
continual high military expendi- 
tures. The total for 1959 should 
reach $96.7 billion as a result of 
the carry-over from 1958. 

But because government in- 
come was down—lower corporate 
profits produced lower taxes—the 
government will be operating 
with a huge deficit. This means 
that although there is a possibil- 
ity of a cut in personal income 
tax, particularly with a Demo- 
cratic Congress, it is not a very 
likely prospect. 

Taking the economy as a 
whole, consumer income is high 
and rising. Because the prices 
consumers will have to pay will 
be relatively stable, consumers in- 
come will show a “real” gain. 
There will be plenty of credit 
available, and consumers are in a 
good position to take on more 
debt. Consumers savings also are 
at a high level and will probably 
go higher. 

Business spending has turned 
around and is now heading up. 
This in turn will mean a rise in 
production for most manufactur- 
ing industries. Government 
spending is also rising. 

Thus the three major segments 
of the economy point to 1959 as a 
prosperous year—and in the case 
of appliance dealers it could even 
be of boom proportions. End 










Why improvise on 
SERVICE TRAINING 
When Frigidaire provides 
the finest TUITION-FREE! 


Expert servicemen, qualified to do the 
job right the first time, that’s a major 
goal of Frigidaire Golden Rule Service. 
Frigidaire offers guidance, technical 
assistance and professional training. 
For information on parts and training 
call or write: 


FRIGIDAIRE SALES 
CORPORATION OFFICES 
ATLANTA, GA. 
2995 E. Ponce de Leon Ave., Decatur, Ga. 
BALTIMORE-WASHINGTON 
2315 Cecil Ave., Baltimore 18, Md. 
BOSTON 15, MASS., 25 Blandford St. 
BUFFALO 2, N. Y., 1018 Main St. 
| CHARLOTTE 1, N. C., P. O. Box 1192 
j CHICAGO 51, ILL., 1200 N. Homan Ave. 
CLEVELAND 14, OHIO, 1729 E. 22nd St. 
DAYTON 19, OHIO 
P. O. Box 597, Far Hills Station 
| DENVER 4, COLO., 215 Wazee Market 
DETROIT 28, MICH., 13940 Tireman Ave. 
FORT WORTH 7, TEXAS, P. O. Box 9847 
KANSAS CITY 16, MO. 
1534 Burlington St., North Kansas City 
LOS ANGELES 58, CALIF. 
P. O. Box 58314, Vernon Branch 
MINNEAPOLIS-ST. PAUL, MINN. 
2331 University Ave., S. E. 
Minneapolis 14, Minn. 
NEW ORLEANS 19, LA., 4141 Bienville St. 
NEW YORK 19, N. Y., 1775 Broadway 
OAKLAND 8, CALIF ., 1250 53rd St. 
PHILADELPHIA 24, PA. 
| 500 E. Hunting Park Ave. 
| PITTSBURGH 6, PA., 248-50 S. Euclid Ave, 
PORTLAND 9, ORE., 1035 N. W. 14th Ave, 
ST. LOUISS, MO., 482N. Kingshighway Blvd. 


FRIGIDAIRE DISTRIBUTORS 
EL PASO, TEXAS 
W. G. Walz Co., 500 San Francisco St. 
HAGERSTOWN, MD 
Potomac Edison Co., 55 E. Washington St. 
HOUSTON 2, TEXAS 
Cox & Blackburn, Inc., 2301 Commerce Ave. 
INDIANAPOLIS 2, IND 
Refrigerating Equipment Co 
| 900 N. Senate Ave 
LOUISVILLE 1, KY 
Smith Distributing Co., P. O. Box 1495 
MEMPHIS 3, TENN 
| McGregor's Ine., 1071 Union Ave, 
MIAMI 36, FLA 
Domestic Refrigeration Co., Ine. 
134 N. W. Third Ave 
OMAHA 8, NEB 
Major Appliance Co., 1101 Jackson St 
ROCHESTER 4, N. Y 
Chapin-Owen Co., Inc., 205 St. Paul St 
SALT LAKE CITY 11, UTAH 
W. H. Bintz Co., P. O. Box 1350 
SAN ANTONIO 6, TEXAS 
Straus-Frank Co., P. O. Box 600 
SIOUX CITY 2, IOWA 
D. K. Baxter Co., P. O. Box 1707 


SPOKANE 1, WASH 
Sunset Electric Co., North 703 Division St. 
SYRACUSE 1,N. Y. 
Onondaga Supply Co., Inc. 


344 West Genesee St. 
| TAMPA 2, FLA 
Byars-Forgy, Inc., 105 Twiggs St. 
TORONTO, CANADA 
Frigidaire Products of Canada, Ltd 
1901 Eglinton Avenue, E., 
Scarborough, Ont., Can, 


wv") 
FRIGIDAIRE 


Backed by General Motors 
Frigidaire Service Department, Dayton 1, Ohio 
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GOLD 


Node NEW broader /ine 
NEW brilliant beauty 
NEW exclusive features 
NEW solid value 
N EW profit potential 


Roper reaches a new high in customer 





appeal with its gas range line for ’59. 
Exclusive top-of-range Rotis-O-Grill 
leads the feature parade ... gives you a 
selling story you get only with Roper. 
New Circle-Simmer speed top burner, 
Flame-Set Tem-Trol and King-Size 

20” oven offer your prospects the very 
latest in modern gas cooking. Delight- 
ful new design attracts immediate 
attention. Get set for a big selling 


season with the great new Roper. 


ez 


ete. 





ceases. 


Tl SCINTILLATING 
NEW STYLING 


NEW TEM-TROL BURNER NEW LIGHTWEIGHT ‘3 Ultra-modern Insta-Set back 


WITH FLAME-SET CIRCLE-SIMMER BURNER KING-SIZE 20” . panel oe with new — 
z BAKE-MASTER OVEN trim-line hardware to provide 
Gives absolute control of Tower pilot assures fast, the ultimate in functional 


flame size at all times. Elimi- _ positive lighting, ideal keep- agin om. of extra capac- beauty. Soft charcoal and bril- 
nates once and for all the warm flame. Burner excep- ity, yet bakes and roasts most -.  Jliant chrome accents blend 
problem of food scorching. tionally easy to clean... economically. No “hot spots” harmoniously throughout the 
No resetting necessary. cap shields flame ports from or “cold spots.” Oven rack range for extra eye appeal. 
No tiresome potwatching. spillage, prevents clogging. guides lift out for easy cleaning. 


ROPER ALSO OFFERS NEW AUTOMATIC GAS 
CLOTHES DRYERS AND NEW GAS INCINERATORS 
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NEW 30” ROPER WITH ROTIS-0-GRILL 


Now you can offer your customers “America’s most 
popular cooking feature” in compact space. Yes, Roper’s 
performance-proved Rotis-O-Grill 4-way range top 
cooking center is now available on the new Roper 30” 
gas range. Thousands of homemakers have given 
enthusiastic approval to Rotis-O-Grill. Get your share of 
Rotis-O-Grill sales. A demonstration of this exclusive 















cooking feature will turn lookers into buyers. 












4-WAY ROTIS-O-GRILL 
COOKING CENTER 

































Broils 









See 






GOLD STAR 

This emblem designates 

the world’s finest cook- 

ing appliances. They ae 

a met — speci- — eM See . 
cations that assure top 

quality, performance DISTINCTIVE NEW 40” MODELS 


and modern design. 


















oe el 


Po F 
A FULL LINE OF BUILT-INS TOO! 









Traditional Roper quality plus fresh modern design Roper makes four oven-broiler units . . . eight top 
SEE ROPER ON make these 40" beauties wonderful gas range values. burner units . . . to meet every cooking requirement 
An outstanding feature is the full-size comfort-level and fit every family budget. Custom deluxe models 
DISPLAY ... 1147 broiler with deluxe broiling ensemble. Other models feature automatic oven cooking . . . oven rotisserie .. . 
MERCHANDISE MART fill extra capacity needs with two ovens and six top Tem-Trol automatic top burner . . . and Circle-Simmer 
burners. Automatic features add convenience. burners. Available in four colors and Satin Chrome. 









WRITE DEPARTMENT EM FOR COMPLETE DETAILS 


GEO. D. ROPER SALES CORP. Kankakee, Illinois * A Subsidiary of Geo. D. Roper Corporation 
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first of its kind ....a new dimension in listening! 


ST 


Revolutionary in sound, style, versatility, 


radic 


sibilities in a vast and virgin 


, offers the ultimate in audio enjoyment 


Em HI-FI FM/AM 
EREO RADIO 


awe oe my 
en 5 re eer 
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~ 
soar? 
-- 
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Arvin’s new stereophonic FM/AM 
opens immense new sales pos- 


market. Model 3586, $100.00° 


ONLY ARVIN cs scr» snsone, come 


stereo twosome — Hi-Fi FM / AM radio plus matching amplifier speaker 
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Electronics & 


ALL THESE PREMIUM F EATURES 


@ 9 tubes plus 2 selenium rectifiers 


e Transformer type straight AC chassis 


@ 2 Alnico speakers 5” x 7” and 4 harmon 


cally balanced 


@ Separate AM and FM tuning operates —_ 
taneously for stereophoni« reception with f 
connection to Arvin auxiliary amplifier-speak 


er or other Hi-Fi system 


« ( , 1 function 
e@ Push-button control for eact 





@ Frequency response 1) to 15,000 cycles 


@ Phonojack for player connection 
e@ Gyroscopic tuning you can fee the difference 
@ Separate tone control 

@ 7-watt push-pull output 


e Beautiful cabinet of lifetime Arvinyl — 
plastic, strikingly individual in design, finishec 


in textured gray and black 


STEREO PHONO 


Appliances Division 


Arvin inoustries INC., Columbus, Indiana 


Arvin also makes Phonographs, Portable Electric Heaters, Car 
Heaters, Ironing Tables, Outdoor Grills, Leisure Furniture and 


Electric Fans 
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*Prices slightly higher 
far West and South 


REPLACEMENT SALES 


STORY STARTS ON PAGE 60 


It was obvious from returns 
in the 1958 survey that certain 
classes of appliances have par- 
ticular value as_ trade-ins. 
Freezers topped the list in this 
category with 78.5 percent of 
trade-ins being either resold— 
as is or rebuilt and_ resold. 
Only 14 percent of freezer 
trades were ultimately junked. 
Air conditioners showed up 
strongly as a resale item with 


Percent Dealers Handling Trade-ins 
1958 1957 1956 


Refrig. 80.3 81.3 81.8 
Freezers 28.6 343 24.6 
Air. Cond. we GS WS 
Ranges 70.9 70.9 69.1 
Wat. Heat. 22.5 20.6 24.0 
Washers 80.9 78.5 80.1 
Dryers 32.4 31.0 24.7 
Vac. Clean. 48.9 50.9 58.7 
Dishwashers 11.2 186 10.3 
Disposers 99 — -—- 
TV 79.3 80.1 73.6 


fewer than 11 percent being 
disposed of as scrap while 71.8 
percent were resold. Despite a 
heavy degree of saturation, 
television, too, was an excellent 
choice as an accepted dealer 
trade-in. Over 65 percent of 
such sets were either imme- 
diately ready for resale by the 
dealer or could be rebuilt and 
resold. 

On the other side of the trade- 
in ledger, food waste disposers 
when taken in trade were more 
often than not candidates for 
the local scrap metal dealer. 
Nearly 90 percent (88.5) of the 
disposers taken in trade were im- 
mediately junked by dealer re- 
spondents, with vacuum cleaners 
and water heaters running close 
behind. End 


DISPOSAL 


GARBAGE 
—z UNITS 
[% 


JERRY 
youns 


“| KNOW WE GIVE AWAY A BOX 
OF SOAP WITH EVERY WASHER. 
HOWEVER... .” 
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GENERAL ELECTRIC 
ALL-PURPOSE FLOOR POLISHER 
AT A NEW LOW PRICE...ONLY °*39°° 


Price includes these snap-on attachments: 
scrubbing brushes, polishing brushes, felt buffing pads. 





SCRUBS... 





BUFFS... 


PLUS OPTIONAL 
ATTACHMENTS 
PRICED TO HELP 
YOU BUILD 

UNIT SALES 


EVEN CLEANS RUGS 


Rug scrubbing brushes . . $4.95* pr. 
Wax applicating pads .. . $1.00* pr. 
Lamb’s wool buffing pads $1.75* pr. 
Steel wool pads _, $1.75* pr. 


*Manufacturer’s suggested list price. 


Vacuum Cleaner Department, General Electric Company, 
Bridgeport 2, Connecticut 





eeeeeeeeeeeseseeseseseeseees K PRPOSSHSHSESSSHSSESESESHEESHSESESESESSEOSESEE 


A FULL LINE IN ’S9... 


C-7 Cond Heel Cleaner. .......--.- 45. $79.95* 
C4 Lewbew Cileettt............«..... . $§9.95* 


U-1 Twin Power Upright Cleaner... .. . $69.95* @ 
FP-1 Floor Polisher $39.95* G E N E R A L E LE C T R I C 


Progress /s Our Most Important Product 
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“OVER 40 MILLION PEOPLE are overweight and diet-con- 
scious”, says a leading national magazine. Look at the sales of low- 
calorie foods and drinks, appetite-depressants, reducing tablets — and 
above all, the amazing growth and expansion of the slenderizing-salon 


chains with reducing courses running into hundreds of dollars. 


These millions comprise a huge and virtually untapped market for the 
new HOME slenderizing program and appliances. 


DIET ALONE IS NOT ENOUGH 


The slenderizing salons are building their volume on a simple and 
widely recognized principle: that neither strict diet nor vigorous 
exercise ALONE is effective in weight-reduction; that calorie-control 
COMBINED with scientific massage actually can work wonders in 
figure-remodeling for both men and women. 


SLENDERIZING PROFITS NOW MOVING FROM THE 
SALON TO THE APPLIANCE RETAILER 


ONL 


For every person who subscribes for salon reducing courses, there are 





dozens more who won’t for reasons of personal embarrassment; or who 
can’t for reasons of cost. These are your prospects for SLIMFORM - 
the people who already are buying Samson’s vastly superior new home- 
reducing aid — because it is the first real PROFESSIONAL SALON- 
TYPE EQUIPMENT available for use in the privacy and convenience 
of the home, and at LESS than the average family spends readily for 
any other major home appliance! 


A NEW item — a VOLUME item — a TRAFFIC item 


Every appliance retailer today is looking for items that will take him 
out of competition with the corner drugstore, the variety store, the 
catalog house. SLIMFORM IS IT! This is top-quality equipment, skill- 
fully designed and engineered — backed by a full year’s guarantee — 
that taps a whole new buying urge radically different from the usual 
electrical servants and conveniences. Far from being saturated, this 
market is barely scratched! 

















NO DISROBING: Use any time, any place 
Wonderful for relaxing ordinary tensions 


BACK AND SHOULDERS: Helps relieve ache anc 
stiffness due to overexertion, improves posture 


STIMULATES 
CIRCULATION: 
Helps prevent 
loose-skinned 
condition from 
strenuous dieting. 


FIRMS AND TONES skin and muscles; 
permits spot-massage where desired 


SELL SAMSON Slintewm 


HE ONLY DUAL MOTION AND 





as used in Professional Slenderizing Salons 


WIRE — PHONE — WRITE FOR 


IMMEDIATE DELIVERY 





























See usin 
Chicago 
JANUARY 11th-15th 












@ DUAL-MOTION PADS 
@ VIBRATORY ACTION 








| USE THIS HANDY FORM TO ORDER STOCK OR DEMONSTRATORS | 
SAMSON-UNITED CORP. OF N.Y. EXETER | 
33-00 Northern Bivd., L.1.C. 1, N.Y 
2-6969 | 
| WE PAY FULL FREIGHT CHARGES 
on any 3 or more units: 
| | 
| paw ey oom UNIT ini © | 
| MODEL QUANTITY PRICE TOTAL | 
= | 
| | SLIMFORM 132.97 l 
7 [] Enclosing Check Bill us () | 
! Individual Title = | 
! STORE - | 
Address : 
City - = = = | 
| Zone State . ——E | 
| | 
| QUANTITY DISCOUNTS ON REQUEST | 
—-- PRICES, LESS 1% — 10 DAYS ON APPROVED CREDIT -——d 
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Hotel Morrison 


BOOTHS 
399L-M-N 


Complete line of 
Samson home slen- 
derizing equipment 


SAMSON UNITED CORP. of NEW YORK 


JANUARY, 
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@ BUILT-IN AUTOMATIC 
SELF-TIMER 


@ BED ENDS LEVEL OR RAISED 
@ EXTRA WIDE BED 


@ FOLD-UP AND ROLL-AWAY 
DESIGN 









re 


ho 














Like Reducing Pills’! (22:2 


dept. stores 


FAR MORE THAN “JUST A VIBRATOR” WE URGE YOU TO TRY SLIMFORM YOURSELF! 

There are many appliances on the market and selling well, that provide This machine is not a novelty-gimmick. It is a 12-month seller — fine 
simple vibratory action, which alone has certain benefits. The Samson quality, highly professional equipment that is a delight to use and that 
SLIMFORM combines VIBRATION with DUAL-MASSAGE ACTION offers very real benefits. If you take one home and let your family try 


that duplicates the effect of Swedish hand massage — exactly as used in 
the professional reducing salons. Feature for feature — dollar for dollar 
— this is an unbeatable unit! 


it, you’ll never get it back. The only way to understand and 
appreciate it is to try it yourself. Your enthusiasm 
will communicate to your customers. 


YOU SELL A COMPLETE HOME-SLENDERIZING COURSE! 


In addition to the SLIMFORM Lounge itself, you provide your customer 
with a complete calorie-control program — a booklet of simple, delicious, 
yet calorie-counted meals included with the Lounge to establish a scien- 
tific basis for weight reduction. WE SUPPLY complete training liter- 
ature for your salespeople, telling them how to demonstrate and sell 
SLIMFORM — direct mail pieces and giveaway cards inviting your cus- 
tomers and prospects to come in for a free SLIMFORM demonstration. 





Slinttim DUAL PADS— 


move back and forth —either in unison, or in opposite direc- 
tions — to provide a deep-kneading, real salon-type mas- 
sage action. Vibration is added by a separate, cycloid ro- 


tary motor in the bed wing, as in professional salon machines. 


VIBRATION LOUNGE... 


e All units backed by written full-year 











guarantee enclosed with each machine. 





TO RETAIL 
PROFITABLY 


AT 189°° 


$100. UNDER 
COMPARABLE MACHINES! 


Your cost: 132.97 














33-00 NORTHERN BLVD. - LONG ISLAND CITY 1, N. Y. 
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PORTABLE 2 SPOT = REFRIGERATION 


“ WIT 


TWO 


UNITS — 








Also Available For Gas Operation 





OUTSIDE DIMENSIONS: 
262" high, .20%2" wide, 2134" deep 


Cuanauileed Silent Forever! 


Wiis e Led ecole] Bi. emit), ins 


6, 12, 24, 32, 110, 220 volts 
Dual Voltage — giving any combination 
of any low voltage with 110 volts or 220 

*« AC or DC any cycle 
Absorption principle 
No moving parts 
Tiny 95-watt element OUTSIDE DIMENSIONS: 


Ul Silent as the falling snow 36” high, 22%" wide, 212" deep 











Guaranteed — Warranted 


1959 Portable SPOl Refrigerations Biggest Year 


Advance orders from every corner of the nation have already given 1959 

the biggest portable spot refrigeration sales potential to date. Dealers are 

CA atable ate calling immediate attention — Distributors are solidifying their position — 

And now Astral comes to complete the profit picture with another model 
Pebsdilant 


— bigger — and with extra sales plus. 
q What ” Backed Up by a Complete National Advertising and Publicity Campaign! 


IN ALL FIELDS...THROUGH ALL DEALERS! 


¢ MASS CONSUMER HOME SALES e DOCTORS AND DENTISTS 

e ARCHITECTS © BOATING ENTHUSIASTS ¢ FURNITURE MANUFACTURERS 
e HOSPITALS ¢ HOTELS AND INSTITUTIONS e POULTRY RAISERS 

e VETERINARIANS @ MOTELS e¢ TRAILER MANUFACTURERS 

¢ TRAILER OWNERS ¢ OUTDOORSMEN ¢ TRAILER COURTS 


MORPHY-RICHARDS 






























Seba far 728, incleteos N. J eae ie L 232 So. Van Brunt Street 
bis i gai Tak pee een eS stra ENGLEWOOD, N. J. 
Gentlemen: Please rush me complete details on “Serving } 
The New Market” with Astral portable spot ; 
refrigeration. Z DOOR fs) TOASTER _ HAIR 
; NAME 1 | | CHIMES b, ‘¥ ee ~~. DRYER 
———_——— —_—_———— ' Se » 
STREET = 
' SPACE SPIN 
CITY  —_- — ZONE € 5s IRON counen ig DRYER 
N. STATE = } = Vs J 
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Based on the figures of the re- 
porting utilities, and confirmed 
throughout the seven years of the 
survey, refrigerators and freez- 
ers could be expected to move 
well during the summer months. 
In 1957 refrigerator sales peaked 
during June (10.48) and re- 
mained fairly static during the 
two following months, 10.41 per- 
cent in July and 10.34 percent in 
August. Total sales registered 
during this period amounted to 
31.23 percent of the year’s sales. 
Freezers paralleled this sales 
course closely with a high point 
of 12.09 percent for the month of 
July, 10.26 in June, and 11.69 in 
August, for a total of 34.04 per- 
cent during the period. 

During 1957 the washing ma- 
chine followed a fairly even pat- 
tern with percentages registering 
from just slightly under 8 per- 
cent to a high of 9.05 in August. 
Of all major appliances covered 
in the survey washing machines 
presented the smallest month by 
month variation, indicative of 
their utility and appeal to the 
consumer on a year round basis. 

Ironers registered their great 
sales appeal during December, 
13.41 percent, with the lowest 
sales point during August, 5.67 
percent. 

The electric range is another 
appliance whose sales do not 
show drastic seasonal variation. 
In 1957, monthly sales ranged 
from seven to slightly over nine 
percent during the course of the 
year with highs of 9.36 and 9.60 
in May and November respec- 
tively. 

Two late summer best sellers 
were the dishwasher and the food 
waste disposer. Both of these ap- 
pliances found greatest sales fa- 
vor during August. In the case 
of the former, sales stood at 
10.62 percent of the year’s total 
during that month, while dispos- 
ers showed a percentage of 11.15 
during the same month. Both 
showed a similar popularity dur- 
ing the fall months with dish- 
washers showing a composite fig- 
ure of 45.70 percent for the Au- 
gust through December period 
and disposers 47.97 percent for 
a like length of time. 

Water heater sales. stayed 
steady at between seven and 
nine percent throughout the 
year. Sales of this commodity 
stood at 7.21 percent during 
January, rose slightly during the 





WHEN APPLIANCES SELL 
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period through May (9.32), 
dipped again and rose to dupli- 
cate May sales during August. 


Housewares Peak in the Fall 


Once again housewares hit 
their stride in the fall months. 
Mixers ran up an impressive 
54.77 of annual sales during the 
four months, September through 
December, 31.92 percent of this 
amount being accounted for dur- 
ing the latter month alone. 

Other versatile housewares 
which behaved similarly were 
toasters and coffee makers. The 
first was evidently found under 
many a consumer’s Christmas 
tree, for during December 25.19 
percent of the yearly sales were 
made, 49.54 percent during the 
four fall months alone. Roasters 
were also at a peak during De- 
cember, (27.35) with second 
place falling to November (13.- 
44) and an overall total for the 
four fall months of 53.24 per- 
cent. 

Vacuum cleaners’ provided 
strong consumer attraction as 
the Christmas gift giving season 
rolled around. Sales during the 
month of December amounted to 
11.80 percent of the annual total 
with 36.30 percent of sales in the 
areas covered in the survey being 
consummated during the Sep- 
tember through December per- 
iod. 


Hot Months for Cooling 


Weather, as might be expected, 
played an important part in sales 
of two appliances dedicated to 
consumer comfort. Early birds 
were buying air conditioners in 
most areas covered in the survey 
during May (12.77 percent) with 
the peak sales period registered 
during June (24.90), and pro- 
nounced activity during July, 
19.03 percent. Low point for air 
conditioner sales ran from Sep- 
tember through December with 
sales rising to only slightly un- 
der 3 percent during this four 
month period. 

On the other side of the weath- 
er ledger, the electric blanket, 
gathering dust on dealer shelves 
during the March through Au- 
gust period picked up speed as 
the advent of winter weather 
made itself felt. Over 10 percent 
of the year’s sales were made in 
October, 28.57 percent in No- 
vember, and 29.07 percent in De- 
cember. End 
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Dealer* 
who is — 





on | 
Cloud 9. 


DISTRIBUTORS, © 
T00! 


If your water heater business is making a 
fortune for your dealership, this message 
is mot for you. But if you’re interested in 
building business, consider this: 


Toastmaster Water Heaters are honestly 
priced to be competitive with the best on 
the market. It is not now —nor will it 
ever be — our policy to build a product 
for the sole purpose of winning a price- 
cutting race. In this day and age of in- 
crease in material costs, price reductions 
on finished products can mean only one 
thing: something in the quality of the 
product has been sacrificed. And when 
quality is sacrificed for price reasons, 
everyone loses. Especially the consumer ; 
— your customer. t 


Remember: over 60° of the present 
water heater market is in replacement 
sales, and this phase of the industry 
shows assurance of increase in the future. 
It is a rare customer who buys a replace- 
ment water heater on price alone...and 
even fewer dealers make sales on that 
basis. Look to the substantial future — 
sell quality. Sell Toastmaster* Automatic 
Water Heaters. See your Toastmaster 
Water Heater distributor today! 


TOASTMASTER 
Automatic Weter Heaters 


*’'Toastmaster”’ is a registered trademark of McGraw-Edison 
Company, Chicago. Copyright 1959 by McGraw-Edison Company 


ANOTHER PRODUCT OF 











HOME LAUNDRY 


The conventional wringer- 
spinner types of washers sold 
948,000 units at an average retail 
price of $155 for a total dollar 
volume of $146,940,000. Conven- 

there- 
3.0 per- 
cent in units and a similar one 


tional washer business, 


fore, showed a decline 


in dollars. 

Total 
tional there- 
fore, amounted to 3,692,000 units 
in 1958 compared to 3,791,000 
units in 1957, or a 2.6 percent de- 
cline. 

Washer-Dryers. To this busi- 


automatic and conven- 


washer business, 


ness, of course, we have to add 
the newer washer-dryer combi- 
nation units which also declined 
for the first time since their in- 
troduction. A total of 164,000 
combinations were sold at an av- 
erage retail price of $485 for a 
total dollar volume of $79,540,- 
000. with 1957 
sales of 179,300 units at an aver- 
age price of $510 for a total dollar 
volume of $91,443,000. Washer- 
dryer combination 
therefore, was off 8.5 percent in 
units and 13 percent in dollars in 


This compares 


business, 


1958 compared to the previous 
year. 

Dryers. Both gas and clothes 
dryers showed declines in 1958 
but the electric models were off 
more than the gas. A total of 1,- 
211,000 dryers were sold in 1958 
for a dollar volume of $273,840,- 
000. This compares with 1,294,- 
000 units sold in 1957 for a dollar 
of $295,998,000. Total 
dryer business, therefore, was off 
6.4 percent in units and 7.5 per- 
cent in dollars in 1958. 

The ratio of electric to gas dry- 
ers remains at a little better than 


volume 


two to one. Electric models num- 
bered 826,000 units compared to 
the gas at 385,000 units. Electric 
dryer sales, therefore, were actu- 
ally off 7.6 percent whereas gas 
sales were off only 3.7 percent. 
Ironers. Since electric ironing 
machine sales fell a year ago to 
under the 50,000 (44,000) unit 
mark annually, figures on this de- 
vice are no longer being released 
by the American Home Laundry 
Manufacturers Association. Fol- 
lowing the pattern of recent 
years, however, it is reasonable to 
assume that sales were somewhat 
in the 35,000 area. The ironer, 
which once gave bright promise 
of becoming one of our leading 
major appliances (sales in 1948 
hit the 600,000 mark) have suf- 


PAGE 160 


STORY STARTS ON PAGE 64 


fered from the competition of 
clothes dryers which make iron- 
ing unnecessary for many types 
of fabrics. Steam irons and the 
impressive strides wash and 
wear fabrics have been making 
have added to this and there is 
even a “no-iron” sheet developed 
in the past year by Indian Head 
Mills. However, there are many 
staunch supporters of the iron- 
ing machine in the industry and 
it is entirely possible that the 
ironer may make a comeback one 
of these days. 


Saturation 


The 1958 sales of washing ma- 
chines of all types brought pres- 
ent ownership of washers to 44,- 
900,000, or 90.9 percent of the 
19,390,000 wired homes in the 
country. 

Sales of both electric and gas 
clothes dryers brought owner- 
ship to 7,725,000 of the wired 
homes, or 15.6 percent. 

Ironing machines are owned by 
1,330,000 electric customers or 
8.8 percent of the total 
homes in the nation. 


wired 


Replacements and Trade-ins 


Our annual survey of the re- 
placement and trade-in market, 
published elsewhere in this issue, 
brought responses from 403 deal- 
ers who provided us with break- 
down figures. Of these 403 deal- 
ers, 357 were selling washing ma- 
chines, or 88.6 percent. Only a 
few less were selling clothes dry- 
ers (81.1 percent). Of the deal- 
ers reporting sales to us for the 
first eight months of 1958, the 
average dealer sold 55 washers 
per year and 22 electric clothes 
dryers. 

As might be expected, washing 
machines sold mostly in a re- 
placement market—73.3 percent 
of them were sold to homes al- 
ready owning a washer and only 
26.7 percent were sold to homes 
not previously owning. In such 
a high replacement market, of 
course, trade-ins are an impor- 
tant factor. Out of 357 dealers 
reporting to us on washer sales, 
289 of them, or 80.9 percent ac- 
cepted trade-ins. And of the 327 
dealers selling dryers, 106 of 
them were accepting trade-ins, 
or 32.4 percent, reflecting the 
fact that the dryer is a much 
newer device and trade-in busi- 
ness is relatively unimportant. 

While we have seen that wash- 


er sales were 73.3 percent re- 
placements, the dealers reported 
that 50.2 percent of their sales 
involved a trade-in, which means 
that many people either kept the 
old machine, gave it away, sold 
it privately, or merely junked it. 
In the case of dryers, only 6.6 
percent of the dealer sales in- 
volved trading in an older model. 

A total of 267 of the reporting 
dealers gave us a breakdown on 
the eventual disposition of the 
trade-ins they accepted. In the 
case of washing machines, sur- 
prisingly, the highest percentage 
(37.5 percent) were junked out- 
right; 30.3 percent were rebuilt 
and resold; 19.2 percent were re- 
sold “fas is” and 13 percent were 
still on hand. 

In the case of clothes dryers, 
100 dealers reporting on the dis- 
position of their trades showed, 
as might be expected, that the 
highest percentage (45.2 per- 
cent) were rebuilt and resold; 
16.8 were resold “as is”; 14.3 
percent were junked and 23.7 
percent were still in the shop. 


Sales by Regions 


ELECTRICAL MERCHANDISING’S 
annual survey of utilities cover- 
ing some 229 companies serving 
about 40 million residential cus- 
tomers, bears out many of the 
conclusions of the national sales 
figures. Their regional estimates 
also show a slightly lower rate of 
sale in 1958. The figures show 
sales of 70 automatic and con- 
ventional washers per thousand 
customers comparing to 81 sales 
per thousand customers in 1957. 

The Mountain States area, 
with sales of 89 washers per 
thousand _ residential meters, 
(down from the 96 reported in 
the previous year) led the coun- 
try. The South Atlantic region 
was second with 86 sales per 
thousand customers (down from 
the 94 per thousand registered 
in 1957. The third largest area 
was the Pacific Coast states with 
83 washers per thousand custom- 
ers (down from 93 in the year 
previous). The fourth largest 
area was the West South Central 
with 80 sales per thousand cus- 


tomers (down from 86 the year 
before). Surprisingly the East 
North Central area, comprising 
such important states as Ohio, 
Indiana, Illinois, Michigan and 
Wisconsin, showed the lowest 
rate of sale per thousand—only 
57 washers as against 75 per 
thousand in 1957. 

Nationally, clothes dryers 
showed sales of 22 units per 
thousand customers, down from 
the 25 units shown in the pre- 
vious year. Again the Mountain 
area lead in the utilities’ reports 
with 31 dryer sales per thousand 
customers, although this was be- 
low the 35 per thousand regis- 
tered the year previous. The sec- 
ond largest region was the Pa- 
cific Coast with sales of 30 dryers 
per thousand customers (down 
from 35 in 1957). Two other re- 
gions tied for third—the East 
North Central and the West 
North Central, with sales of 25 
dryers per thousand customers, 
but both down from the previous 
vear. Two other regions tied for 
fifth place—the South Atlantic 
and the East South Central, each 
with sales of 19 dryers per thou- 
sand customers. These two areas, 
incidentally, held their own with 
the previous year. As usual, the 
New England states showed the 
lowest ratio of sale with 14 per 
thousand customers (down from 
16 the previous year). 


Looking Ahead 


A year ago we were a little op- 
timistic in predicting a rise of 
about 5 percent in home laundry 
equipment business for 1958. As 
we have seen, it turned out to be 
a drop of just slightly less than 
5 percent. But the role of a fore- 
caster is a tricky one and the in- 
dustry’s recession which started 
in the early months of 1957 con- 
tinued far enough into 1958 to 
upset our statistical apple cart. 

In spite of this, however, our 
crystal ball reveals the 1959 sales 
as follows: automatic washers 
2,760,000, a gain of just under 
one percent; wringer washers 
800,000, down 15.6 percent from 
1958; clothes dryers 1,280,000, up 
5.7 percent from last year. End 


3 Year Sales Summary- CLOTHES DRYERS 


1958 
Units Sold 1,211,000 
Average Retail Price $226 
Retail Value $273,840,000 
Jan. 1959 
Homes Owning 7,725,000 
Homes Without 41,665,000 
JANUARY, 





1957 1956 
1,294,000 1,522,600 
$228 $222 
$295,998,000 $338,017,000 

Jan. 1958 Jan. 1957 
6,650,000 5,625,000 
41,950,000 41,790,000 
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NOW...A DRAMATIC WAY TO CONVERT 
LAUNDRY SAVINGS INTO DRYER SALES! 


American Home Laundry Manufacturers’ Association’s Dryer Division Committee —in cooperation with Indian 
Head Mills, Inc.—is sponsoring a great tie-in promotion featuring PEQUOT* EASY-CARE sheets and pillow 
cases — the sheets that wash automatically, tumble-dry automatically, and need no ironing! 


be identitied by this soger: > BUY A DRYER...IT’S SURER THAN SUNSHINE! 












THE ORDINARY SHEET ON THE LEFT AND THE NO-IRON SHEET ON THE 
RIGHT WERE WASHED AND DRIED TOGETHER...THEY WERE NOT IRONED! 





HERE’S HOW YOU TIE IN: HERE’S HOW PEQUOT NO-IRON 
Ask your dryer resource for full details, today, about: SHEETS HELP YOU SELL DRYERS: 


poh a mane By “dollars-and-cents” demonstration of the great savings offered by 
CARE Sheets and Cases. automatic home laundering. Tumble-dryable PEQUOT EASY-CARE 
Cae aan, hel no-iron sheets and pillow cases can save the home launderer about $75t 
stripes. a year! This kind of saving can be converted into dryer sales! 


NOW! °A product of 


LAUNDRY SAVINGS PAY FOR oe 0% © 
YOUR NEW DRYER lire i MN :} PARI ied = ZF ' 
j Ys MILLS, INC. 
111 West 40th Street + New York 18,N.Y. 





2. Free display poster and other 
promotional aids—which dramat- 
ically illustrate the advantages of 
automatically drying no-iron 
sheets —time-wise, labor-wise, 
MONEY-WISE! 


twhen laundered at home, Pequot EASY-CARE sheets and cases can save more 
than 8 solid days of ironing each year, based on an average of 6 sheets used 
per week, Or, sent out to a commercial laundry, the cost would be about 
20¢ each for 6 sheets, 10¢ each for 3 cases, per week -or about $75 a year! 
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REFRIGERATORS AND FREEZERS 
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replacement business is_ not 
so important. Of the 
responding to our 
surprising 75.4 
ported that they were 
freezers and that they 
age 15 freezer sales per year 
The pattern of 
sharply reverses that of refrig- 
erators in that 85.1 percent of 
the sales went to homes not al- 
ready owning a freezer (unless, 
of course, they had a small freez- 
er storage compartment in their 
refrigerator) and only 14.9 per 
cent 


dealers 
survey, a 
percent re- 
selling 

aver- 


sales 


freezer 


were reported as 


ments. Trade-ins, too, 


replace- 
follow a 
reverse pattern to that of refrig- 
erators. Only 28.6 percent of the 
dealers reporting accepted freez- 
er trades, and only 7.7 percent 
of their sales involved trade-ins. 
When they did accept a trade-in, 
that the traded 
freezer was still in reasonably 
good shape because 78.5 percent 
were either re-built and re-sold, 
or re-sold “as is’. Only 14 per- 
cent had to be junked and 7.5 per- 
cent were still on hand. 


it is obvious 


Sales by Sizes 


The trend to two-door model 
refrigerators during 
1958. The percentage of the two- 
door to total sales was only 8.7 
percent in 1952. It rose to nearly 
20 percent in ’56, 25 percent in 
’)7 and last year it was nearly 


continued 


28 percent 

A similar trend is evident in 
the ratio of business going to the 
larger cubic foot sizes. The 11-12 
cu. ft. models accounted for 498 
percent of refrigerator business 
in 1958, up from 43.6 percent the 
year previous. And the second 
largest category was the 13 cu. 
ft. and over models which in- 
creased their share to 20.5 per- 
cent of the total business last 
vear. This is a far cry from the 
early when the 6 cu. ft 
models dominated the business 


days 


Today that size represents only 
0.5 percent. 

Automatic defrosting too, is 
taking a firm hold. Roughly 52 
percent of refrigerators sold last 
vear had the automatic feature, 
as against 48 percent for manual 
and semi-automatic defrosting. 
Frigidaire and RCA-Whirlpool 
made 1958, too, with 
completely frost-free systems. 

On freezers, similar trends are 
in evidence for the self-contained 
Models of 8 cu. ft. ca- 


news in 


models 
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pacity and under accounted for 
only 4.1 percent of the business, 
whereas they were at one time 
dominant. The 9-14 cu. ft. mod- 
els got 36.7 percent; the 15-17 
models 29.1 per cent while freez- 
ers of 18 cu. ft. and over ac- 
counted for 30.1 percent. The di- 
vision between chest and upright 
models, incidentally, shows 
chests, which once dominated the 
freezer business, now account 
for less than half the volume (45 
percent) against 55 percent for 
uprights, according to NEMA 
figures. 


Sales by Outlets 


During the past decade, inde- 
pendent appliance dealers have 
proved the dominant factor in 
the sale of both refrigerators 
and freezers for the home. They 
consistently account for about 
one-third of the total business. 
Thus, in 1948 they did 35 per- 
cent, dropping to a low of 32.4 
percent in both ’50 and ’52, but 
rising back to 35 percent in 
1957. Department and furniture 
stores combined do about 30 per- 
cent of the business—fairly 
evenly divided—and 9 percent 
are sold through the combined 
efforts of hardware, farm imple- 
ment, general, automotive and 
plumbing trades. About 25 per- 
cent goes through utilities, dir- 
ect to builders of new homes, 
government agencies, etc. 

In other words, what might 
be said to be the hard core of the 
appliance retailing industry— 
independent specialty dealers, 
department stores and furniture 
stores—account for roughly two- 
thirds of refrigerator volume, ac- 
cording to manufacturers re- 
porting to NEMA. 

The picture is not very differ- 
ent in the freezer business where 
10 percent of sales are chan- 
neled through independent deal- 


ers and 13 percent through de- 
partment and furniture stores. 
But hardware, general and farm 
implement dealers account for 
20 percent—an indication of the 
importance of the farm and rural 
market for freezers. Utilities, 
contractor-builders, government 
and other types of outlet account 
for the remaining 23 percent. 


Regional Sales 


Regionally and by size of town, 
refrigerators and freezers differ 
somewhat in their sales pattern. 
NEMA’s distributor sales figures 
show refrigerators selling best in 
higher population areas. For in- 
instance, nearly one third (33 per- 
cent) are sold in cities of 250,000 
population and over; the next 
most important category is in 
communities of 25,000 to 250,000 
(28 percent) ; the third category 
(24 percent) are sold in towns of 
2,500 to 25,000 and only 15 per- 
cent are accounted for by com- 
munities of less than 2,500 pop- 
ulation. These figures are rela- 
tively unchanged during the past 
two years except for a slight in- 
crease in sales to the very small 
communities and a slight drop in 
sales to the largest communities. 

In the case of freezers, the 
largest volume of sales (32 per- 
cent) go to the 2,500 to 25,000 
population communities; the sec- 
ond largest area (26 percent) to 
the 25,000-250,000 group. But 
the third category (20 percent) 
are in the rural townships of 
2,500 population and under. In 
other words, 80 percent of all 
freezers sold are in communities 
whose population does not ex- 
ceed 250,000. The other 20 per- 
cent, of course, go to the larger 
cities. It should be noted here, 
however, that the existing pop- 
ularity of the combination re- 
frigerator-freezer in urban areas 
has probably cut into the sale of 


3 Year Sales Summary — HOME FREEZERS 





1958 
Units Sold 
Average Retail Price 
Retail Value 
Jan. 1959 
Homes Owning 
Homes Without 


1,100,000 
$350 
$385,000,000 


10,350,000 
39,040,000 


1957 
925,000 
$375 
$346,875,000 
Jan. 1958 
9,350,000 
39,250,000 


1956 
975,000 
$390 
$380,200,000 
Jan. 1957 
8,550,000 
38,865,000 


JANUARY, 


individual freezers in these areas. 
However, the large cities in 1956 
did only 12 percent of total free- 
zer volume, whereas in 1958 this 
figure had jumped to 20 percent, 
so that it is entirely within rea- 
son that with the growing de- 
mand for frozen foods of all 
types, together with the “pre- 
selling” the combination refrig- 
erator-freezer is doing in urban 
areas, that individual freezer 
sales in the larger cities and 
towns of the country will begin 
to assume greater importance. 


Analysis by Utilities 


The annual survey conducted 
by ELECTRICAL MERCHANDISING 
of sales in various utility re- 
gions of the country covers some 
200-odd power companies serv- 
ing about 40,000,000 domestic 
and rural electric customers. By 
projecting this very substantial 
sample to the total of 49,390,000 
residential customers in the 
United States, the sales of refrig- 
erators reported by utilities 
comes to 3,115,000—a fairly close 
parallel to the figures reported 
by manufacturers. 

Nationally, the utilities report 
an average of 63 refrigerator 
sales per thousand customers, a 
drop from the 74 sales per thou- 
sand of 1957. All areas of the 
country shared in this refrigera- 
tor sales decline as reported by 
the responding utilities. The two 
areas where sales were hichest 
were the South Atlantic with 77 
sales per thousand custemers ; the 
West South Central with 76 per 
thousand; the Pacific with 73; 
the Mountain States with 66; the 
West North Central with 65 and 
the East South Central with 64. 
The new England area reported 
the lowest (48) sales per thou- 
sand customers. And the usually 
leading areas of the Middle At- 
lantic and East North Central 
showed sharp declines to 53 and 
57 per thousand respectively. 

In the case of freezers, rises in 
sales in most areas also confirmed 
the national sales picture of an 
increase of freezer sales at the 
manufacturer and_ distributor 
level. The figure for the United 
States showed 16 freezers sold 
per thousand customers’ as 
against 15 in 1957. The West 
South Central proved to be the 
most important sales area where 
30 out of every thousand residen- 
tial customers bought freezers. 
The East South Central was next 
with 29 per thousand, the Moun- 
tain States were third with 24 
per thousand and the West 
North Central with 22. The New 
England states were the lowest 


Continued on page 164 
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-GOLD STAR GAS RANGES 
put profits on a new “Gold Standard” 





BRAND NEW STAR... 
CALORIC 30’ DELUXE GAS RANGE 
WITH FULL-WIDTH OVEN 


A range that rates high with house- 
wives...rates high in your sales book. The 
wide, wideoven is the feature that attracts 
her to this “‘Gold Star.” But there’s a 
lot more to keep her interest! 


BEAUTIFUL BACKGUARD features 
an easy-to-read clock with sweep second 
hand, convenience outlet, one-hour timer, 
and indirect fluorescent light. 


@ DRAMATIC 


DESIGN—from_ top 
to bottom a sparkling example of con- 
temporary styling. Sturdy, one-piece 
construction, finished completely with 
porcelain enamel. Waterfall top with 
dripless edge. 


@ OVERSIZED OVEN has newest silicone 


door seal, oven window and interior 
light, non-tilting chrome racks, remov- 
able bottom for easy cleaning. Also, RoTo- 
ROASTER rotisserie, and hi-lo broiler. 

Show her all the stellar features and 
watch your sales soar with this new 
CALORIC GOLD STAR GAS RANGE. It’s 


sure to put your profits where you want 
them—on the new ‘“‘gold standard”’ set 
by Caloric. 


CALORIC APPLIANCE CORPORATION | 
DEPARTMENT EM 
TOPTON, PA. | 


Please send me further information on | 
Caloric ‘‘3’’ Series Gold Star Gas Ranges. | 











NAME. — a, | 
ADDRESS — a | 
ee ZONE STATE | 





ee 


COME SEE US AT SPACE 11-116A, MERCHANDISE MART, CHICAGO 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. - 
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DISPOSERS 


WILL HELP WIN SALES 


The long life and dependability of Lamb Electric 
Motors has been proven in many thousand 
applications during the past 41 years. 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. 


Long motor life is one of the many reasons why 
Lamb Electric motored appliances are so popular 
with both dealer and customer. 


THE LAMB ELECTRIC COMPANY ®* KENT, OHIO 


Motor parts 
for household 
appliances. 


: * » 2 ris 
—_ , ; 
Weight-saving is a ; Turbine for 
Cc 5 


motor for canister-type 
vacuum cleaner. 


Pah Elecltie 


home appliances 


eR; DE 
— : ° — - ae eel 


reactionacnorserower MOTORS — 
e. 


REFRIGERATORS AND FREEZERS 


STUDY STARTS ON PAGE 68 


with only six freezers per thou- 
sand customers. 

30th the data on utility re- 
ports of refrigerator and freezer 
sales are summarized elsewhere 
in this issue. 

Distributor sales to dealers of 
electric refrigerators by individ- 
ual states is summarized by 
NEMA for the first nine months 
of 1958. It shows California lead- 
ing the country with 10.57 per- 
cent of the business; New York 
a close second with 10.42 per- 
cent; Pennsylvania third with 
5.94 percent and Texas a very 
close fourth with 5.93 percent. 

Seasonally, here’s how manu- 
facturer’s shipments of refriger- 
ators and actual sales at retail 
compare: 


Manufacturers Retail 

Shipments Sales 

Ist quarter 27.5% 21.48% 
2nd quarter 26.9 27.53 
3rd quarter 24.9 29.33 
4th quarter 20.7 r 3 By i 


On freezers the comparable fig- 
ures are as follows: 


Manufacturer’s Retail 

Shipments Sales 

Ist quarter 24.89% 17.93% 
2nd quarter 27.65 26.59 
3rd quarter 30.56 32.89 
4th quarter 16.90 22.59 


Obviously, the second and 
third quarters are the periods of 
greatest activity at the retail 
level, with the first half of the 
year dominant in manufacturer 
shipments. 


Looking Ahead 


In 1958, the industry added an 
additional 800,000 residential 
customers to the basic market. 
With home building on the up- 


BULB SNATCHER!” 


turn again, this should expand 
by about another million custom- 
ers during 1949 to an estimated 
50,400,000. It is predicted by 
leading producers that refriger- 
ator sales should increase by a 
nominal 7 percent over 1958, 
which would mean sales of about 
3,270,000 units in the coming 
year. 

In this connection and in light 
of the importance of the replace- 
ment market, remember these 
figures: 

There are about 1,950,000 re- 
frigerators still in use that are 
18-25 years old (4.12 percent of 
total ownership). 

There are 2,600,000 refrigera- 
tors that are 13-17 years old 
(5.50%). 

There are 14,500,000 refriger- 
ators in use between 12-15 years 
old (30.65%). 

There are 9,000,000 refrigera- 
tors 8-11 years old (19.03%). 

And there are 19,250,000 re- 
frigerators (40.70%) in use that 
are only 1-6 years old. 

In other words, about 60 per- 
cent of the refrigerators in use 
today are six years old or older. 

Freezers should continue to 
make sales gains in 1959. From 
the 1,100,000 units sold last 
year—a 19 percent gain over the 
year previous—it is quite possi- 
ble that the industry will show a 
further 10 percent gain for a 
1959 unit total of about 1,160,- 
000. 

Gas, of course, bounced back 
into the refrigerator picture in 
1958 with RCA-Whirlpool’s ac- 
quisition of Servel and the plans 
of Norge to market a gas refrig- 
erator. With the gas utilities’ ex- 
panding promotional plans, it is 
possible gas may make some 
future dent in the market. End 
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THERE’S MORE TO TELL, MORE TO SELL IN THE NEW 


RA) Whirlpool AIR CONDITIONERS 


...and, you can enjoy a 


FREE 


5-DAY MIAMI VACATION 


Zim~e_me IT’S EXCLUSIVE 


EAPENSE-FREE DAYS FOR RCA WHIRLPOOL 
AT THE CARILLON HOTEL 


... the newest and most AIR CONDITIONER 
luxurious on the Beach DEALERS 


SEE YOUR RCA WHIRLPOOL 
DISTRIBUTOR FOR DETAILS! 


RCA WHIRLPOOL . s first fa = of home applia of WHIRLPOOL CORPORATION St. Joseph, Michigan 


. SD he 


rs @ Washer-Dry ion @ Refriger @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Dispos @ Room Air Co 


| _Join op. it s easier s ‘ell RCA WHIRLPOOL than sell eueluas it! fon 
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cool-7-heater 


Scoop the field with this industry-wide FIRST! There’s nothing 
else like it! Enjoy year-round sales at full margins! Fully 
guaranteed. Three-speed cooling, medium-speed humidifying, 
low-speed heating. Handsome leather-textured vinyl-coated 
galvanized steel cabinet. New filter produces colder air .. . 
exclusive slide-out filter drawer makes annual filter change easy. 
Built-in water shut-off valve. Adjustable grille. 1650-watt heater 
delivers 5630 BTUs per hour. Costs no more than single-func- 
tion units! 


* Patent pending Kerxa/s for BS: aa 9S 








Refreshing cool air anywhere 
‘eogeze} B— —at HI, MED. or LO speeds. 
Multi-blade blower. New double-thick 
filter produces colder air! 


see ae ' Supplies fresh, healthful outdoor air 
_—i ILATES at es. heated or “as is”. 
eect <5 pag an also h fan. 
day or night! SE serve as an exhaust fan 


Supplements central heating 
system all winter. Brings welcome 
warmth in Spring and Fall when 
system isn’t operating. 


in Summer! 


CS 


¥ Les... 4 OTHER ee 
NEW SPOT AND ROOM Neutralizes cold drafts . . . increases CIRCULATES say 


COOLERS...NOW MORE effectiveness of central heating system. / 


Keeps warm air flowing to cold spots. 


winter heat/ 
THAN EVER, YOUR : a si 


e ° 
Key K%, 77 Line Protects health, furnishings and 
? plants from bone-dry air. Evaporates 
for S59 / up to 12 gallons of water per day. 
eo 


$34°5 +o $8495 7 


CG 
be: = 


FILT Rr Keeps air fresh, clean! Traps dust, 


: ' lint, smoke and allergy-irritating pollen 
METALAIRE PRODUCTS COMPANY all the time! A by! — 
: in double-thick aspen filter. 
560 SO. 15th STREET, P. 0. BOX 468, PHOENIX, ARIZONA ™ Be _ 
Eastern Sales Office: P. 0. Box 695, Long Beach, Long Island, New York 

\ <a Division of International Metal Products Company— 

Mode! 120 aot World's largest manufacturer of evaporative coolers 
sPeeanoeeocuseess® Ge we cee eee eeeee eeeeeeeee2eeeee- 7 

Please send 8-page color Brochure 
( | am a Distributor [) | am a Retailer ® 


Name 
Firm 


idan a, PORTABLE COOLERS 


Zone____ State 
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.. famous for-nearly four generations! 





Illustrated: The Universal Supreme 
40-inch gas range— Model 9192 


You and Universal 
sell better together 


... because only Universal offers your 
customers the 3 “most-wanted” fea- 
tures in gas cooking! It’s the famous 
brand name known and trusted for 
quality for 4 generations. Get the facts 

. . contact your Cribben & Sexton 
representative now! 








“Air-conditioned” Baking 


Exclusive Super Oven with 
built-in circulation control 
keeps heat better balanced for 
perfect baking. This even heat 
is constantly circulated . . . no 
hot spots, no cold corners! 


Smokeproof Broiling 


Melted fats and greases can’t 
smoke or burn because the 
specially designed broiler grille 
drains away and traps them in 
the pan underneath. Kitchens 
stay cleaner longer. 


om. 


“Obedient Burner” Cooking 


Each self-lighting burner obe- 
diently delivers the precise 
heat wanted, instantly. 
‘“‘Simmer-Save”’ feature per- 
mits an unlimited number of 
measured cooking heats. 





Advertised in leading national magazines 


} UNIVERSAL 


GAS RANGES 


Cribben & Sexton Company, Chicago 12, Illinois. A complete line of domestic and commercial ranges, built-in ranges, dishwashers, clothes dryers and space heaters 
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CHROMALOX 


...the complete line for your 





Electric Range and Water Heater 


service calls 


Chromalox Rod Bake Unit— 
2 sizes fit all regular and wide 
ovens with terminal openings 
centered in back wall. Simple 
installation. Permanent electri- 
cal connections eliminate old 
prong-type terminal block. 


Wrap-Around Elements— 
Fit tanks 10%” through 224” 
diameter with just 10 elements, 
750 to 3,000 watts in 236 
volts, and 3 elements, 750 to 
1,250 watts in 118 volts... 
using the Chromalox patented 
extension strap system, 


Microtube® Surface Units— 
4 adaptor ring sizes and 2 
Microtube sizes service 98% 
of all ranges. Service more 
ranges, with smaller inventory. 


Immersion 
Elements— 

Flanged elements fit 4- 
bolt, 6-bolt and 2-bolt tank 
flanges, 600 to 6,000 watts. 
Screw plug elements for | and 
14-inch pipe thread sizes, 

750 to 3,000 watts. 


Get the same high-quality 
Chromalox elements that are 
featured as original equipment 
by many of the leading appli- 
ance manufacturers. 
Chromalox replacement 
products for electric ranges and 
water heaters are available 
from Authorized Distributors 
across the nation. Write for 
name of the one nearest you. 


2680 


om ml em oe: ae oe 4 
Elec Steat> 


INDUSTRIAL » 


COMMERCIAL + RESIDENTIAL 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard * Pittsburgh 8, Pa. 
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ELECTRIC RANGES 


made on electricity’s behalf in 
1959. However, some remain 
skeptical until the program is 
spelled out in detail and one com- 
pany is worried that the proposed 
electrical program will no more 
than offset gas efforts and that 
“the trends now established will 
continue at or about the same 
rate.” 

Two programs can be expected 
to help the electric range indus- 
try in the coming year. The big 
effort will be EEI’s Better Living 
program which will embrace all 
electric appliances. The NEMA 
range section will also introduce 
a new promotional program, with 
effort being concentrated on con- 
sumer and trade publicity, ex- 
tensive work with utilities, and 
preparation of newspaper supple- 
ments, streamers and other pro- 
motional material for local use. 
Overall aim is to generate local 
level activities somewhat similar 
to those staged in recent years on 
dishwashers. 


Measuring the Market 


So much for broad industry 
trends and developments ex- 
pected in the year ahead. While 
they provide a broad picture of 
what’s happening to ranges, the 
details remain to be filled in 
with reference to specific figures 
which cover: 


Number Of Dealers Selling: 
The annual replacement and 
trade-in survey conducted by 
ELECTRICAL MERCHANDISING 
shows that 76.7 percent of 
dealers responding handle elec- 
tric ranges (virtually iden- 
tical with the 1957 figure). For 
the first eight months of the year 
they averaged 18 electric range 
sales, up from 17 in 1957 but 
down from 20 in 1956. 


Replacement Selling: A 
slightly higher percentage of 
1958 sales went into new homes 
(38.4 vs. 37.8 in 1957). For de- 
tails of trade-in practices on 
ranges, see the replacement 
study on page 60. 


Sales By Size Of City: The 
most recent figures available 
cover 1957 sales. This NE- 
MA-compiled data shows little 
variation between 1957 and 1956 
but the difference between ei- 
ther of these years and 1950, for 
example, is decided. Towns of 


JANUARY, 


STUDY STARTS ON PAGE 70 


25,000 and under accounted for 
55 percent of sales in 1950 but 
only 46 percent in 1957. In the 
latter year, towns between 25,- 
000 and 250,000 took 32 percent 
of the industry total while 22 
percent went into towns of 250,- 
000 and over. The competitive 
pressure on electric cooking in 
large cities is obvious when you 
consider that these larger com- 
munities took 33 percent of the 
refrigeration total. 


Buyer Characteristics: Life 
magazine’s study of consumer 
expenditures indicate that up- 
per income, better educated. 
professional and managerial 
types, and younger and mid- 
dle aged families are above 
average spenders for electric 
ranges. Thus, although they are 
only eight percent of all house- 
holds, professional and semi- 
professional jobholders laid out 
about 17 percent of the money 
spent onelectric ranges. 


SEASONAL SELLING: Al- 
though both factory and dis- 
tributor sales tend to peak in 
the early months of the vear, 
seasonal selling patterns at re- 
tail as compiled by ELECTRI- 
CAL MERCHANDISING show a 
selling bulge in the final six 
months of the year, with No- 
vember and December account- 
ing for 18.5 percent of the year’s 
sales. Top months for factory 
sales were January and March 
(10.8 and 10.4 percent) and for 
distributor sales March and 
January (11.7 and 9.8). Low 
month at the factory was Au- 
gust (6.1) and at distributor 
levels it was April (5.3). At re- 
tail the low month was January 
(7.21). These indicate that there 
is less seasonal variation at re- 
tail than at factory or wholesale. 


SATURATION: Saturation of 
electric ranges once again edged 
upward in 1958, with the cur- 
rent figure of 29.8 for free 
standing ranges being .6 per- 
centage points ahead of the 
1957. Built-in range saturation 
is estimated at 3.3 percent. 


All of these figures provide a 
statistical background against 
which sales prospects for 1959 
can be gauged. At the moment 
the industry remains’ basically 
optimistic despite the competi- 
tive problems it faces. End 
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ARR BRAND 


NAMES 


Chairman of the Board, National Appliance and 
Radio-TV Dealers Association, Brand Names 
Foundation “‘Champion Retailer of the Year”... SAYS: 


66 Alert appliance manufacturers get 


the penetration and impact so essential in 


metropolitan markets by advertising in 
This Week Magazine.”? 


a - wEWSPAPERS These leading brands used THIS WEEK MAGAZINE in 1958 

_ Gk 

— he * ;, to sell more appliances, in volume, profitably: 
u ac > yl ni 


e 


Psp 


Bissell ¢ Black & Decker « Easy * Eureka * Fedders ¢ Frigidaire * General 
Electric « G.E.Telechron * Hamilton Beach * Hoover ¢ Kelvinator 
KitchenAid * Norelco « Paragon ¢ Presto « Proctor * Singer * Sunbeam 


Tappan ¢ Toastmaster * Westclox * Westinghouse 


Your advertising is read by more people in THIS WEEK MAGAZINE 
than in any other publication 
12,873,378 families read THIS WEEK Magazine every week. Your advertising 
in THIS WEEK Magazine gets heavy newspaper coverage combined with high 


magazine readership . . . at a very low cost per thousand families. THIS WEEK 
Magazine is today’s most powerful selling force in print. 


The most widely read National Magazine in America, sharing the power and prestige of 40 great newspapers. 
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STOCK NOW FOR YOUR BEST RADIO PROFITS IN YEARS! 


NEWEST PRICE AND STYLE LEADERS 
FROM RCA VICTOR 


3 of the newest looking, most exciting radios you've ever had at RCA Victor's 
lowest prices. With a combination like this—you can’t miss! 


$49. 95 TABLE ‘if ?; ‘\ Na 


bs 








Concealed handgrip. Fully molded back. ‘ 


Finished back makes radio look great from any angle. Big easy-to-read tuning dial. Printed circuit. Famous “Golden Throat” tone. In moonmist gray. (Model X1) The Monogram. 


$97.95 cLock RADIO $64.95 am-FM RADIO 


@ : 
Built-in AM-FM antenna. New Filairline styling! Finished back. Concealed hand- 


yu to musk }- Position inger-tip Selector ever asy-to-reac 1- 
npagne white, pink, blue and black. (Model Cl) The Newscaster. grip. Green- or maple-sugar white. or grav/charcoal. (Model XF3) The Viscount 


? z TO) ey 
bi) 3) 
y) J _ ia 
Tmus) ® RADIO CORPORATION OF AMERICA 
t y ivertise t price s wn, optional with dealer bject ¢ hange. Slightly higher far West 








and South 


PAGE 170 JANUARY, 1959—ELECTRICAL MERCHANDISING 





For Profits You 
Deserve in ’*59 
Team-up With 
The Greatest 
Force 
of Home Laundry 


Sales Specialists 
and 
America’s Most 
Dependable 
Home Laundry 
Line... 





ARVIDS( W AUTREY S BADALAMENT D BARTHEL D BARTON H. BARTRAM J BATES S BEAUREGARD 


aR? AEB 
itd ma” / eG Tull x 


T COBLENTZ L COCHRAN F. COLLINS C. CORTSEN P COXEY 


ANE, 


sAYESK! M GIBSON M GOLDBERG T GOLDENBERG A GRAY 


OFFMAN M HOLDSWORTH L HORSMAN 


G. HUGHES 


MI AW 


the line that roared right 


This force of Maytag Home Laundry Specialists—243 ment—not in a hodgepodge of radios, ranges, humidifiers and 


strong—is just one of the reasons why Maytag dealers were clocks. He understands your sales problems because he lives and 
making hay while other laundry lines gathered dust. works where you live and sell. He knows all the ins and outs of 
The Maytag representative specializes in home laundry equip- merchandising, because he draws on (and contributes to) a vast 


iw {i 


SLIVER N. OLSEN, Sr 


V UPTON A VACCARO 








A BUCHER BUKER R. BURGER R. BURNS 


C. DOUGLAS H DUNHAM P. ELMORE 


J HAFKEY R. HAHN, Sr R. HAMILTON B. HANSEN 


E KALLENBERG F_ KEEFE 


through the recessio 


bank of proved promotion and sales ideas, tested by Maytag and here are mo 


in every part of the country. Most important—he’s available 


when you want him, with promotion aids and the latest infor- reasons why MAY TAG 


mation on local sales trends. 


more money for yo 
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. = rhe Remarkable 
mGER R. BURNS K. BURTON M. CALDERWOOD J. CALDWELL 


} MAYTAG 
. 


. — i se 6x AUTOMATIC WASHER 





with Exclusive 


Lint-Filter Agitator 























FT 

~~ 

? 

aM ‘ 

ILTON B. HANSEN E. HARBUCK D. HARRIS H. HARRIS 


. 
4 
Ba) . 
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J KEOW 1 


* Automatic Rinse 
Conditioner 


* Pushbutton Water Level 
Control 


* 2 Wash Speeds, 
2 Spin Speeds 
* Delicate Fabric Cycle 


* 3 Wash and Rinse 
Water Temperatures 
(including cold) 


* Rust-Proofed Cabinet 





J. MITCHELL J. JOHNSON W. MORLONG 





The Revolutionary 
are more big 


; MAYTAG will make MAYTAG 


‘(for youin’59... 





‘‘Halo of Heat’’ Dryer 


with Exclusive 


‘‘No Hot Spots’”’ Principle 



























* Air Intake Filter 


* Automatic De-Wrinkling 
for ‘‘Wash 'n Wear” 
Fabrics 


* Automatic Time Chime 
* Automatic Sprinkler 





GENTLE 
EVEN HEAT 
SURROUNDS 
CLOTHES 


* Automatic Revolving 
Disc Lint Filter 


* Full-Range Temperature 
Control 


* Air-Cooled and 
——— Rust-Proofed Cabinet 




















etre 


Maytag Supermatic Washer Maytag Highlander Washer 
(Model No. 132) (Model No. 124) 
and matching Halo of Heat Dryer and matching Halo of Heat Dryer 
(Electric Model No. 641C) (Electric Model No. 67C) 
(Gas Model No. 741C). (Gas Model No. 77C). 





Model E Master Model J Commanc 





Maytag lIroner Model 








THE 
MAYTAG 
’ LINE 














i features 
dependability, 
, quality 
and real 
value 
at every price 
- level 

















Dependability is something generations of 
Maytag customers (and dealers) have 
learned to expect in every machine that 
carries the Maytag label. Quality is appar- 
ent in the fine materials and workmanship 
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The Dependable 
Home Laundry Specialists 


that go into every washer and dryer. And 
because real value is built right into every 
Maytag, more than 11,000,000 people have 
put their money on the Maytag line. 





lytag lIroner Model 96 


THE MAYTAG COMPANY, NEWTON, IOWA 








STEEL KITCHEN CABINETS 


STUDY STARTS ON PAGE 72 


Of course, at one swoop this 
would overcome distributor ob- 
jections. Steel men are watching 
this. 


Remodeling Is the White Hope 

This year, more than ever, it 
was clear there are two separate 
and distinct kitchen markets. 
First, there’s the lush-when-it’s- 
good volume builder business. 
And second, and more recession- 
proof, there’s the “better” mar- 
ket, where they sell kitchens, not 
cabinets, to better houses, and 
inevitably, to more remodeling 
jobs. 

The volume market reflects 
very accurately the swings of the 
nation’s economy. The custom, 
or semi-custom, makers, though 
they have their problems with 
long lines and a variety of styles, 
don’t find their sales dipping 
quickly with every cool economic 
breeze. Sturdier distribution and 
stronger dealers probably ac- 
count for much of this relative 
staunchness. 

The appliance manufacturers, 
who entered the cabinet business 
with whirls and flourishes some 
seasons ago, have yet to make a 
really large dent in the business, 
according to several insiders. Of 
course, they’re not really trying 
to go whole hog—one appliance 
cabinet sales executive says, “I 
don’t care what cabinets they use, 
so long as our appliances go with 
them.” However, as a rule of 
thumb, you may be sure the ap- 
pliance people are not in the 
kitchen business to lose money 
at it. 

Reluctantly, the steel kitchen 
cabinet industry has faced the 
fact that they’ve got an over-all 
selling job to do. They think they 
can do it; they think they have 
a better product. (In this connec- 
tion, it is significant to note that 
in these days, wood cabinet men 
are not claiming a better prod- 
uct—those rust problems are 
gone—so they’re selling on an 
aesthetic plane.) More impor- 
tant, SKCMA is spending money 
as a group to start the ball roll- 
ing. 


The Other Side of the Fence 

This was, again, a year for 
wood. In the words of one wood 
cabinet man, he was “riding the 
crest of wood preference.” The 
National Intsitute of Wood 
Kitchen Cabinets reports that 


its members’ sales for 1958 
ranged from “even” to 50 per 
cent higher volume than in 1957. 
This is the background to what 
NIWCK calls a “conservative” 
estimate for 1958: a ten per cent 
gain, across the board. 

That “crest” of wood prefer- 
ence is explained by a NIWKC 
member this way: “In the first 
place, a lot of people are afraid 
of color, and they’re not afraid 
of wood. The open planning that 
is almost standard now puts the 
kitchen a lot closer to, and often 
in sight of, the living room. The 
new furniture designs are em- 
phasizing wood. All these things 
make wood’s warmth and dec- 
orative features important. It’s 
getting to the place where people 
are thinking of kitchen cabinets 
as furniture.” 

Much of this man’s thinking 
is backed up by NIWKC mem- 
bers’ experiences with non-nat- 
ural finishes. The man with the 
most color business markets only 
16 per cent of his volume that 
way. The rest of the members re- 
porting range down to 31% per 
cent color finishes. Everything 
else is natural finish. 

NIWKC itself has gained in 
stature this year. Its kitchen 
school was a big success. Its 
ranks contain five coast-to-coast 
marketers of KD kitchen cabi- 
nets, and eight others who mar- 
ket nation-wide except for the 
West NIWKC | figures 
there are about 67 major wood 
cabinet firms, of which one- 
third are members. On top of 
these, are literally hundreds of 
other, smaller and still smaller 
factories. 


Coast. 


























“HOW’S BUSINESS, SAM?” 
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All this makes collecting sta- 
tistics in the wood field even more 
difficult than in the steel cabinet 
business. There’s no accurate peg 
at all. The best way to accom- 
plish the job seems to be by sub- 
tracting all the other shares of 
the market—and there isn’t much 
hope of doing this accurately. 
People close to the business—on 
all sides—split the total kitchen 
cabinet take approximately 80-20 
for wood-steel, with other mate- 
rials like plastic laminates com- 
ing out of steel’s end, and then 
split wood business in half, which 
gives the factories about 40 per 
cent and the on-the-job “wood 
butchers” the rest. 


The Chance for Cooperation 


That “wood butcher’—the un- 
kindness of the phrase reflects 
the feelings of both wood and 
steel cabinet men—is the common 
competitor that some industry 
men think will bring the steel and 
wood men into the same fold 
sooner or later. Industry feeling 
is that the wood cabinet leaders 
would go along with this, that the 
appliance men would like it, but 
that the ‘‘old timers” in the steel 
cabinet business are a pretty ef- 
fective roadblock at this time. 

Despite past acrimony, and 
present rugged competition, the 
two associations are acting to- 
gether in some directions. Gone is 
the hope that they will ever be 
able to standardize cut-outs for 
built-in appliances, but together, 
the two groups have taken a new 
tack. Settling for half a loaf, the 
SKCMA-NIWKC combination is 
trying to get appliance specifica- 
tion sheets to carry coded cut- 
out sizes to simplify fitting. 

They’re giving credit where 
credit is due these days, too. One 
wood firm is getting kudos from 
everyone in the business—almost 

-for its 1958 introduction of an 
off-the-floor high-style line of 
cabinets. The lone hold-outs ob- 
ject on the basis of FHA storage 
space requirements and the need 
for more flooring. 

On both sides of the wood- 
steel fence, you can get comment 
on the possibility of cooperation. 
Ranging from a snorted “Never” 
through a more_ reasonable 
“Could be” to an appliance man’s 
“Two years,” these comments 
give you the idea there’s a lot of 
thinking going on in the kitchen 
business. With good reason. End 


Sthcon Rechfier 


IiN2O78 
Lee | 


| 
5 


NEW TUNG-SOL 1N2078 
designed and made 
for simple, speedy 
TV replacement! 


Tung-Sol’s new 1N2078 diffused junc- 
tion silicon rectifier possesses distinct 
advantages the service industry will 
welcome. Optimum physical and elec- 
trical characteristics combine to make 
IN2078 convenient to handle and 
install, and assure your TV and radio 
service customers the high-grade per- 
formance they want and appreciate. 


Small size, easy to install. Tung- 
Sol’s IN2078 is smaller than most 
semiconductor devices, at no sacrifice 
in efficiency. Long flexible leads can be 
quickly soldered to existing connec- 
tions with no additional hardware. 
This is especially suited to printed 
circuitry. 


Long life. Negligible voltage drop that 
remains stable over lengthy operation 
promotes long life. [N2078 virtually 
unaffected by high current surges... 
maintains high B+ over full-length 
operation. 


Special insulated case. Special 
case insulates against chassis shorts to 
further ease replacement. Also, |N2078 
dissipates its own heat... needs no 
heat sink ... yet never requires de 
rating. Only leads get hot. 


You can replace any other device and, 
in some cases, rectifier tubes, with the 
new, high-quality Tung-Sol 1N2078. 
For complete information, to stock up, 
contact your distributor or: Tung-Sol 


Electric Inc., Newark 4, New Jersey. 





1N2078 Maximum ratings 
(100°C) capacitive load: 
(Similar types available with Peak Inverse 
Voltages ranging from 50 up to 500) 
Peak Inverse Voltage 


Continuous D. C. 
Reverse Working 
Voltage 


Average D. C. 
Output Current 


Peak Recurrent 
Forward Current 


Ya Cycle Surge Current 


Full Load Voltage 

Drop @ 28°C... ....cecceees 1.1 Volts 
RMS Input Voltage 130 Volts 
Minimum Series 

Resistance (for 

capacitive filter) 5 ohms, 10 watt 


(s) TUNG-SOL 
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400 Volts 





































Here's why you shoul 








Steam & Dry tron 
Gives homemakers features re- 
quested in consumer survey. Two 
irons in one. Switch from steam 
to dry. Extra-large reservoir. 
Model 482, $17.95". 











Featherweight" 

Automatic fron 
Only 2 ibs. 1 oz.—yet it does fam- 
ily-size ironing easier, taster. Per- 
fect balance. Model 4A4, $11.95*. 





Only Toastmaster gives 
you these exclusive 
fry pan features! 









New ‘'52-X"' Heating Element 
is up to 52% longer—heats 
more uniformly—eliminates 
“hot spots.” 


a J 
A S Ye wre 
ait Wb ade 
% STAINLESS STEEL Se 
FUSED FOREVER = 
Model 12A1 * 


©. TO ALUMINUM! 
Removable Control 


7.50* & i AES i. = = 
‘ Fry BP. ~All Lip TN 


*E THE ONLY SQUARE STAINLESS STEEL AUTOMATIC 
FRY PAN WITH REMOVABLE CONTROL 


® EASY-CLEANING @ COMPLETELY IMMERSIBLE 
Here’s the automatic fry pan homemakers hoped for 
—first from Toastmaster! This is the fry pan sensa- 
tion that can’t miss building plus sales for you. 


FULL FRY PAN LINE WITH FASTEST 







Model 8C1—Fry Pan 
$21.95* 












Precision Heat Control located 
conveniently under the handle 
Removes to make fry pan con 

pletely immersible 


Value-Giving pS 


‘*‘Permanent-Mold” 
Aluminum Fry Pan, 
Same Features 
Model 8D1—$14.95* 












TOASTMASTER 
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the TOASTMASTER line in 1959! 


>K propucts ... Toastmaster Homewares give you a full 
line of small electric appliances under one name—each item 


‘ 


loaded with sales-clinching “‘exclusives”’ ! We call them Home- 
wares because they were created for today’s homemaker to 
give her more leisure time at home! So sell Toastmaster 


Homewares! 


>Kauaity ...A Toastmaster tradition for over 30 years. 
Toastmaster Homewares are made better ...they’re worth 


*Star-Mix" 2-Speed Blender more... you can sell them for more! And they stay sold! 
with selt-selling feature story. Star- Y . . lai te | -ofit-robbi -epairs wh : se] 
shaped for faster, smoother blending. ou cul comp alnts ane profit-ro Ing repairs when you SE 
2 speeds to do every blending job. 

Model 10A1, $34.95*. 


Toastmaster Homewares! 


2K CONSUMER ACCEPTANCE... Nationally-advertised 
Toastmaster Homewares will be pre-sold again in ’59 in the 
leading consumer magazines, as they have been for over 30 
years. This advertising, plus millions of satisfied users, creates 

. the tremendous consumer acceptance that makes it easier to 
sell Toastmaster Homewares! 


SKLOCAL CO-OP ADVERTISING ... A controlled plan 
“Double-Duty” Grill & Waffle Baker to help you bring pre-sold Toastmaster customers to your 


4 plate-size waffles at once. Doubles a 1 al . ; : : 
mao Model 2D3, $34.95". . store. See your Toastmaster distributor for details. 


Waffle Baker, Model 2D2, $21.95*. — ’ mm . 
>KpROMOTIONS ... There’s a Toastmaster promotion 

designed to help you build your sales during every major 

selling season! As an active dealer you qualify for free mer- 


chandising kits, tie-in ads, displays. Why not start right 
! 


*2 BIG De Luxe away! Write Advertising Dept., Toastmaster Div., 
ALUMINUM : McGraw-Edison Co., Elgin, III. Sell Toastmaster Homewares! 
FRY PANS | : A Homewares “Success Story” — 

eae TOASTMASTER PUT THE HEAT ON FAST— 


Model 8A1—$19.95* 


12” De Luxe AND CHANGED AN INDUSTRY FOREVER! 


Model 8B1—$24.95* 
Matching covers 
$3.50* and $4.50* 








“Instant Heat’! A new idea 
and Toastmaster was first! The 
exclusive Toastmaster ‘‘Instant 
Heat” elements have revolution- 
ized the industry —giving floods 
of heat the moment the heater 
is turned on! 





And that’s just one of the 
things Toastmaster Homeware 
means to you — engineering lead- 


, Toastmaster 


‘Instant Heat" 
Automatic Heaters : : 7 
Model 9A2—$29.95* ership that produces fast selling 
Model 9B1—$18.95" ‘firsts’? to make your sales 

easier, faster, bigger and more 
profitable. You'll find these 
Toastmaster “‘firsts’”’ in every segment of the 








‘Instant Heat" growing Toastmaster line. And 
Radiant Heater that puts you first too, when you 
Model 9C1—$13.95* feature Toastmaster Homewares. 


Two Large Sizes— 


Matching Covers! ' : : TOASTMASTE R’ 
Sut tn Elec 


Built-in precision temperature control. 


pats “TOASTMASTER” is a registered trademark of 
: McGraw-Edison Company, Elgin, Il!., and Oakville, Ont. © 1959 


Cooking guide on handle—immersible to insignia. 
a eee 


Automatic signal light— popular square shape. 
Fast, uniform heating. 


SELLING FEATURES! 





vet OF p Pruny 






TOASTMASTER DIVISION 
McGRAW- EDISON COMPANY WAGRAWE 


* Prices shown are suggested retail prices. EDISON" 


Sa <> 
* Guaranteed by ~ 
Good Housekeeping 

Sy Y 
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ELECTRICAL MERCHANDISING’S fifteenth annual utility survey 





irew responst Irom 229 power companies serving 51.5 per- 
ce tion’s wired homes and provides an answer, 


Y and large, the 229 utilities contrib- 
uting to ELECTRICAL MERCHANDIS- 
ING’s fifteenth annual utility survey 


agree with the manufacturers and trade 
associations who have supplied the indus- 
try-wide statistics appearing elsewhere in 
this issue 

Although the 229 utilities 
serve 81.8 percent of the nation’s wired 


reporting 


homes, the individual reports from each 
power company mirror only local activity 
and it is remarkable, therefore, that the 
national picture thus constructed by piec- 
ing together these local reports should cor- 
respond as closely as it does with the na 
tional summaries prepared by sources who 
are forecasting only overall sales patterns 


Here, then, is how the nation’s utilities 





YOUR 
Market? 


Retail sales as measured through these 
local reports dropped almost 11 percent. 
Unfortunately, the biggest declines were 
apparent in high-volume lines such as TV, 
refrigerators and home laundry. 

The utility study shows TV off 15.3 per- 
cent, down 13.6 percent, 
washers off 12.1 percent and clothes dryers 


refrigerators 


down 10.7 percent. Others to show declines 
included electric ranges and water heaters, 
room air conditioners and food waste dis- 
posers. Three products—freezers, vacuum 
cleaners and washer-dryer combinations 
bucked this trend by scoring increases. 
Dishwashers maintained their upward 
1957 pace. 

A quick comparison with the sales sum- 


mary on page 181 and with the individual 





ed up the past year: market studies for these products will 
NUMBER OF DEALERS UTILITY MERCHANDISING 
(1958 Figures from 204 Cos.) (Plans for 1959) 
Dec. Dec. % Will 
No. Cos. 1958 1957 Change Will Not 
18 New England ...... 3,395 3,539 4.07 | New England .... 15 4 
19 Middle Atlantic . 14,557 14,891 2,24 | Middle Atlantic .... 5 14 


27 East North Central .13,787 14,346 


3.90 East North Central 14 13 





and region by region, to the question of 


s Business In 


show that these specific product trends in 
the utility study do not always correspond 
with the actual sales totals as compiled by 
manufacturers, trade associations and the 
staff of ELECTRICAL MERCHANDISING. It is 
important, therefore, to emphasize that 
these projected utility totals are based on 
a sampling and are not actual sales totals. 
They do, however, form an accurate pic- 
ture of the region-by-region variations in 
sales and do, in most cases, reflect with a 
certain degree of accuracy either the con- 
sumer’s preference or apathy towards a 
given product. 

On the national summary table opposite, 
unit sales of appliances and television by 
both states and regions are shown as 
“sales per 1,000 customers” served by the 
reporting power companies. On succeed- 
ing pages are the actual sales of major ap- 
pliances and television within the terri- 
tory served by each utility. 

The study, in addition to showing the 
estimated sales of appliances, also indi- 
cates the number of customers served by 
each power company, the average annual 
kwhr consumption per meter, the number 
of dealers serving their territory and the 
merchandising plans of the individual util- 
ities. 


Region by Region 


Regionally, the southeastern, south- 
western and western sections of the nation 


23 West North Central . 7,927 8,470 — 6.41 | West North Central 13 13 prseien 9 _ he eae oe 
jliance-TV sales. The East Nor entral, 
15 South Atlantic 7,805 7,917 — 1.41 | South Atlantic..... 9 9 ‘aia Suet: Gammek cacy Gada duieiane 
12 East South Central . 3,688 3,873 4.78 | East South Central . 3 9 regions were severely hit by the general 
18 West South Central . 7,561 7,632 .93 | West South Central. 5 13 business recession. Big declines in both the 
26 Mauutate 3,551 3,189 +11.36 | Mountain......... 8 40 automotive and steel industries created 
38 Pacific 7,460 7,917 — 5.77| Pacific ........... 2 39 eee See eee ee eS 
' . result very little “loose” money was avail- 
204 Total 69,731 71,774 2.85 | Total ..... ets 154 able for the purchase of refrigerators, 
32.5% 67.5% washers, etc. In the East North Central, 
Continued on page 190 
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Check This NATIONAL SUMMARY First... 



























































> 
Estimated Unit Sales of Appliances-TV in 1958 per 1,000 Customers REPORTING 
UTILITIY PLANS 
- _ - —_—_— — —--— ON MER- 
CHANDISING 
(ESTIMATED) NUMBER IN 1959 
NUMBER | CUSTOMERS Food OF 
OF (Domestic Stand- _Built- Room Washer- Waste DEALERS 
REPORTIN & Rural) Refrig- ard In Water Air Auto. Conv. Dryer Vacuum Dish- Dis- Tele- SERVING will 
UTILITIES |Dec. 31, 1958) erators Ranges Ranges Heaters Freezers Condit. WashersWashers Comb. Dryers Cleaners washers posers vision TERRITORY | Will Not 
LOL 2 256,000 33 € 16> 14 12 2 30 7 2 9 3 1 1 15 498 ua 2 
New Hampshire ........ 1 120,750 22 15 2 8 5 1 4) a 2 8 aie 7 > Po 170 } 
rs 1 59,000 ne we ms = a _ a —_ “a 90 1 g 
Massachusetts .......... 9 1,449,220 49 < 25> 6 4 8 53 4 1 13 20 4 98 1,599 8 1 
Rhode Island .......... 2 74,600 32 39 3 26 5 3 26 10 3 23 19 4 3 35 122 2 ma 
Connectevt ..cscccoces 4 677,555 56 23 7 13 Ff 16 66 10 3 21 26 iB 8 120 948 3 1 
New England ...... 19 2,637,125 48 <25-> 9 6 10 53 6 2 14 22 7 5 100 3,427 15 4 
New York armen 7 5,056,808 52 € 50> 3 5 32 54 4 6 W 67 iB 2 92 5,338 2 5 
New Jersey ..........-. 4 1,716,810 50 <26-> 18 12 16 55 12 2 18 22 1 74 2,561 1 3 
Pennsylvania ae 8 2,946,962 56 <23-> i i 21 53 27 * 27 32 6 8 WW 6,658 2 6 
Middle Atlantic .... 19 9,720,580 53 <4 > 7 8 28 54 12 5 17 58 9 3 99 14,557 5 14 
oo ee ean 8 2,090,566 61 24 9 10 13 10 <6 > 3 36 37 7 10 108 3,669 3 5 
Indiana Rao 5 828,240 93 <46-> 25 1 16 44 NW 4 44 4) 1 16 38 1,525 2 2 
BEd. 50 Kone esanennee 5 2,423,556 58 <12> 4 VW 12 25 21 3 16 78 4 6 147 3,523 1 4 
Michigar et 6 1,982,041 56 <25> 19 12 10 <+59-> 3 16 103 1 87 3,139 4 2 
ee eee 4 762,640 38 19 7 16 iB 6 36 16 2 25 ee 4 7 4! 1,931 4 
East North Central . . 28 8,087,043 57 €é5 > 13 12 11 <+57-> 3 25 61 6 8 107 13,787 14 13 
ee 6 771,802 71 <—48-> 18 23 15 42 17 4 29 22 8 9 62 2,138 4 2 
ee err 5 462,050 52 23 6 14 19 20 31 21 5 25 20 3 6 34 1,927 4 1 
Missour ee 7 905,683 80 <25> 5 24 48 53 12 10 19 49 9 14 162 1,943 | 6 
North Dakota ......ese.% in oe we oe es ¥ oe " . . om ‘ 
South TORO: oo cs ccecd 2 53,432 32 26 3 19 17 14 26 7 3 30 2) 3 6 112 450 2 
Nebraska .. con 2 199,300 38 25 iB 10 17 25 36 15 5 23 27 5 12 65 595 | 1 } 
Kansas P 4 346,528 51 28 § 4 22 45 64 15 8 32 40 6 12 98 883 i 1 3 
West North Central . 26 2,738,795 65 < 34> 10 22 33 47 15 6 25 35 7 VW 104 7,936 13 13 
| 
Delaware ........eeeees 72,200} 62 7 2 25 8 2 6 4 ~7 35 42COiK dl 
Maryland oe 2 603,900 70 <423-> 13 15 20 <+97-> a 17 38 9 7 67} 728 2 ; 
District of Columbia .... ] 393,761 95 14 9 3 26 53 79 17 2 28 47 17 18 168 | 320 1 
Virginia 2 1,063,973 Me <. > 35 ' oi 33 : ‘3 a j 2,200 2 
West Virginia ..cccecesd 2 231,210 40 <é > W 9 1 21 15 2 34 23 2 2 55 353 | 2 
North Caroling ...cecced 2 935,065 47 43 20 66 23 24 56 14 2 im 29 8 8 130 2,250 | 1 | 
South Carolina ......... 1 152,000 158 33 26 66 39 82 82 o® 13 25 i 23 26 197 230 ' 1 
Georgia 2 647,600 99 <> 20 44 101 69 70 6 20 él 31 8 123 125 2 ; 
ee 5 1,098,834 82 <- > 88 8 73 59 9 3 12 15 10 6 100 2,277 1 4 
South Atlantic ...... 18 5,198,543 77 <418-> 45 21 52 € 86 > 4 19 35 14 9 114 8,605 9 
| 
| 
NONE | i. scesasanen 3 457,400 48 <49-> 22 31 20 49 62 1 25 4 3 119 1,350 | 2 
ennesse¢ 6 421,590 72 </> 38 34 86 < 87 > 4 36 51 10 9 89 538 | é 
Alat 1 535,366 61 32 1 20 27 36 56 19 4 7 72 7 3 114 i 1,200 j | 
Mississipg 2 237,165 72 < 19> 4 2 30 <28-> 2 9 2 2 43 600 
East South Central 12 1,651,521 64 <44> 23 29 46 <+75-> 3 19 69 7 5 95 | 3,688 } 
2 289,170 62 12 6 3 24 45 54 23 2 Ni , 3 3 129 | 1,29 
3 525,700 89 <> 4 45 113 86 28 4 16 32 17 8 118 j 1,029 | 2 
Dk . j 2 495,935 61 <23-> 2 20 34 <€ 44 > es 16 : 3 A) 1,146 i 3 
Tex ; 1 2,142,709 78 <29-> 5 30 105 66 15 5 20 4) 14 7 22 | 4,091 | 4 j 
| \ 
West South Central . 18 3,453,514 76 €2 > 4 30 89 € 5 > 5 18 39 13 13 114 | 7,561 | 13 
' 
i i 
| | 
ge 4 129,660 44 26 | 12 17 2 60 3 9 43 27 9 5 153 609 t 4 
idat 3 117,048 67 59 14 59 4] 7 99 9 6 57 8 4 ? 2 4 8 
Wyoming ......ceeeees 4 25,541 20 10 4 4 6 43 11 3 4 23 6 4 8 | 
Co 4c 13 407,313 73 28 8 ‘i 8 8 15 13 6 28 33 17 2) 159 | 
New M 9 06,880 62 <28-> 6 34 2 66 22 4 ? 16 7 8 109 13 8 
r 4 260,076 76 17 26 7 26 22 69 22 4 1 26 ? 10 100 | 600 ot : 
Utat 6 209,170 61 42 16 26 26 5 73 21 10 47 87 16 23 94 | 1,167 6 
Nev 5 64,397 53 <33-> 23 7 28 49 8 4 7 6 5 75 32 
° ” Mountain ntina tae 48 1,320,085 66 <4|-> 16 24 10 72 17 6 31 44 12 16 116 4,261 8 4 
Washingtor eae 18 744,972 59 58 | 53 35 8 <€/3 > 9 48 48 17 12 114 1,469 ' 18 
Oregor genes 7 574,408 75 60 8 45 41 5 94 13 2 75 4 14 7 13 f 1,281 7 
- California seers 16 4,275,388 79 <25-> j 14 17 <+79-> 7 22 60 14 20 116 4,786 | 2 14 
Pacific operate 41 5,594,768 73 <€33-> 18 18 16 € 3 > 7 30 54 14 17 116 7,536 | 2 ? 
UNITED STATES ........ 229 40,401,974 63 € 20 > 15 16 31 €<€70 > > 22 47 10 9 107 | 71,358 | 74 4 
170) (185) (182) (166) (153) (160) (126) (174) (96) (150) (125) (143) i (220 | 
- - 
Alaska gin itn eeta asda arwe 3 21,151 9 7 2 15 6 = 9 1 3 8 im 2 4 9 i 36 2 3 
British Columbia ....... 3 345,790 52 <+35> 23 14 1 27 10 3 18 48 3 3 85 872 3 
Hawaii | 3 112,942 86 <-44-> 52 20 10 98 186 1 2 


18 3 10 
U 


q 91 8 8 
Now turn to the REGIONAL BREAK DOWNS starting on page 184 
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On Television! Every Thursday, coast to In Magazines! Every month in the 
coast on “Playhouse 90”, Julia Meade tells the nation’s leading magazines—ads and articles 
“Gold Star” story. on the “Gold Star” story. 


Biggest Promotion In 
—“er 


Millions 
will be looking for 
this 
and Gas Ranges 





built to new 


Gold Star Standards | eee 
Here’s the world’s newest emblem of excellence, | ml 
mark of the world’s finest ranges—The Gold Star P f 4 
Award. Millions of dollars are being spent in the ™ oF | | 
most intensive advertising and promotion campaign 
the Gas Industry has ever known to make Gas Ranges 
built to Gold Star Standards the most sought-after, 
most desirable and—for you—the most profitable 
ranges in America today! 


Nake. Cour. Store 
Gol Str’ Headquarters 
tn Sour. (Veghborheod / 





GO with the GOLD STAR AWARD 





JANUARY, 
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this 60LD STAR 


marks the worlds 
most modern range... a7/// 





In Newspapers! In local dailies, Sunday supple- Everywhere! Billboards, carcards, truck 
ments, plus regional radio & TV—the “Gold Star” story posters, decals, banners and streamers tell 
presented by range manufacturers and Gas companies. the “Gold Star” story. 






Gas Range History! 


for 28 reasons—these Gas Ranges will be YOUR 
Money-Maker Ranges of 1959! 











o 


Cup, bokiing Chen Bui 


RSS 


Atilomatia, Folilberie, 





Barnch-with-a-Brain* 
a 








These Great Manufacturers 
are producing ranges to Gold Star Standards— 
and will help win Gas Range sales for you: 





Caloric O'Keefe & Merritt 
Crown Roper 
Dixie Sunray 
Gaffers & Sattler Tappan 
Glenwood The Boston Stove Company 
Hardwick Universal 
At Least 28 Advances in Performance, Automation Kenmore Wedgewood-Holly 
Magic Chef Welbilt 


and Design Like These Will Move Gas Ranges Out Of Norge Whirlpool 
Your Store Faster Than They’ve Ever Moved Before! 


... and wetch your profits GROW! 











American Gas Asssociation 
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New England 









ELECTRICAL APPLIANCE 







OF DOMESTIC 


CUSTOMERS 














* Does 


** Included 


not include replacement sales 


in Automatic Washers & Dryers 









Refrig- 
erators 


860 
7,500 


2,700 


28,200 


552 
15,000 
10,500 
12,000 





Dec. 31 Dec. 31 IKW-Hour 
195 1957 Con 
(Estimate) (Actual) ptio 
MAINE 
Bongor Hydro-Electric Co. 45,000 43,565} 2,785 
Central Maine Power Co. . 211,000* 202,259} 2,900 
NEW HAMPSHIRE 
Public Service Co. of N. H. 120,750 118,828] 2,750 
VERMONT 
Central Vermont Public Service Corp. 59,000 57,908} 3,050 
MASSACHUSETTS 
Brockton Edison Co 56,900 55,4821 2,946 
Cape & Vineyard Electric Co. 43,000 41,254] 2,240 
Western Mass. Electric Co. 121,600 118,886] 2,835 
New England Electric System . 693,000 683,529] 2,275 
Boston Edison Co. a 416,750 414,697] 2,312 
Plymouth County Electric Co. 29,000 28,500] 1,520 
Fitchburg Gas & Electric Co. . 16,300 16,137] 2,175 
Cambridge Electric-Light Co. 30,870 31,110} 1,520 
Lynn Gas & Electric Co. 41,800 40,707} 1,920 
RHODE ISLAND 
Blackstone Valley Gas & Electric Co. 59,100 58,825} 1,800 
Newport Electric Corp. . 15,500 15,300} 3,225 
CONNECTICUT 
The Housatonic Public Service Co. 18,500 17,950] 2,673 
Hartford Electric Light Co.¢ ........ 193,075 189,013] 3,311 
The United Illuminating Co. . - 171,000 168,759] 3,235 
The Connecticut Light & Power Co. 294,980 287,566} 3,410 
* includes 6,000 customers acquired through acquisition of Rumford Light Co., Oct. 1, 1958 
Included in Automatic Washers 
The Hartford Electric Light Co. & the Connecticut Power Co. merged to become The Hartford 
NUMBER 
OF DOMESTIC 
Middl Atl ti CUSTOMERS 
Average 
Dec. 31 Dec. 31 |KW-Hour 
1958 1957 Con- 
(Estimate Actual) |sumption 
NEW YORK 
Long Island Lighting Co 493,000 475,805} 3,114 
Central Hudson Gas & Electric Corp. 111,400 108,692} 2,913 
Orange-Rockland Utilities, Inc. 50,700 48,644) 2,350 
N. Y. State Electric & Gas Corp. 398,500 388,745] 3,323 
Rochester Gas & Electric Corp. 175,488 172,788 3,200 
Niagara-Mohawk Power Corp. 936,020 922,993} 3,305 
Consolidated Edison Co +2,891,700 +2,866,692| 1,670 
NEW JERSEY 
Jersey Central Power & Light Co. .. 222,548 213,102) 3,184 
New Jersey Power & Light Co. _ 94,562 91,582] 3,434 
Public Service Electric & Gas Co. .. 1,211,000 1,191,637] 2,264 
Atlantic City Electric Co. 188,700 183,800] 3,500 
PENNSYLVANIA 
Pennsylvania Power & Light Co. 614,500 608,500} 3,050 
Duquesne Light Co. ........... 421,000 416,000} 2,800 
Pennsylvania Power Co. . 77,198 75,788) 3,800 
Philadelphia Electric System .. 888,900 874,910) 3,122 
Metropolitan Edison Co. ..... 215,501 218,952] 3,680 
Pennsylvania Electric Co. ......... 349,963 346,300] 3,074 
Luzerne Electric Div.—U.G.I. Co. ...... 43,000 42,000} 2,200 
West Penn Power Co. ............. 336,900 331,454] 3,554 





Electric Co. 


Refrig- 
erators 


25,000 


15,000 
11,500 
53,000 
148,800 


12,000 
3,900 


25,400 
34,490 

3,200 
52,000 
15,550 
17,000 

2,000 
16,000 








MARKET DATA BY REGIONS (Continued) 


NUMBER 


221 76 


<— 3,900 —> 3,500 


1,800 280 
1,000 300 

456 114 
A re 


14,000 4,000 4,000 


wapa m 


226 
5,500 1,300 
5,100 1,100 
5,000 2,000 


110 


on Jan. 1, 1958 


1958 UNIT SALES 


Ranges Ranges 


Standard Built-In 


< 


4,000—> 
1,500” 


4,200 


1,300 


<—15,500—> 
<—10,935—> 
1,900: 300 
<—15,000—> 
4,630 2,080 
6,300 2,835 
150 100 
8,800—> 


< 


JANUARY, 





Water 
Standard Built-in Heaters Freezers 


129 


1,000 


900 
330 
1,340 


163 
1,700 
1,500 
1,300 


91 
2,400 
2,700 
3,400 





3,500 


91 
6,000 
1,800 
2,700 


Room 
Water Air 
Heaters Freezers Condit. 
1,200 3,000 25,000 
900 
4,250 5,150 700 
1,500 2,500 1,250 
6,950 8,600 7,500 
2,200 5,700 123,800 
3,600 3,300 4,400 
1,800 800 750 
3,500 2,200 ..... 
8,300 6,500 5,000 
400 5,100 6,360 
850 800 400 
6,500 5,200 41,000 
3,425 3,200 3,800 
6,315 6,470 1,700 
ee ae 
5,300 5,800 1,950 


Auto. Conv. 


Washers Washers 






207 
7,500 


86 
1,800 





5,000 


32,000 


Auto. Conv. 


Washers 


40,000 


142,000 


13,500 
3,900 


28,000 
30,160 
3,400 
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Washer- 





Washers 


3,500 


1958 UNIT SALES OF ELECTRICAL APPLIANCES 


Dryer 


Comb. Dryers 


49 79 
450 2,200 





































200 1,000 


100 
24 


1,000 

210 
2,235 
800 9,000 
800 4,660 


60-21 
tt 6,500 
500 3,400 
1,000 4,200 


OF ELECTRICAL APPLIANCES 


Washer- 
Dryer 


Comb. Dryers 


1,500 10,000 








REPORTING UTILITY 
PLAN 























PERCENT SATURATION S ON 
MERCHANDISING 
Food Room Food No. Dealers Did Co. Plan 
Vacuum  Dish- Waste Tele- Refrig- Water Air Auto. Conv. Vacuum Dish- Waste  fele- Serving Merchandise To in 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit.Washers Washers DryersCleaners washersDisposers vision Territory In 1958 1959 
132 43 30 670 79 21 16 11 12 17 59 Fj 89 4 3 89 98 No No 
nae ante ene age te ee: ae ae ore slave aan ree a2 eee rae ete 0 400 No** No 
See wate, $i eee 91 46 17 8 1 22 ere 8 a ae aoe 85 170 Yes Yes 
Bouse  pibecek ee wee ane ick sie ee ee come me ae sed ne 90 Yes Yes 
1,500 100 100 = 3,000 90 44 23 17 8 40 55 12 85 7 6 80 90 Yes Yes 
ees Oe ares: ete 98 65 32 7 woe we 42 10 94 7 eo ee 20 Yes Yes 
are Tatra, ene sae VICES Src —kae - coe Me coe aan) oes 165 No No 
9,000 2,000 1,200 65,000 93 31 7 20 25 3 37 8 75 36 28 9 800 Yes Yes 
14,000 3,850 3,450 46,900 93.8 269 63 86 118 @7 @223 84 65 62 65 925 400 Yes Yes 
Bit a citgtue tie talckar ie, © adenine cae eo Bes pas ea ae alot Nang Sas Rate ace ee 32 Yes Yes 
200 60 45 1,200 90 8 7 2 5 68 32 7 80 1 1 80 12 Yes Yes 
ee waite wteladewar ~ “snecka as me meer Sek eke Slovia sig Se dil ca gigas ciate ?P the 50 Yes Yes 
400 80 ee 93 7 Suc ne 3 33 40 8 75 33 642 mks 30 Yes Yes 
wie eT ene Cee oe eee ee ee ae re ae 100 Yes Yes 
300 53 50 550 92 61 30 16 4 55 30 22 89 11 11 87 22 Yes Yes 
120 44 463 731 91 63 35 16 6 38 90 91 9 4 15 94 30 Yes Yes 
10,000 4,500 2,600 29,000 97.9 41.2 14 15.2 15.5 52.1 396 15.7 88.2 135 10.5 90.7 265 Yes Yes 
ee see 16,000 98 38 18 7 6 67 51 10 Se oo 163 No No 
3,200 1,700 1,000 ..... ws ... W 4 45 38 «61189 6 19 90 490 Yes Yes 
** Discontinued Merchandising March 1, 1958 
t As of August 31, 1958 
REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
TTS OY RT 
Food Room Food No. Dealers Did Co. Plan 
Vacuum Dish- Waste Tele- Refrig- Water Air Auto. Conv. Dry- Vacuum Dish- Waste Tele- Serving Merchandise To In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit.Washers Washers ers Cleaners washers Disposers vision Territory In 1958 1959 
7,500 .. 98 20 5 25 15 <—90—> 25 90 15 5 95 200 No No 
ail paigenel Sam Tee ss ons ats tae Rad ee 262 No No 
a : i Beis ae — 7. Pete es are ae 110 Yes Yes 
eked 93 3U.5 16:2 1636 13 202 ee ae es eee 800 No No 
2,000 1,500 24,000 98 32 14 18 7 58 sviptes 98 Ff 9 98 225 Yes Yes 
39,000 7,300 6,625 100,950 94 35 14 9 6 42 46 14 76 4 4 92 2,041 No No 
219,000 31,000 0 242,000 87.9  /_—e i — fk <. oe 4.] : 1,700 No No 
6,100 3,000 ..... 18,500 96 22 18 wiles ot ride nie ems a a eee 90 203 No No 
800 ee 5,000 95 43 27 19 5 28 62 13 Fs 6 sie 90 108 No No 
ee” waxteta scdecnaees 96 7.8 f 7.8 223 45:3 279 5.2 85 2.1 1.6 100 2,000 Yes Yes 
— 58 39 20 a. eee es us eG cae a 250 No No 
—_ 26G0 ss5. 32,000 96 42.7 21 GS 73 B32 ms TOD fs. 4.1 er 85.9 1,200 No No 
17,540 3,625 5,650 64,285 98 265 23 Ti 10.1 42.8 60 23.2 88 53 6 95 1,100 No No 
1,800 200 230 5,000 942 Ai7 VW 142 52 36 62 233 C3 2.7 3 89.8 163 Yes Yes 
is 6800 ..... 140,000 86 28 13 10 22 <—7§—_—= 13 80 6 eis 95 1,825 Yes Yes 
i) ae 25,000 96.7 45.6 279 20.8 10.1 48.8 oe, ne a ae 550 No No 
cis CE wens 29,000 92.7 37.6 19.4 17.8 3.9 43.3 ae: ere i ee ee 850 No No 
1,000 MO ce cltoe, carvers 85 21 10 Sat aneye = ests iets fae pos oe Ae ie 70 No No 
7,500 800 700 26,000 95 40.2 21 92 43 35 615 246 36 ay gd Fa 900 No No 
t Number of Appliances per 100 customers ADDITIONAL CHARTS ON PAGE 186 
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NUMBER 
OF DOMESTIC 
CUSTOMERS 


South 
Atlantic Des. 


Dec. 31 
1957 


KW-Hour 


Average 


Con- 








(Estimate) (Actual) 









DELAWARE 
Delaware Power & Light Co. 
(Northern Division) 


72,200 71,308 





MARYLAND 
Potomac Edison Co. ...... 
Baltimore Gas Electric Co. . 


141,600 
462,300 


139,201 
453,647 











DISTRICT OF COLUMBIA 


Potomac Electric Power Co. . 393,761 387,263 






VIRGINIA 
Virginia Electric & Power Co. 
Appalachian Power Co. ... 
















635,000 
428,973 


619,844 
422,582 


WEST VIRGINIA 


ptio 


3,750 


3,655 
2,549 


3,950 
3,878 


4,180 
4,117 
3,975 
5,832 
4,750 




















Wheeling Electric Co. .. 38,250 37,930 
Monogahela Power Co. . 192,960 189,460 
NORTH CAROLINA 
Carolina Power & Light Co. 345,065 346,802 
Duke Power Co. ......... 590,000 578,000 
SOUTH CAROLINA 
South Carolina Electric & Gas Co. 152,000 149,257 
GEORGIA 
Savannah Electric & Power Co. 61,000 59,563 
Georgia Power Co. 586,600 578,579 
FLORIDA 
Florida Power & Light Co. . 573,100 530,520 
ee ew eke canees 81,043 78,095 
Flordia Power Corp. ......... 211,000 193,881 
City Electric Plant, Jacksonville . . 108,691 103,680 
Tampa Electric Co. 125,000 118,971 
** Included in Washers & Dryers 
NUMBER 
OF DOMESTIC 
Fast CUSTOMERS 
South Central Oe 31 ee 
1958 1957 
(Estimate Actual) 
KENTUCKY 
Kentucky Utilities Co. * 210,700 205,387 
Kentucky Power Co. .. 80,000 78,649 
Louisville Gas & Electric Co. . 166,700 164,629 
TENNESSEE 
Memphis Light, Gas & Water 144,000 141,881 
Electric Power Board, Chattanooga . 72,600 72,327 
Knoxville Utilities Board ........ 66,890 65,900 
Kingsport Utilities, Inc. pation 18,250 17,900 
Electric Power Board, Nashville 107,500 105,920 
Bristol Tenn. Electric System 12,350 11,746 
ALABAMA 
Alabama Power Co.** 535,366 523,796 
MISSISSIPPI 
Mississippi Power & Light Co. 149,000 149,350 
Mississippi Power Co. 88,165 85,182 


** Saturation as of 12 





Average 
KW-Hour 
Con- 

sumption 


2,748 
2,785 
3,420 


3,450 
12,657 
10,900 

7,800 
11,200 
10,050 


3,785 


2,500 
2,785 
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aa cL) 


Refrig- 
erators 


4,500 


7,000 
35,000 


37,500 


16,500 
27,000 


24,000 


6,000 
58,150 


52,000 


Refrig- 
erators 


10,132 


32,600 


12,000 
5,000 
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Washer- 
Dryer 
Comb. 


Water Air 
Cendit. 


Heaters Freezers 


arg Asto. Conv. 
Standard Bvilt-in 


Washers Washers Dryers 





1,200 1,500 1,800 600 1,800 4,500 1,000 500 2,500 


6,000 350 
<~—7,300—> 


4,000 2,000 
4,000 7,000 


2,000 
10,000 


5,000 8,500 
<—45,000—> 


oeeee 






5,480 3,660 1,370 10,300 20,800 31,300 6,510 





Soeee B29 CEHee DOC CO COOBS Cowes +enes see8¢ “@0l@e* 


aE sxiciins., visi. seman wind dla. 1,200 
3,560 850 2,050 1,680 280 4,000 2,800 400 6,700 
15,000 ..... 12,000 7,500 7,200 17,000 1,200 ..... 2,100 
25,000 12,000 50,000 14,000 15,000 35,000 12,000 1,000 8,000 
5,000 4,000 10,000 6,000 12,500 12,500 ..... 2,000 3,800 
2,500 500 1,500 2,000 5,000 4,500 500 500 1,000 
<-32,800-» 11,725 26,500 60,200 40,000 45,000 3,500 12,000 
<~35,000-> 60,000 4,000 55,000 35,000 5,000 ** 7,000 
1800 300 1,500 1,000 2,300 3,000 700 300 700 
<-12,500-> 15,000 1,500 8,000 9,000 2,000 ..... 2,000 
6,300 3,000 10,640 1,450 7,000 11,160 1,320 300 2,040 


1958 UNIT SALES OF ELECTRICAL APPLIANCES 





Room Washer- 

Ranges Ranges Water Air Auto. Conv. Dryer 
Standard Built-In Heaters Freezers Condit. Washers Washers Comb. Dryers 
<—10,607—> 4,681 7,921 3,806 10,300 13,078 ..... 5,564 
3,000 we V700 VEO 2ROO wok tb ecen 50 1,700 
1,900 700 400 3,000 11,000 8,500 2,000 600 1,250 
4,020 625 4,695 3,000 6656 4,980 1,116 ..... 2,717 
FOU kee 3,500 3,500 5,000 5,000 2,500 150 6,000 
700 200 MU ites cece! eee sg <Gunpana 175 625 
<—6,/30—> 5,100 3,125 10,976 ..... ..... 4,000 
re 1,500 1,000 1,000 <—1,750—> ..... ..... 
17,200 6,000 10,800 14,400 19,250 30,000 10,400 2,000 3,900 
<—3,400—> 750 ..... 3,000 <—4,200-—> ..... 1,500 
1,000 90 265 1,050 4,100 2,050 450 160 650 
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REPORTING UTILITY 
PERCENT SATURATION 








PLANS ON 
MERCHANDISING 
Foed _ Food No. Dealers Did Co. Pian 
Vacuum Dish- Waste Tele- Refrig- Water Air Auto. Con Vacuum Dish- Waste Tele- Serving Merchandise Te In 
mers ashers Disp s vision eratorsRangesHeaters Freezers Condit. Washers Washers Dryers Cleaners washers Disposers vision Territory in 1958 19859 
3,000 1,000 500 7,000 96 35 [be 8 15 <—90—> 10 90 7 8 96 122 Yes Yes 
4,500 400 er 95 53 32 22 6 19 7S 10 ite sane ities 75 260 Yes Yes 
18,500 5,000 4,000 31,000 93.5 163 78 12.22 153 <-769—> 62 465 6.1 a7 6923 468 Yes Yes 
18,500 6,840 7,260 66,300 99 74.7 «2.7 12.3 263 <—54—> 11.3 55 9.4 12.8 100+ 320 No No 
eae see Sebastian 952 Je.1 2s" 136 94 DF os Ge ws re 80.8 800 No No 
eek aieeee, SRERS  arediets cow GQ BRU css ear acer seis. | AEE wher ches cher er 1,400 No No 
ete eo linaidins \ teeters: lliabentens ce ae me «sc. 20-0 ie MEL Paw «86ski “Hee — 58 Yest Yes; 
4,400 290 350 10,600 91 245 62 165 15 198 70.8 14.2 76 to 1.8 68.8 295 Yes Yes 
ee 1,100 ..... 11,300 98 725 Gi8 31.1 137 @06 BWA 4 ats ae IIB 1,050 No No 
17,000 6,000 5,000 110,000 96 80 58 28 6 36 42 5 35 5 3 80 1,200 Yes! Yes! 
eesrocens 3,500 4,000 30,000 97 39 29 18 25 40 ee 6 eis 9 12 75 230 No No 
3,500 1,000 1,000 7,500 92 52 42 33 27 38 20 14 45 7 $ 80 125 Yes Yes 
36,000 19,000 3,900 ..... 92 45.9 30.9 39 22.9 38 34 6.5 74 6 3 = bilanie Yes Yes 
10,000 6,500 4,000 70,000 957 S32 S.1 83 15.5 49.2 19 GS sas a 87.3 1,688 No No 
1,200 400 300 4,000 98 43.8 35.7 19.2 20 51.4 246 66 43.2 3.8 18 93 85 Yes Yes 
1,600 1,500 1,000 12,000 93.3 56 56.7 7.4 163 304 319 4 61 43 27 423 350 No No 
cigigieis> « antamial eatin. . Uenmears eae etait a a ies Oe Hare ees nies sar ck oe ek No No 
ree 1,500 500 12,600 98 65 63 19 20 eae oer 5 aie: “Sea” aes 86 154 No No 








* 22.8% Controlled, 6.5% Uncontrolled + Ranges, Water Heaters, Dryers, Freezers, Refrigerators & Small Appliances + Electric Ranges, Water Heaters and Clothes Dryers Only 











REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
Foed Room Food No. Dealers Did Co. Plan 
Vacuum Dish- Waste Tele- Refrig- Water Air Auto. Conv. Vacuum Dish- Waste Tele- Serving Merchandise To In 
Cleaners weshers Dispesers vision erators Ranges Heaters Freezers Condit. Washers Washers DryersCleaners washers Disposers vision Territory in 1958 1959 
ee 911 690 25,098 964 378 253 UWS 64 WS GI a 339 25 638 675 No No 
atlas “pies eaitae  eareee 98 53 17 8 oe ae 40 12 ee ° ae 65 250 Yes Yes 
Siegiac: beyeae Gece:  ~Shitelie 90 15 15 10 25 20 30 8 90 15 10 80 425(LY) No No 
oe 2,000 2,100 14,000 92 15 5:5 Ze 47 83 en 18 ree 9 7 86 207 No No 
2,820 350 154 4,680 100 93 78 18 48 <— 94 —> 20 90 8 5 70 70 No No 
sisreniars 220 130 2,000 98 86 72 25 25 <— $5-—> 12 70 14 14 70 76 No No 
pitaaithe ee aver Sern” 77 eis Nae eet Sees —_ dite seis a 25 No No 
RY ee 12,900 99 90 67 13 bcos ee a aes a ae eee 110 No No 
1,500 600 300 2,500 rot, Py” Se ae 50 No No 
38,400+ 3,850 1,625 61,000 92.1 412 21.1 WS $5 D3 <a ee ee wen 1,200 Yes Ye 
iikes: sake wees 5,200 90 22 Ss eee coe = “&—40,5-— > Hote Ae 44.2 350 No N 
praia 200 150 5,000 95 18.8 5.7 18.7 15.9 448 ane 60648 Ck 3 1 74.6 250 Yes Ye: 
(LY) Last year’s figures { Includes Floor Polishers ADDITIONAL CHARTS ON PAGE 190 
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NOW... FROM WESTINGHOUSE—THE GREATEST ADVANCE IN LIGHT BULBS 


30,000,000 


will see it on TV! 
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IN 34 YEARS! 


The New Shape Westinghouse Eye Saving White bulb is the most heavily advertised bulb in history! Ex- 
citing, hard-selling network commercials on the “Westinghouse Desilu Playhouse”...2-page spreads and 


full-page ads in color in Reader’s Digest, Life, The Saturday Evening Post, Time, Ladies’ Home Journal! 








And there’s even more to this great new bulb than the unprecedented promotion it’s getting. New Shape 
Eye Saving White bulbs pay up to 21.7% more profit than old-fashioned bulbs! Stock up now! Call 


your authorized Westinghouse lamp agent or write—Westinghouse Lamp Division, Bloomfield, N. J. 


you CAN BE SURE...1F ITS \ Vesti nghou SC 


WATCH “WESTINGHOUSE LUCILLE BALL-DES!I ARNAZ SHOWS" CBS-TV MONDAYS 
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NUMBER 
OF DOMESTIC 
CUSTOMERS 


West 
North Central 


MINNESOTA 






DEC. 31 Dec. 31 | Average 
1958 1957 KW-Hr. 
(Estimate) (Actual)| C’mpta 











og errr 70,500 70,278| 3,296 
Northern States Power Co. .......... 565,000 551,458] 3,230 
Minnesota Power & Light Co. ......... 56,000 55,638} 3,890 
Montana-Dakota Utilities Co. ........ 72,500 71,378] 3,200 
Red Lake Electric Coop., Inc. .......... 3,232 3,165} 3,540 
Beltrami Electric Coop., Inc. .......... 4,570 Ce) | eee 








1IOWA 






lowa Public Service Co. ......... tea 104,850 103,961} 2,630 
lowa Electric Light & Power Co. ....... 121,000 118,300} 3,338 
ee rae 85,600 84,426] 3,047 
lowa Southern Utilities Co. .......... 55,600 54,783] 2,470 
lowa-lilinois Gas & Electric Co. ....... 95,000 92,434] 2,800 













MISSOURI 








Board of Public Works, Poplar Bluff .. . 5,100 4,895| 2,100 
St. Joseph Light & Power Co. .... 34,300 33,910} 2,570 
City Utilities, Springfield ............. 30,383 29,570) 2,318 
Empire District Electric Co. ........... 57,000 55,998] 2,200 
ee dec awueioes 523,300 518,878] 3,328 
Missouri Power & Light Co. .......... 54,800 53,821] 2,418 
Kansas City Power & Light Co. ........ 200,800 220,000} 2,966 





SOUTH DAKOTA 
Northwestern Public Service Co. ...... 
Black Hills Power & Light Co. ......... 





31,332 
22,100 


31,083 
21,617 


3,475 
3,190 












NEBRASKA 
Consumers Public Power District 
Omaha Public Power District 





94,900 
104,400 


93,734 
102,300 


3,260 
3,650 









KANSAS 






Board of Utilities, Kansas City ........ 38,000 37,800} 2,650 
Kansas Gas & Electric Co. ............ 134,128 133,785] 3,170 
Western Light & Telephone Co., Inc. .... 36,200 35,764] 2,350 
Kansas Power & Light Co. ........... 138,200 136,276] 2,725 
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BUSINESS IN YOUR MARKET 


STORY STARTS ON PAGE 180 







for example, refrigerator sales 
declined from 75 per thousand in 
1957 to 57 per thousand in 1958; 
television from 146 per thousand 
in 1957 to 107 per thousand 
and on. Although § sales 
throughout the nation were in a 
rather depressed state during 
1958, the picture was a bit 
brighter in the South Atlantic 
which led the nation in appliance 
sales per thousand on three 
items . . . refrigerators, electric 
ranges, electric water heaters, 
and tied for first place on one, 
dishwashers. The Pacific area led 







SO 
















in per thousand sales of washer- 
dryer combinations and food 
waste disposers, and tied for 
first on two others, dishwashers 
and television. The Mountain re- 
gion led in sales on washers and 
clothes dryers and tied for first 
on television sales. The West 
South Central region was tops in 
sales per thousand on freezers 
and room air conditioners. 


Sales in 1958 
Refrigerators Reports from 
170 of the 229 participating util- 
ities indicate refrigerator sales 


1958 UNIT SALES OF ELECTRICAL APPLIANCES 


Refrig- Ranges Ranges Water 
erators Standard Built-in Heaters Freezers 


23,000 7,000 10,000 
<—2,498—> 
1,000 

120 6 
125 


1,921 
500 
50 
100 


6,000 1,200 200 600 1,500 
5,100 4,200 1,200 800 1,500 
3,500 2,000 500 2,600 2,500 
4475 1,000 400 1,175 1,300 


90 75 10 20 20 
2,000 900 250 190 £650 
3,000 400 700 150 1,200 
2,400 1,100 400 400 1,200 

30,362 <—11,377—> 2,669 6,519 
3,200 1,000 450 900 2,000 
31,000 4,000 2,300 100 10,000 


400 
500 


800 
900 


800 
600 


100 
75 


800 
200 


3,670 
4,000 


2,460 
2,500 


655 
1,500 


1,060 


1,900 300 70 10 450 
6,720 3,435 550 775 3,400 
1,500 600 150 125 900 
7,500 5,300 900 625 3,000 


in 1958 declined 13.6 percent. 
Projected nationally, refrigera- 
tor sales would thus be 3,114,533 
units, compared with 3,606,120 
in 1957. Six of the nine regions 
were above the national average 
of 63 per thousand. 

Electric Ranges A 9.0 percent 
dip in retail sales of electric 
range was reported by 185 power 
companies. This includes both 
built-ins and the standard types. 
The 1958 volume when projected 
nationally amounted to 1,419,963 
units, compared with 1,560,060 
units in 1957. 

Electric Water Heaters A de- 
cline of 2.2 percent was regis- 
tered for water heaters in 1958 
on the basis of reports from 182 
companies. On the basis of 15 
sales per thousand, the national- 
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i ml 


Room Washer- 
Air Auto. Conv. Dryer 
Condit. WashersWashers Comb. Dryers 





ooene £00006 @896060 2406 0:9 


9,500 25,000 10,000 2,500 17,000 
seves 3,124 1,847 ..... 1,981 
350 1,200 350 ..... 1,200 
seeee 50 me +sees 120 
3 50 25 25 50 






SED acces sane s4008 1,500 
2,500 4,250 2,550 400 3,200 
2,500 2,800 ..... 700 3,200 
1,200 1,200 1,200 240 1,150 


eonee Seodeeen e€2 8000 eee 860668 


250 200 ..... 100 50 
600 750 350 150 650 
1,250 2,500 1,100 95 525 
1,200 1,500 850 130 600 
23,322 20,394 4,180 ..... 7,610 
3,200 2,500 1,800 250 1,500 
14,000 20,000 2,500 3,000 6,500 






500 
250 


500 


200 
200 


3,100 
4,000 


796 
2,100 


2,360 
2,600 


1400 2,700 250 25 325 
6,375 7,950 1,585 1,365 4,511 

800 1,900 200 350 900 
7,000 9,500 3,100 ..... 5,200 


ly projected figure would be 751,- 
222, compared with 767,880 units 
in 1957. 

Freezers One of the three 
products to show an increase, 
freezers topped 1957 by 7.6 per- 
cent, according to reports from 
166 companies. Projected na- 
tionally freezer sales in 1958 
would be 794,685, compared with 
sales of 738,720 in 1957. 

Room Air Conditioners Sales 
of room air conditioners declined 
3.1 percent in 1958, according to 
reports of 153 companies. Sales 
per thousand were chalked up at 
31. The national total would thus 
be 1,521,706, compared with 1,- 
569,780 in 1958. By far the most 
prolific sales region was the 
West South Central, which al- 
most tripled national averages. 








REPORTING UTILITY 

















fell more than 12 per cent on the 
strength of 70 sales per thou- 
sand. Projected nationally, wash- 
er sales would total 3,449,398, 
compared with 3,922,020 in 1957. 

Combination Washer-Dryers 
A 46.1 percent increases in sales 
was registered by washer-dryer 
combinations in 1958. Based on 
reports of 126 companies sales 
per thousand amounted to 4.6. 
The nationally projected total 
would thus be 227,194, compared 
with a 1957 figure of 155,520. 

Dryers Reports from 174 com- 
panies indicate that dryers de- 
clined by almost 11 percent in 
1958. Sales per thousand were 
22, for a nationally projected to- 
tal of 1,072,257. This compares 
with sales of 1,200,420 in 1957. 


ELECTRICAL MERCHANDISING—JANUARY, 





cleaners registered an increase 
of 4.8 percent during 1958 with 
47 sales per thousand. Regional- 
ly four areas—East South Cen- 
tral, East North Central, Mid- 
dle Atlantic and Pacific—were 
higher tha. the national aver- 
age. Projected nationally, sales 
would be 2,338,123, compared 
with unit sales of 2,230,740 in 
1957. 

Dishwashers Nationally pro- 
jected sales of 476,614 were re- 
corded by dishwashers in 1958, 
compared with 495,720 in 1957, 
a decline of 3.9 percent. Sales per 
thousand, which reached 10 in 
1958 equaled the 1957 figure. 

Food Waste Disposers Sales in 
1958 dipped 6.3 percent accord- 
ing to reports from 125 utilities. 


1959 


1958 fell short of the 10 per 
thousand sales registered in 
1957. Projected nationally total 
sales amounted to 441,547 com- 
pared with 471,420 in 1957. 

Television Television sales de- 
clined 15.3 percent in 1958 to 107 
per thousand. Projected nation- 
ally sales amounted to 5,290,168, 
compared with 6,245,100 in 1957, 
based on reports of 143 power 
companies. 


Merchandising Plans 


The ratio of non-merchandis- 
ing to merchandising remained 
about the same in 1958 as in 
1957, roughtly two-to-one in fa- 
vor of the non-merchandising 
utilities. Of the 228 power com- 
panies reporting in this year’s 


PERCENT SATURATION PLANS ON 
MERCHANDISING 
Food Room Food No. Dealers Did Co. Plan 
Vacuum Dish- Waste Tele- Refrig- Water Air Auto- Conv. Vacuum  Dish- Waste Tele- Serving Merchandising To In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. WashersWashers Dryers Cleaners washers Disposers vision Territory In 1958 1959 
eetenepcei. catia tected aaa 89.7 48.2 38.9 18.3 R; _ctlatedss . axnvenep eee S65 eae toes 1,000 No No 
13,000 5,000 5,000 38,000 93 28 23 17 6 23 74 17 82 5 S 72 867 Yes Yes 
2,044 158 549 5,070 95 50 35 tS . 32 68 16 69 6 33 68 250 Yes Yes 
600 MP avaaiar tau 90 49 27 21 . 44 46 25 86 Betis. eos ghee Yes Yes 
Pe Re me aoe 50 yaa Kectetne eiiieta: Silierox aes ialaNie: sib aces bh aeak phos. amitaetn 12 Yes Yes 
35 3 2 150 65 30 Zs tt 1 20 65 18 20 1 ee ee 9 No No 
a ee ee ee ee dase erie: swttenaouieve Vokasduene, ere pig tuabeetel naan naar aoe Savi etude: paapebehcis re No No 
2,400 500 680 4,000 99 a2 248 WS 8.9 35.8 61 28.1 86 39 7.1 92.6 1,000 Yes Yes 
eee 200 500 3,000 | 97 30 37 23 ~ ae seen ae 80 500 Yes Yes 
earecp ar PE swoune | Seupen 95 29 23 20 11 19 nate soi 3 ae 312 Yes Yes 
edinwe. Ceweas 99.7 17.4 65 BZ 1.1 376 S32 -214 FaA 47 6S T7728 115 Yest Yest 
100 20 20 250 90 70 40 10 70 60 80 10 90 10 =+10 50 20 No No 
800 100 100 2,500 98 19 6 11 12 28 60 6 85 1 1 90 118 Yes Yes 
3,600 250 950 3,000 | 95 29 18 27 47 60 86 20 80 20 35 90 30 No No 
ieteane 225 550 3,000 93 21 13 Ste aretapea-enelaue. Siecele- esenace Ree can ieaigue a atekerard 160 Yes No 
10,162 4,692 7,531 67,881 98.7 29.1 10.7 47 SAB 406 .... 1S 7.8 10.4 97.3 1,200 No No 
2,000 350 450 5,200 96 34 19.5 24.5 41 43.5 46 10 83 3 35 90 265 No No 
25,000 2,200 3,500 65,000 97 33 6 20 42 48 50 18 90 lz @ 90 150 No No 
600 50 200 5,000 89 48 37 20 5 cis deltaehoretanenee aa 90 1 = 70 385 Yes Yes 
500 120 100 ~=— 1,000 92 50 15 4 39 50 16 88 4 5 65 65 Yes Yes 
2,550 520 840 5,860 93 40 30 25 20 40 60 20 65 5 5 80 485 Yes Yes 
speci bie 500 1,600 7,000 78 34 15 16 23 32 . cas. 7 100+- 110 No No 
2,000 400 200 3,000 99 16 3 2 5 13 83 2 99 2 2 85 42 No No 
iaasecens 620 2,000 14,500 96 29 4 25 43 56 31 18 82 8 18 85 261 No No 
1,000 150 | ere 95 31 10 45 40 50 40 30 90 10 20 75 135 No No 
ganas qapeite “Rae 13,000 96 32 66 17 35 52 38 16.2 85 425 Yes Yes 
+ United ADDITIONAL CHART ON PAGE 196 
Washers Washer sales in 1958 Vacuum Cleaners Vacuum The nine sales per thousand in study 74 (32.5%) will merchan- 


dise, 154 (67.5%) will not. 


Dealer Decline 

The total number of appliance- 
TV dealers in the U.S. decreased 
in 1958, according to reports of 
204 power companies. These 
companies reported 69,731 deal- 
ers serving their territories as of 
December 1958, compared with 
71,774 in December 1957. 

Actually, 1958 reports from 
220 utilities indicate a total of 
71,358 dealers serving their 39,- 
405,993 customers, or an average 
of 552 customers per dealer. Pro- 
jected nationally this would 
mean a total of 89,475 dealers 
serving the 49,390,000 domestic 
and farm customers in the 
United States. End 
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ELECTRICAL APPLIANCE MARKET DATA BY REGIONS (Continued) 


NUMBER 














OF DOMESTIC 1958 UNIT SALES OF ELECTRICAL APPLIANCES 
East CUSTOMERS 
aa ARRIETA RRS ERT A eR TE Ch A TS AS 
North Central DEC. 31 Dec. 31 | Average Room Washer- 
1958 1957 KW-Hr. Refrig- Ranges Ranges Water Air Auto. Conv. Dryer 
(Estimate) (Actual) | C’mptn. erators Sta rd Built-in Heaters Freezers Condit. WashersWashers Comb. Oryers 
OHIO 
Columbus & Southern Ohio Elec. Co. 233,500 228,578} 3,010 14,600 4,600 2,400 1,800 2,200 4,100 10,900 3,600 900 9,000 
Dayton Power & Light Co. . 227,900 223,700] 3,440 11,950 7,265 1,550 2450 5,210 2,335 17,065 4,860 ..... 12,250 
City of Cleveland—Div. of Light & Power 47,500 47,338} 2,400] ..... a ee i Ne ree 250 
Ohio Edison Co. ...... ‘ 512,615 502,220} 3,631 30,000 10,600 4,800 4,200 7,000 3,200 19,200 6,900 1,300 13,500 
Ohio Power Co. ...... ; 395,000 392,291} 3,860} ..... SY Cy EE caus wae cases. aiactis). <bean 21,000 
Cleveland Electric Illuminating Co. 491,425 479,107] 3,250} 34,500 5,800 3,900 3,800 5,300 5,500 27,350 11,500 1,750 13,450 
Ohio-Midland Light & Power Co. 15,000 14,121} 4,050 800 300 200 200 150 150 200 300 50 400 
Toiedo Edison Co. nage 167,626 169,804} 3,710 8,500 2,800 2,000 1,500 1,800 1,500 <— 8,000 —> 600 4,500 
INDIANA 
Southern Indiana Gas & Electric Co. 61,890 61,804] 3,175 2,636 1,025 91 301 941 1,625 2,642 1,296 154 873 
Municipal Electric Light & Power 13,850 aCe, Vw glltamnadintes. lsalatarate . atciglw | aainsta. nudes) Saaalabe ace < caaiainar.“aaounle 
Indianapolis Power & Light Co. 183,800 179,806} 3,800 17,080 <— 7,100—> 4,420 2,050 3,000 8,000 2,000 750 3,950 
Public Service Co. of Indiana Inc. 319,200 <p: ie oe | ee Sa teeters Ree canes Sy mer onan 
Indiana & Michigan Electric Co. 249,500 243,100} 4,960 eevee. I TD ities oeitdc! Seman «omen Beeas 19,500 
ILLINOIS 
Central Illinois Public Service Co. 196,300 193,800} 2,650 10,407 <— 3,912—> 1,978 4,628 3,181 8,845 7,069 654 5,371 
Illinois Power Co. 305,000 TI) Scots a ei. - ea, plicit one ee eM oe ice en eee ae 
Central Illinois Power Co. 105,256 105,035} 3,393 4,500 800 400 800 2,500 1,800 7,000 1,000 300 6,000 
Commonwealth Edison Co. .. 1,760,000 1,708,654] 2,775} 105,000 12,500 6,500 4,700 15,000 20,000 49,000 35,000 4,500 21,500 
Central Ill. Electric & Gas Co. 57,000 55,695} 3,040 3,000 500 300 300 500 500 2,500 1,500 ala 800 
MICHIGAN 
Upper Peninsula Power Co. 28,000 23,237) 3,600 1,100 850 30 850 130 0 770 970 10 500 
Wyandotte Dept. of Municipal Service 11,960 co A Ra Te ee ee oe a ee me a 
Board of Water & Light, Lansing 39,850 39,633] 4,130 3,200 2,300 300 1,500 eA 3,500 1,100 200 2,500 
Consumers Power Co. 747,43) 732,422] 3,932] 34,300 <—21,300—> 16,100 15,200 7,900 ..... ..... ..... 12,500 
Detroit Edison Co. 1,137,900 1,114,111] 3,260} 70,000 <—24,000—> 18,000 7,000 12,000 <—65,000—> ..... 15,000 
Michigan Gas & Electric Co. 16,900 DAP 3... 44- thts teense tes Adee Bede Seaee “Ewes 
WISCONSIN 
Wisconsin Public Service Corp 141,940 139,443] 3,270 2,800 2,000 660 3,000 2,900 ..... 5,000 2,500 300 5,000 
Lake Superior District Power Co. 17,200 DEE, tl. en , thle, pile hate. Bee Caen eamiols situs esata 
Wisconsin Power & Light Co. 166,500 164,365} 3,150 4,500 3,000 600 3,000 1,500 1,000 4,000 2,500 300 2,500 
Wisconsin Electric Power Co. 437,700 429,687| 3,800} 21,000 9,000 4,000 6,000 4,000 2,500 18,000 ..... 1,200 11,000 
(EMER RRS eR NR A CC REE RATE AARNE ene 
t Last year's figure ** Included in Auto Washers 
NUMBER 
OF DOMESTIC 1958 UNIT SALES OF ELECTRICAL APPLIANCES 
West CUSTOMERS 
apis pu RARER Se SRRS MR Aa SARER  R  S NANRNA ginere se 
South Central DEC. 31 Dec. 31 | Average : Room Washer- 
1958 1957 KW-Hr. Refrig- Standard Built-in Water Air Auto. Conv. Dryer 
(Estimate) (Actual) | C’mptn. erators Ranges Ranges Heaters Freezers Condit. WashersWashers Comb. Dryers 
ARKANSAS 
Arkansas Power & Light Co. 254,670 250,518] 2,487 17,814 2,678 1,500 825 6,378 12,098 15,000 6,359 ..... 2,838 
Arkansas-Missouri Power Co. - 34,500 34,034! 2,660 200 680 150 150 450 900 750 250 75 350 
LOUISIANA 
Louisiana Power & Light Co. .. 203,500 197,493) 2,674 15,000 2,700 1,500 1,000 12,000 20,000 13,000 6,000 1,100 4,000 
Southwestern Electric Power Co. .. 167,000 162,032} 2,750 13,900 <—2,129—> 308 6,750 13,288 13,400 4,000 400 2,510 
New Orleans Public Service, Inc. . . 155,200 153,552] 3,161 18,000 <—1,900—> ..... 5,000 26,000 19,000 4,500 500 2,000 
OKLAHOMA 
Oklahoma Gas & Electric Co. ... 285,360 280,255} 2,560 18,900 3,025 2,475 490 6,500 8,000 12,000 ..... . 4,500 
Public Service Co. of Oklahoma 210,575 208,686] 2,772 11,400 <—5,720—> 300 3,227 9,100 <— 9,650 —> ° 3,571 
TEXAS 
City Public Service Board, San Antonio . . 155,700 151,697] 2,690 20,478 <—3,664—> 550 4,412 10,995 18,786 4,170 112 «+1,481 
Southwestern Public Service Co. ..... 141,600 139,500} 2,787 12,424 4,200 850 750 8,446 1,840 12,563 1,703 4 6,996 
El Paso Electric Co: ....... a eel kore 73,800 72,078] 3,433 7,500 <—2,460—> 2,600 2,150 Sr eee 1,100 
Texas Power & Light Co. ......... Ka 304,100 y, oe | oe 24,500 4,000 2,100 NINE anne pettials, ~igiee waindelers 5,700 
Texas Electric Service Co. eee eee 265,609 255,665] 3,374 15,400 3,417 4,166 75 11,200 11,000 15,000 1,500 830 6,000 
Gulf States Utilities Co. ...... iw eo 246,200 239,174] 3,325 13,500 5,680 4,650 1,925 4,915 36,000 9,000 5,400 2,000 5,650 
Community Public Service ... . 68,000 een Se ee clo cialg, tnd wan neg Grmccaiamat, Mat lees homie ae Pan 
Dallas Power & Light Co. —e 211,200 202,168] 4,397 16,477 2,231 4,431 61 2,816 27,240 17,196 1,394 1,677 2,738 
Central Power & Light Co. .... . 198,000 = 190,184] 2,931} 19,740 <—6,895—> 2,830 6,000 21,000 12,000 7,000 1,000 4,000 
West Texas Utilities Co. ......... 83,500 82,437] 2,770 4,000 2,000 500 200 1000 2500 2200 onc ce civcc 1,000 
Houston Lighting & Power Co. ........ 395,000 388,000} 4,360 28,000 2,800 5,700 800 8,500 75,000 26,000 2,700 1,600 6,600 











* Included with Dryers 
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REPORTING UTILITY 
PLANS ON 

















PERCENT SATURATION AN 
MERCHANDISING 
Food Room Food No. Dealers Did Co. Plan 
- Vacuum _—Dish- Waste Tele- Refrig- Water Air Auto- Conv. Vacuum Dish- Waste Tele- Serving Merchandise To In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. Washers Washers Dryers Cleaners washers Disposers vision Territory In 1958 1959 
sateen 2,200 2,500 oo siece 96 28.4 S22 33 8.8 39 50 28 ie 7S We scans 325 No No 
9,230 1,385 1,630 20,200 91.5 33.4 16.1 17.3 6.3 48.1 61.2 27.8 83.3 5.3 6.1 100 479 Yes* Yes* 
aeeaiclee eva lect: . Saree merneren ecm. age | te letais : See a ae. Seer oa 130 No No 
12,000 2,300 5,000 ...... 98.5 444 149 11.3 5.5 207 656 A 6832 3:22 GO «...%. 785 Yes Yes 
MEE I ae a Oy a ae eee OO 26 a ae ere Se, ene eee ae aiakteth 1,000 Yes Yes 
24,600 5,000 5,600 58,500 96.2 28.7 1119 13.6 5.7 44 428 206 95 6 35. 95 650 No No 
250 200 300 500 95 25 20 15 S 30 65 20 90 2 10 70 50 No No 
pera Be eae sie mens 98 48 19.1 17 13 stesgie | + Sistas ee er Be kccua ae 250 No No 
1,388 96 116 3=4,291 98 of 26 ree Seine sabetehe> onencas” <aeere, feta Pia GPU he tera 87 Yes Yes 
Fe Ee ee OC ene pee Lem ompEr ERR eee puclal Neti Pare) Sac aoa eT 25 No No 
7,500 2,000 3,000 £7,000 97. 6 234 WF6 89 8 45 So 73 90 6 7 94 220 Yes Yes 
Pcie tacery iia it sigion cede coos Gee * Sat ipowiny  Ssiaiota . Sptlere “Sid ee Ree oa ee «Cote eike nee rcd ieee 900 No No 
ey TS WERPMEEES MEE We AML waren, ae 42.8 a sl SaRS) oeteivee entoneas 380 Yes Yes 
Peeceteteds 3260 ...:.. V68Ra 97.2 29.6 20.2 19.1 12 eee hee ee 663 No No 
ioe rat isa faveuaeess “Scueamase occa eho es fc Calaee ae RISER nical ecse Rei eteNs Cie te Sear sala kia icles Aon eee 525 No No 
5,000 200 1000 ....s. 92 25 10 13 8 32 65 25 88 3 5 70 290 Yes Yes 
140,000 8,500 10,000 275,000 91 14.8 2.7 8.8 8.5 319 38.1 fo 6-61 so «4 90 2,000 No No 
Dleetete's 250 900 5,000 98 16 10 18 1s 40 oe ae a i 45 No No 
400 30 20 1,700 88 48 38 1.5 ee: 95 S 90 2 a 50 70 Yes Yes ° 
A EENAES (ev Tiesiat fh een, ohn oreeoneae 98 85 7 35 50 60 40 60 98 40 60 92 78 No No 
eee 5,900 98 86 30 27 iiotia, 54 30 96 pains eas i 46 No No 
weiens'a 3200 ..... GF,ae0 93.5 47 29 23 3 Oe Soa Sava, eee — SS 1,760 Yes Yes 
carats 7000 ...:. FERS 98 40 12 13 10 <—96—> 20 93 4 10 89 1,200 Yes Yes 
es vety® Siicrn’ aac Were 98 30 35 6 10 40 60 17 95 chim! “Siaegoul ae 45 Yes Yes 
SE ond 800 ee 96 35 27 18 ee 74 1s pies 5 5 88 506 Yes Yes 
AOS eee Eee 94 49 45 17 cites eee 78 10 70 5 4 52 125 Yes Yes 
5 eee 400 ee 98 39.2 327 2 2.30 195 @ 18.5 ck i: |) are 500 Yes Yes 
Sea 2,000 4,000 18,000 99 39 25 17 6 34 54 18 4 10 97 800 Yes Yes 
al 
* Ranges, Water Heaters, Dryers in rural territory only 
REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
el 
Food Room Food No. Dealers Did Co. Plan 
Vacuum Dish- Waste Tele- Refrig- Water Air Auto- Conv. Vacuum  Dish- Waste Tele- Serving Merchandise To In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. Washers Washers Dryers Cleaners washers Disposers vision Territory In 1958 1959 
eionaiane:t, . Series qcletcaelins 32,938 96 19 4 ae 25 35 54 8 ee shh iain 1,200 No No 
eer ey” 100 ee 92 35 20 25 35 40 oo 10 San 5 10 80 95 Yes Yes 
ere 5,000 1,800 14,000 95.6 147 im 4 37.4 eee S-9.1— > 11.8 i 96 44 88.8 600 No No 
batons 1,283 828 18,954 96.1 9 1.9 17.8 162 426 .... 2% hie S68 isn BES 429 No No 
5,000 2,600 1,500 29,000 96.6 3.1 woos WS4 247 ©—75.2— 7 48 449 %7.3 47 #£4«289:4 110 No No 
ee 1,500 900 24,000 95 14.7 1.3 13.2 22 25 iii eee J 23 19 77 650 No No 
pias elon h -wnttelte 11,300 97 20.2 1 94 32 <—75 —> 63 aus 5 5 80 386 No No 
6,000 1,248 1,400 31,667 98 10 2 15 17 50 15 4 65 10 20 85 140 No No 
gies eee ....3 VWaeee Beoteten Pruneiehs <cloriern area ee Matos, Pins il, dlec tease rae ets Povey omseks. “teaaties 360 No No 
wateciheis 800 ..... 12,000 99 36.1 24 86@27 3 Mates (idaors a oo 308 «20% SS 82 Yes Yes 
errr eid aplasia 95 16 ei ee piaehigh munich axl cokes rar a ie a 829 No No 
une S 2,500 2,500 26,000 92 16 J gost 19 57 30 8.9 =e 6.7 46 81 400 No No 
12,500 5,500 5,500 22,500 90 25 67 23 24 15 10 7.5 50 1 1 80 400 Yes Yes 
be SV Nepc, Mar etamietin, ide dotaco ae ari meee wR Ona Staaten atieSial, iss” lentes sale Naess Ps ae oe ee we ee ee eee 300 Yes Yes 
Sees 5,110 7,624 29,478 95. 7 23.7 1 17.3 40 54.5 22.6 10.2 -.« 168 169 100 180 No No 
ai auataiee 1,000 1,000 18,000 ree 3 2.8 22.7 35 Ree ae a er ee 600(LY) No No 
1,200 Ue00 U208 «.06-. 95 22.6 6.3 14 20 60 a 65 20 20 50 300 Yes Yes 
inant 6,800 7,500 53,000 | 95 11 4 19 35# 52 25 9 or 7, TA 83 500 No No 
¢ United eum ADDITIONAL CHARTS ON PAGE 196 


# V2-2 ton window units—average of 2 units per meter 


ELECTRICAL MERCHANDISING—JANUARY, 1959 PAGE 193 











NOW, a New Plan To Help 


Retailers and Manufacturers Of 


Kitchen and Laundry Equipment... 


TAP THE SALES-BUILDING 
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* The Time Of Purchase Market made up of young, eager families 


dedicated to the acquisition of all the household 


equipment they need to ensure a happy, complete family life. 


The T. O. P. Market is the area staked out for their exclu- 
sive attention by the editors of LIVING for Young Home- 
makers. LIVING’S editors concentrate on attracting the 
families who are just entering the Time Of Purchase. The 
more successfully they do this, the more it is inevitable that 
families whose period of major purchases is over will lose 
interest in and drop the magazine. 

This means that LIVING has a constantly changing audi- 
ence of readers . . . newly-married, enthusiastic families join- 


ing those who are already deeply into the Time Of Purchase. 


The T. O. P. Market Adds Up to Sales 
The tremendous buying activity of the T. O. P. Market 


is by no means theoretical. Independent reasearch conducted 
by Daniel Starch & Staff shows that a larger percentage of 
LIVING’s reader-families bought new electric refrigerators 
during the past twelve months than the families reading any 
other home or women’s service magazine. The same is true of 
automatic washing machines, electric and gas ranges, and 
other household equipment. In the purchase of homes — new 
and old —LIVING’s families step out far ahead of the 
readers of any other magazine. 

And LIVING’s segment of the T. O. P. Market has the 
wherewithal to satisfy the expanding needs of the growing 
family. Starch investigators have found that the median 


income of LIVING’s families is 23% greater than the national 


median income. It’s undeniable that this market, represented 
by LIVING in basic requirements, in actual buying practices, 
and in purchasing power, is the primary market for the com- 


panies that produce equipment for the home. 


Retailers Okay the T. O. P. Market 


It’s essential to a retailer’s success to be able to recognize 
those groups in his community that constitute his greatest 
sales potential. Retailers are aware of the fact that, first, 
newly-formed families represent a primary market for them, 
and second, that LIVING for Young Homemakers is the key 
to this productive market. In the first 10 months of 1958*, 
the retailers of the country had devoted considerably more 
than I million lines of their own advertising tying-in with 
editorial and advertising features in LIVING. This is almost 
as much tie-in advertising as was received by the other two 


“special interest” home magazines combined. 


LIVING is the How-to-Buy Magazine 
LIVING For Young Homemakers is different — edited 


differently than other magazines, used differently by its read- 
ers. The typical service magazine shows its readers how to 
use what they have — preserve it, improve it, live with it. 
LIVING, on the other hand, tells its readers how to buy — 
how to get the most in value and good taste for their available 
dollars. Then LIVING’s editors give their readers two other 


* Latest available figures as of the time this message was prepared. 
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major contributions in the how-to-buy process. The first is 
the actual listing of retail stores in the pages of the magazine. 
Last year, the names of 5,000 retailers were incorporated into 
the editorial and advertising pages of LIVING For Young 
Homemakers. The final step is the preparation of programs 
that actually put the vital selling force of LIVING to work 


on retail floors. One such program is... 


LIVING’s Kitchen-Laundry Planning Program 


Here is a service which every retailer of kitchen and 
laundry equipment, and every home builder has wished he 
had available on many occasions. It permits dealers and 
builders to supply to their prospects a custom-planned kitchen 
or laundry by the design staff of LIVING for Young Home- 
makers. Here’s what is prepared for the prospect and sent 


to the dealer: 


1) An architect’s sketch in color custom-fitted to the pros- 
pect’s personal desires and the available area. 

2) A blueprint of the floor plan. 

3) A complete equipment list. Equipment specified is that 
of manufacturers participating in the program. How- 


ever, brand names are not included unless the retailer 









DESIGN 
CENTER 


submitting the plan request is actually a dealer of that 


particular manufacturer. 


The cost of this service to the dealer is only a fraction of 
the amount ordinarily involved in custom-planned kitchen 


and laundries that include professional color renderings. 


LIVING’S KITCHEN-LAUNDRY PLANNING PRO- 
GRAM offers retailers an unmatched opportunity to sell a 
complete remodeling package from floor coverings to light- 
ing fixtures. And equally important, he sells this package at 


normal mark-ups. 


For builders, the Program offers two sales-building oppor- 
tunities. One is that it gives him the opportunity to offer 
prospective home buyers custom planned _ utility centers, 
designed to their tastes and desires. Or it permits him to 
incorporate a LIVING-designed kitchen (or kitchens) into 
his development. This fact can be an important sales tool 
for his salesman, and an equally important advertising feature 


to attract families to his houses. 


This LIVING service is typical of the several programs, 
emanating from LIVING For Young Homemakers designed to 


help all those who sell to homemakers get their share of the 


profitable T. O. P. Market. 


Manufacturers, appliance dealers, home builders interested 
in receiving detailed information on LIVING’S KITCHEN- 
LAUNDRY DESIGN SERVICE write or phone Mr. Arthur 
Johns, Coordinator Kitchen Appliances and Equipment, 
LIVING For Young Homemakers, 230 North Michigan Avenue, 
Chicago 1, Illinois. 


575 Madison Avenue 


New York 22, New York 
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ELECTRICAL APPLIANCE MARKET DATA BY REGIONS (Continued) 





NUMBER 
OF DOMESTIC 1958 UNIT SALES OF ELECTRICAL APPLIANCES 
CUSTOMERS 
Mountain 
DEC. 31 Dec. 31 | Average Room Washer- 
1958 1957 KW-Hr. Refrig- Ranges Ranges Water Air Auto. Conv. Dryer 
(Estimate) (Actual) | C’mptn. erators Standard Built-In Heaters Freezers Condit. Washers Washers Comb. Dryers 
ARIZONA 
Salt River Power District tae aetiaias ae 60,000 54,433] 4,400 4,500 700 1,800 400 1,500 500 4,700 1,600 200 700 
The Tucson Gas Electric Light & Power Co. 58,580 56,388] 3,023 3,000 600 350 350 750 400 2,000 1,000 200 250 
Mesa City Utilities . . eae 4,800 4,442) 3,400 250 10 25 3 50 300 200 100 20 25 
Arizona Public Service Co. Pears 136,696 127,939} 3,500} 12,000 3,000 4,500 1,000 4,500 4,500 11,000 3,000 600 1,900 
COLORADO 
Colorado Central Power Co. .......... 26,894 25,485] 2,918 300 275 125 50 eee 300 100 50 250 
H. Collins Light & Power Dept. ........ 6,350 6,218] 2,601 800 700 300 200 350 300 300 400 200 200 
Colorado Springs Dept. of Public Utilities 31,300  “cctee c aoe cakabs: Mena wehinch. aaniiee—oneaiie: Se Ra TOs 
Trinidad Municipal Power ...... ies 3,238 MM, oes saat. a 1s ipa gd eeaie lh Glacier ae Se ee oe on 
Public Service Co. of Colorado ...... 262,770 255,204} 2,625} 22,300 8,000 ..... 1,600 4,400 2,000 23,300 3,100 1,600 8,500 
Poudre Valley R.E.A., Inc. . ee 4,200 EE iaicla ie a pace” -Saes.8) Sie” eee) i Feteemd. Aenea” Tacaiearel 1 te ates 
Morgan County R.E.A. .............. 2,650 RU te eee i ye eee ee ee a es alec 
Yampa Valley Electric Assn., Inc. . . : 3,781 3,483} 3,600 200 150 25 200 150 10 150 50 50 150 
Mountain View Electric Assn., Inc. . 4,450 4,374| 2,400 70 65 30 80 30 100 ene 35 85 
Lamar Light & Power Dept. ......... 2,530 2,470} 2,400 70 45 30 30 45 40 70 10 30 38 
Union Rural Electric Assn., Inc. ...... 4,200 4,000} 3,840 15 40 10 60 30 0 50 20 5 10 
Southern Colorado Power Co. taavass 43,000 40,938] 2,475 2,230 445 160 130 1,095 215 2,520 930 260 600 
Home Light & Power Co. 11,950 11,405} 3,950 800 440 150 120 340 70 600 200 50 300 
IDAHO 
Idaho Power Co. .. 109,548 107,043} 7,131 7,500 6,500 1,500 6,500 4,500 750 11,000 1,000 700 6,300 
Clearwater Power Co. 4,400 Se eae. siuccacariall iss EMEC a. ARS aOR A ee Raat ae_ tee eee teee 
Northern Lights, Inc. 3,100 2,957} 5,780 100 100 50 150 150 0 100 10 25 150 
MONTANA 
Beartooth Electric Coop., Inc. ..... 1,840 1,816] 4,404 25 20 2 D cttace bis: thease. Sanger aoeoee, eee 
Marios River Electric Corp. 2,190 CEE Gti. Aromas . aromtv i “leis, ihe aeineends pam Sisietnae eaten eres 
The Montana Power Co. 123,750 122,532| 3,720 5,500 3,200 1,400 1,440 2,100 290 FARO 22.5: 1,050 5,300 
Sheridan County Electric Coop., Inc. 1,880 1,869} 6,200 40 40 5 50 60 5 70 3 40 40 
NEVADA 
Sierra Pacific Power Co. 32,120 31,070} 4,780 1,611 <—1,035—> 626 MD sinew Keowee gaveaw adewe sober 
Ely Light & Power Co. .... 2,500 DEE: scciy ¢2the <wemn Sep bie WERE Seesaw keke. areteer walle 
Mineral County Power System . 1,147 Pe coat, neues areal Slee abated “mankind Tee evtawe Sead. ebin 
Truckee-Carson Irrigation District .. . 2,030 EE “iilelhnes, soiduvach qoieiei. ‘edie, grains ~mmahe, sate sande. raced Bate 
Southern Nevada Power Co. 26,600 24,817] 9,380 1,500 600 300 750 250 750 1,300 200 100 175 
NEW MEXICO 
New Mexico Electric Service Co. aces 9,550 8,949] 2,968 750 85 65 10 485 120 580 110 45 130 
Springer Electric Coop., Inc. . ; 1,825 18351 5.500; ..... Katte. omenrts cate ede «etdieies stata, 1 dares -Axetotee owe. tae 
Roosevelt County Electric Coop., Inc. . . 1,775 1,780} 3,660 25 15 5 20 30 3 40 10 5 10 
The Raton Public Service Co. wg 2,444 pe >, ae 30 6 TP. Ames -kteea SOMES Skike come wlsteen 
Jernez Mountains Electric Coop. ... 5,500 5,200) 1,944 eatin wabad, «dene “embe Baek 26408 aabbes aiden Golan oteed 
Otero County Electric Coop., Inc. ...... 2,250 2,135| 2,448 40 50 20 80 42 40 45 22 10 100 
Galleys Electric Power . . oe 3,086 Seidel ube Ge: ered wid, couepdeen ® Camlatd: , ashiaede Bee ree ete ce ct 
Mora San-Miguel Electric Coop., Inc. 2,000 1,985} 1,536 50 ree 12 . ae 10 15 3 6 
Public Service Company of N.M. 78,450 74,779| 2,540 5,000 <—2,400—> 400 2,650 ..... 5,500 1,900 330 1,500 
UTAH 
Utah Power Light Co. .. 190,000 185,774| 4,200} 12,000 8,000 3,000 5,000 5,000 800 14,000 4,000 2,000 9,000 
Helper City Light & Power 875 850} 8,400 20 20 15 15 5 50 20 Ls 3 15 
Telluride Power Co. ........ 7,350 7,134} 4,550 150 300 50 300 PO Senes Ms atta sables. awaet 
St. George City Utility Commission 1,380 EE venink «onde Vodad CREE. AMEN GSebIRE Bete amaner Serene eonten 
Payson Municipal System ............ 1,450 1,400} 3,000 75 40 10 Le 15 100 err 15 70 
Provo City Power, Dept. of Utilities .... 8,115 8,305} 6,623 500 277 184 70 203 59 791 122 16 391 
WYOMING 
Montana Dakota Utilities Co. ......... 5,458 5,292) 2,520 230 150 40 14 120 48 200 70 10 140 
Rawlins Electric Co. .................; 3,430 3,478} 6,000 36 29 8 4 6 2 73 2 25 47 
Lower Valley Power & Light, Inc. ...... 3,000 2,903} 5,200 20 30 5 40 20 0 20 15 6 24 
Cheyenne Light, Fuel & Power Co. ..... 13,653 coy | ne 500 300 200 50 200 100 800 200 25 400 
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PLANS ON 
PERCENT SATURATION me ., *. 
Food Room Food No. Dealers Did Co. Plan 
Vacuum  Dish- Waste Tele- Refrig- Water Air Auto. Conv. Vacuum Dish- Waste Tele- Serving Merchandise To In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. Washers Washers Dryers Cleaners washers Disposers vision Territory In 1958 1959 
ener 800 900 6,000] 96 30 12 18 20 40 55 #410 60 8 10 90 85 No No 
1,500 300 300 3,500] 95 10 4 5 4 a re a 50 No No 
150 100 100 400 | 85 10 5 30 20 40 60 10 60 20 20 85 15 No No 
anes 1,200 1,400 16,000} 96 20 11 18 10 60 30 6 veo. wae 82 450 No No 
ee eS eee 98 33 10 12 ... 9 @ W em ee ee 6 No No 
600 250 400 500 |} 85 80 10 25 10 20 80 10 90 10 20 35 36 No No 
em eee SRS Mains” WARIO TORR RG TSGERSY Ta” ee eee. Cee  ahintemtes Muieere bere No No 
ee ee ee ee ee eee ee ae soe Ee ee 12 No No 
8,000 5,000 4,600 49,000} 99 19 58 226 ....9.2 33 143 ... 93 .... 954 500 Yes Yes 
UREN. | PCy ee ee SF. MeO GRR Ehay eR Hite: IES REETEY aici oes Bie ee oe ee ee ee No No 
Sa, eth. kei Seen Micke adic Maacan ganas dete « ites. caeke dade) Unies ete Ragaies veel 25(LY) No No 
200 50 50 200 | 90 40 20 35 0 #0 7 12 85 1 2 8 15 No No 
sci am 200 | 85 50 45 30 So SS «ws a 1 No No 
220 10 30 170 | 98 32 16 37 15 35 55 12 80 8 5 15 15 No No 
50 10 10 50 | 85 20 25 18 0 20 80 5 80 1 1 70 10 No Yes 
995 120 1,715 2,450] 90 20 9 16 5 30 60 17 90 8 40 75 53 Yes Yes 
1,000 150 200 1,200] 95 65 6 35 2 40 50 £20 90 5 10 80 20 No No 
2,000 900 1,000 8,000} 9g 84 81 37 8 65 33 53 98 10 10 75 600 Yes* Yes* 
ce eeee ceeee cee tee eee Pe or, tee ees ck a re A er aaa 100 No No 
50 25 10 100 | 100 57.2 63.7 44 — | a | (er Coenen ae 85 No No 
SUE, wacos OPawetiE 80 40 50 30 wun Ae 2 10 90 10 5 40 50 No No 
i eaa ee nia ereae. Casters 100 50 50 50 10 25 75 25 100 10 10 100 12 No No 
seeeee ME eh. OE es cn cetcke: wealeiy opmbikg nbatan) Caicos olan: “tidbits Unbaan 525 No No 
50 30 10 200} 80 50 45 40 8 40 60 45 80 8 5 65 22 No No 
sete tee ee cee ee tenes 93 59 53 12 Re ee RIPE Ee Oe Ce” hee ET Tere 84 No No 
sigldigin, sites ovasiig “oamadade 70 30 2 5 0 75 2 2 90 2 1 70 12(LY) No No 
bette teens bees teens Lease aed coalie Seal? polled aan adorns — aad 9 No No 
see e ee tenes ce eee ceeees ek etch! sian Sue aes, eas Cle ak ne neh eg ee alia 12 No No 
sence 150 125 2,000] 95 60 42 10 25 75 20 15 90 25 30 95 15 No No 
veces 38 ..... 1,050] 9g 35 —. 5 60 10 5 75 : » 90 25 No No 
Sicattleds shumsiew: -algbele. cere 79 20 17 40 3 40 él 6 6 4 2 10 20 No No 
15 1 5 75 | 30 8 2 45 01 1 60 05 60 01 .01 80 15 No No 
ee 400] .... 55 49 aa Tits “Gecal Cadae alee ana Vaan ea 10 No No 
see eee teeee cece ceeees acti RC Si Rees atts ee oe i eee set, ee ee ene No No 
50 32 69 100 | 858 21.3 24 404 6 52 23 7 56.2 7 6 11 9 No Yes 
cee eee cecee ceeee ceeees Saee Séaece ee cs eg Seen. cant Melson Sn ec tr eae 6 No No 
nekes. mextie. Deere 40 36 8 3 17 0 7 45 7 eal 2 0 22 18 No No 
seeeee el? EO, ctu same check aeee- aaeh Babee ohiut Stn Gee 110 No No 
17,000 3,000 4,500 18,000} 95 55 29 18 2 «& @ 87 5 6 85 1,100 No No 
10 10 10 10} 95 50 50 20 5 80 20 20 90 10 5 95 6 No No 
coe ees seeee seeee coenee 95 87 60 32 anes ar r ue n P Eer aee OReS 30 No No 
Havtiaieas "seed saleMethes,  webilras 95 90 80 50 10 70 30 15 95 10 5 75 10 No No 
50 20 30 50 | 90 30 20 25 20 30 — 80 5 5 60 4 No No 
483 93-127 799 | 98 87 17 35 5 52 48 18 100 2 105 92 17 No No 
220 35 28 540 | 96 40 1 58 2 60 40 20 70 wa 65 14 Yes Yes 
0 6 8 40} 75 70 4 35 5 78 90 60 ... 2 6 90 8 Yes Yes 
15 10 15 80 | 80 55 45 40 0 10 70 15 90 5 8 60 10 No No 
350 100 50 825 | 98 25 1 25 .... 60 40° 15 95 2 #1 98 20 Yes Yes 
srr tee ws ane ADDITIONAL CHART ON PAGE 198 


ELECTRICAL MERCHANDISING—JANUARY, 1959 PAGE 197 




















































Pacific 


CALIFORNIA 
Southern California Edison Co. ....... 
Imperial Irrigation District 
Sacramento Municipal Utility Dist. ..... 
Pacific Gas & Electric Co. ............ 
Anaheim Public Utility Dept. .......... 
Burbank Public Service Dept. ......... 
Turlock Irrigation District ............ 
Pasadena Light & Power Dept. ........ 
San Diego Gas & Electric Co. ......... 
Modesto Irrigation District ............ 
California-Pacific Utilities Co.** ....... 
Glendale Public Service Dept. ........ 
California Electric Power Co. ......... 
Bureau of Electricity, Alameda ........ 
Los Angeles Dept. of Water & Power ... 
Riverside Public Utilities 


OREGON 

Portland General Electric Co. 
Eugene Water & Electric Board ....... 
Lane County Electric Coop. .......... 
The California-Oregon Power Co. ..... 
Central Lincoln P.U.D. 
EE ONE ig ekediceeereesnenes 
Pacific Power & Light Co. ............ 


WASHINGTON 
Tacoma Dept. of Public Utilities ....... 
Benton Rural Electric Assn. ........... 
Pacific County P.U.D. No. 2 
Lewis County P.U.D. No. 1 ........... 
Framum County PALD. ...00cseseces 
Okanogan County P.U.D. No. 1 
Clark County P.U.D. No. 1 
Benton County P.U.D. No. 1 .......... 
Inland Power & Light Co. ............ 
Cowlitz County P.U.D. No.1 .......... 
Puget Sound Power & Light Co. ........ 
The Washington Water Power Co. ..... 
Mason County P.U.D. No. 3 .......... 
Snohomish County P.U.D. No. 1 
Chelan County P.U.D. No. 1 
Seattle City Light 
Grays Harbor P.U.D. No. 1 
Grant County P.U.D. No. 2 


ALASKA 
Alaska Electric Light & Power Co. ...... 


Ketchikan Public Utilities ............ 
Chugach Electric Assn., Inc. .......... 


BRITISH COLUMBIA 

B.C. Electric Co., Ltd., Vancouver 
B.C. Electric Co., Ltd., Victoria ......... 
British Columbia Power Commission .... 





HAWAII 








Maui Electric Co., Ltd. ...........6-- 









* Included in Dryer totals 
** Merged with Southern Utah Power Co. 
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Fairbanks Municipal Utilities System ... . 
Matanuska Electric Association, Inc. ... 


The Hawaiian Electric Co., Ltd. ........ 
Hilo Electric Light Co., Ltd. ........... 


NUMBER 
OF DOMESTIC 
CUSTOMERS 
DEC. 31 Dec. 31 
95 1957 
(Estimate) (Actual) 
1,300,000 1,244,393 
25,000 22,026 
122,500 116,921 
1,512,000 1,469,460 
20,450 17,950 
30,150 29,800 
17,580 17,400 
42,000 41,638 
242,691 235,385 
22,600 22,048 
26,257 22,233 
43,000 42,000 
82,500 77,600 
13,900 13,850 
750,000 731,285 
24,760 23,612 
215,500 212,706 
23,250 22,655 
5,100 5,010 
73,000 70,664 
9,800 9,617 
3,200 2,987 
244,558 240,357 
54,500 53,830 
3,100 3,052 
6,100 6,150 
10,332 10,538 
5,700 5,489 
7,000 6,721 
28,400 28,206 
8,500 7,928 
7,950 7,863 
19,700(LY) 19,700 
184,600 180,640 
103,500 101,883 
6,300 5,890 
51,100 49,626 
13,700 13,532 
205,970 203,320 
17,720 17,506 
10,800 11,050 
2,630 2,600 
3,900 4,000 
1,850 1,705 
2,800 2,700 
9,971 9,971 
233,850 224,206 
44,940 43,437 


; 8,512 







86,928 
14,580 
8,539 


9,300 
11,200 
8,000 
8,000 
10,300 
8,500 
9,800 
12,100 
5,540 
12,000 
8,187 
8,220 
8,000 
8,500 
8,000 
7,950 
8,000 
13,050 


4,055 
2,820 
3,700 
6,000 
3,890 


4,767 
4,075 


4,400 
2,770 
3,080 








ELECTRICAL APPLIANCE MARKET DATA BY REGIONS (Continued) 


1958 UNIT SALES OF ELECTRICAL APPLIANCES 


Room 

Refrig- Ranges Ranges Water Air Auto. Conv. 
erators Standard Built-in Heaters Freezers Condit. 

130,300 <—25,300—> ..... WOee BUFO 2nccs veces 
11,400 3,400 4,200 2,175 3,000 4,200 13,800 1,700 
83,500 <—53,500—> 11,700 25,000 9,500 <—100,000—> 

"260 150 «65—i<‘<‘SSCsi«HsiTHSCO 
nae TG a pene ngs 
18,500 1,800 4,000 2,000 4,350 2,500 21,000 2,000 
1,005 855 150 1,076 488 370 1,725 650 
ree <—1,000—> a ee ae ee 
2,500 334 952 493 281 3,650 3,100 821 
250 300 50 s 100 10 300 50 
af er SAWP ..ccs 1,592 S970 7,175 7V,139 S972 
awa 342 302 DE Saeed baves Sheek ieee 
15,500 12,000 1,800 9,500 9,000 600 16,000 2,000 
i. “ rte ear a. a ogy 4 a 
2,800 4,300 ..... 4,200 900 600 2,000 600 
22,636 15,737 ..... 10,366 11,946 ..... 32,481 4,216 
6,400 7,500 2,200 4,200 2,600 ..... 4,100 1,200 
250 200 50 150 200 32 225 78 
135 125 25 200 100 0 300 50 
sussihie tueinal< vibe, aetanalhe one, “cds &aan 
200 200 20 100 40 50 100 50 
1,500 1,000 500 _ 1,750 450 60 1,000 150 
922 805 393 2,393 642 59 1,576 262 
7aa0 SA75 1,290 T0000 ....6 sive <—12,770—> 
8,600 7,000 725 4,000 4,900 1,260 8,750 2,800 
50 60 10 70 Rene re 
2,500 2,400 100 2,500 1,000 100 2,500 200 
781 591 40 474 521 220 843 166 
aoe aa veees “rns ar oe + an die 
50 40 10 40 eee 40 10 

50 48 20 150 ae 65 2 
10,982 <—7,140—> 4,471 3,088 212 6,353 1,512 
3,530 1,920 110 480 2. ee 1,245 1,350 


8,500 <—4,400—> 5,200 
900 ~<—400—> 400 
344 <—205—> 224 


2,200 300 9,500 1,800 
200 25 500 200 
48 42 321 66 





Washer- 
Dryer 


WashersWashers Comb. Dryers 


2,100 9,000 
10,500 43,000 


eereee 


Soren €O462 


50 


300 


389 1,345 
1,210 7,580 
1,000 5,150 

36 


300 1,600 
106 366 
3 20 
45 60 
601 4,496 
130 535 


250 1,000 
25 85 
8 15 
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MERCHANDISING 
Food Room Food No. Dealers Did Co. Plan 
Vacuum Dish- Waste Tele- Refrig- Water Air Auto. Conv. Vacuum  Dish- Waste Tele- Serving Merchandise To In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. Washers Washers Dryers Cl s hers Disp s vision Territory In 1958 1959 
pions 15,200 ..... 175,000 90.6 14.7 2 14.2 rene 44 92.8 1,000 No No 
ee ey ee 94 34 22 20 50 40 40 3 ee 53 No No 
eibesaeen 3,200 4,800 17,500 | 99.6 30.5 7.3 24 11.4 70.3 196 28.5 88.2 11.4 18 93.3 119 No No 
prolatecnve 24,500 27,000 147,000 86.8 22.1 9.2 15.6 2 <—87.1—> 15.4 7.6 58 84.8 2,352 No No 
S  niinlies. saebianatas laketaion Laney Lntetchint Carmela: . anaes Aiwa “awaia) eater Weis mere Rich levator, ~redayecs’ Stoee No No 
eka xia 30 120 425 96 25.8 y & 7 13 42 43 10 90 6 22 87 18 No No 
piipiendin etree te ME “eee <eteriae: \eneale Cetatecee pee ee bieieves 24 Yes Yes 
ci Sida scepter seat sh kas carafe mee 16 4 rene ee 25 No No 
See See IE 6s caus Sebce: Gkees KANG Seem ese, @8Gie ) ene [5% thee Ueeenm 400 No No 
hee 22 ofS he eS Tene eet cena Mtn EA OMAN pete ties TRE emee. Steed meee Kot Sakic seredieis 50 No No 
2,650 310 195 ...... 98.5 66.5 69 246 146 45 55 185 985 9 86 68 125 No No 
loti. {dient eee 65 30 2.5 Nene eee ee mere Rae 60 No No 
meee ee 90 32 18 10 22 64 28 11 as cceteee 125 Yes Yes 
200 100 50 700 | 96 35 2 8 I 46 13 97 1.5 7 95 5 No No 
ec Wa ee ke 81,677 90.3 10.5 3.7 13.9 3.3. 61.2 20.1 re 93:5 400 No No 
FO eee en Rinne hy P20 epee SER Ua ete EE Col lle Mire lee ice. Vea Rie 30 No No 
SR hee 3,000 ...... 17,500] 97 825 76 28.5 . 61 34 39.5 1 83 311 No No 
say OF | aang ay" Sasi. sud aaa: calnetan 3 eacaulands tasiidice Sakai. © onan a davies 48(LY) No No 
20 8 1 20 95 75 75 40 2 38 50 38 70 2 2 70 35 No No 
Peart 600 400 8,000 75 71 pits ; iach ; nie 180 No No 
scitthariiie. “alana: * ecaaeao eee i a a all OL a Oa acacia naar a 20 No No 
arkiiccece Sepieieice Pwealet oie, caw ae 95 90 90 30 20 50 40 50 95 20 «65 90 10 No No 
Lpliatii 3,988 1,716 35,050] 95 76 68 19.2 3 69 27 40 3.5 16 82.4 677 No No 
nee 1,500 2,000 12,000 | 99.5 87.1 81.2 33.4 ino me ae 53.2 997 218 16.2 8&2 125 NO No 
150 20 30 400 98 72 74 58 1 42 57 27 52 2 1 63 42 No No 
ree 30 100 | 80 65 65 30 0 75 SD 30 65 10 2 35 15 No No 
EBS siehs la lbaraigine Aeebiebare alr Steen. Venn Gay Rerienee: Micaeé. sateicior trees pew) vexetern way. sah eit 25 No No 
jc: nite. sts (eebie 99 95 86 25 9 45 35 28 80 10 6 85 10 No No 
100 10 25 200 95 95 90 30 10 10 =80 5 90 5 5 90 50 No No 
1,200 300 200 ~=1,500 97 90 85 24 acccie ae 50 30 90 8 4 90 35 No No 
ishieetntg lt" siatelakes ~netarainere ak -apaeaeie 92 89 68 31 18 75 iS 10 89 8 7 93 25 No No 
80 40 55 115 98 76 74 47 9 51 47 21 77 14 3 38 60 No No 
523 265 150 ~—s—«‘1,875 97 87 87 15 1 60 20 40 50 tio 4 70 49 No No 
co daaidenicee dt micas) cei 19,575 | 95 85 81 20 <-90-> .... ... 7 75 260 No No 
7,000 1,250 500 13,500 96 91 91 30 6 55 96 35 91 18 13 79 390 No No 
‘aie eee 80 | 80 74 74 a si Sl sein: Olean ice liad ae 5 No No 
2,000 1,500 500 5,000 88 82 82 12 1 40 60 18 83 11 3 oy 170 No No 
399 190 124 834 99 83 82 20 4 38 61 7 81 2 73 28 No No 
insiates Sadea becel needs 98 88 72 20 ST nc 90 112 No No 
btind ites Géliun aiden . 78 80 . 30 40 40 No No 
Sane ieee tes SAE deed Dos Gaeed Dakde Lok, bec ae ee la ae 28(LY) No No 
Rote. oCVee- wees. DOERR BREE BENG GRR Cees Faces® chem e eblbd. ain eG ee 11 Yes Yes 
CRs Jee eimects eaneceeite silent lSeicaepineN pxomawaacenl tear araia vant ielinvehs oillvchaveun® Wekelgla Sunigcs er UMitevers ane pakens 6 No No 
20 5 1 50 90 60 70 20 vs 8 30 i$ 20 5 95 6 No No 
100 3 3 30 70 50 50 5 ce oe 70 30 75 = 3 30 § No No 
35 14 2 53 91 52 45 42  & . 34 75 10 10 90 8 Yes Yes 
sieaonaae 792 544 18,477 | 86.2 61.75 27.97 7.40  .10 17.23 66.54 7.97 87 1.82 .91 81.81 510 No No 
2,170 70 275 5,150 85.9 49.8 10.6 10.8 ~ or 78.8 5 1 BS 78.8 147 No No 
siuamaty Ioewe: aitiefiw Stee eee a 40 brah oe Carmecer “oats ener 215 No No 
eet 800 1,000 10,000 95 55 55 14 2 60 30 8 50 S 7 90 145 No No 
100 25 100 500 95 oo 52 36 . a 43 6 47 6 5 J2 30 No No 
75 33 28 570 95 58 42 18 . 26 54 9 33 35 3 60 11 Yes Yes 
(LY) Last year’s figures 
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ONE MAN Safely Delivers 
800 LB. LOAD 


Quick 
easy way 


to make pipe connections 

















FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 

































Model CT—with flared joint 
for copper tubing 
































WHEELS SWING FORWARD 
FOR LOADING 
BACKWARD TO BALANCE LOAD 


Slides Upstairs 


YOU INCREASE NET PROFITS 


— by cutting delivery costs 
A \ PS with Easload Appliance 
“Ae sf Trucks. One man easily 
and safely does the work 

of two with Easload, the 

in and Out only truck that takes the 
weight off the man and 


of Trucks 


balances it on retractable 
wheels. 


The welded steel frame 
has protective rubber pads 
on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
ratchet-type cincher secure appliance on 
truck. Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading. 


ON MONEY-BACK GUARANTEE of satisfaction 
order Easload today (FOB L.A.) only $57.50 


Colson Equipment & Supply Co. 
1317 Willow Street, Los Angeles 13, Calif. 


New Monitor Twins 
... The Complete Home 
7 _ Laundry 


Portable Washer 


Ly - and Dryer! 


Model ST— 
for pipe connections 





SKINNER-SEAL SADDLE TEE —for mak- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 


etc. Write for circular. 


M. B. SKINNER CO. 





SOUTH BEND 21, INDIANA 









NO INSTALLATION 


NEEDED 
f. 










7 HERE'S A NEW MARKET FOR YOU 


The “Plus” Business You Have 
Been Looking For 
















© os / FAMOUS “Aerator” WASHER 
« Agroter Eee Action (24 from $64.7 5 








does full load in 5 minutes 
Plus electric power wringer. 
@ Exclusive ‘Jet’ 
Drying Action eliminates 


MONITOR Automatic “Jet” DRYER 
uae eee $109.95 


DYNAMICALLY PROMOTED! NATIONALLY ADVERTISED! 


Exclusive dealer and distributorships available! 


MONITOR EQUIPMENT CORPORATION, Riverdale-on-Hudson, New York 71, N.Y. Dept. EM-1 


Please send complete information on Monitor Washers and Dryers 
Nome 


Address 









City. cccccecscesess ° eoececccescces 
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DISHWASHERS 


One says: “The major stum- 
bling block in the merchandising 
of dishwashers is the fact that 
they are still in the low-volume 
category and considerable time 
and effort is required to educate 
dealers to give this product the 
push it needs.” 

Another complains that vol- 
ume per average dealer is too 
low, i.e. they don’t sell enough, 
even though profits are better 
than most major appliances. Still 
another points to both dealer 
apathy and high installation 
costs. 

Says this maker: “Dealers do 
not feel it important enough to 
hook up dishwashers, demon- 
strate them and give them a real 
pitch. Many don’t devote space 
on the salesfloor for them. Very 
few advertise or take other ag- 
gressive promotional action. The 
second major stumbling block, of 
course, is the extremely high in- 
stallation cost of dishwashers. 
All major sales areas of the coun- 
try are affected by it. In one area 
this cost to wire and plumb the 
units ran as high as the original 
purchase price.” 

There is underlying agreement 
that installation is one factor a 
dealer cannot toss off as unim- 
portant. For increased built-in 
sales, the feeling is a dealer must 
find competent craftsmen to take 
over installation chores, and that 
sales must then be made in a 
packaged transaction and financ- 
ing arrangement. Otherwise a 
dealer must lean to _ portable 
sales, where installations offer 
no major problems. 

Feeling is strong, also, that 
dealers could do a lot more in 
convincing customers that some 





STUDY STARTS ON PAGE 84 


of their objections are spurious. 
Too many customers, manufac- 
turers insist, lack product knowl- 
edge. “A lot of women,” em- 
phasizes one, “have some very 
wrong ideas about the modern 
dishwasher in their belief that 
they cannot wash pots and pans 
and that dishes must be com- 
pletely rinsed before being placed 
in the machine.” It remains the 
obligation of the dealer, they ar- 
gue, to lift cusomers over these 
objections. In line with this, one 
manufacturer states, “The great- 
est single flaw in the merchandis- 
ing of dishwashers seems to be 
encouraging the dealer really to 
apply the specialty-sale tech- 
niques that are required on this 
product. The art of specialty sell- 
ing has deteriorated since the 
war; however, there are encour- 
aging signs that many dealers 
are resuming specialty selling 
operations, and we feel that we 
will see more of this in the years 
to come.” 


Load Swing 


Utilities are doing their share 
to bulldoze stumbling blocks out 
of the way of onrushing dish- 
washer sales. Aside from the ris- 
ing glamor of portables, the 
greatest single piece of news in 
the dishwasher industry in 1958 
has been the way the utility jug- 
gernaut has been marshalled be- 
hind dishwasher merchandising 
on a local basis (EM Sept., ’58 

4a). 

In half a year something like 
100 utilities swung behind a na- 
tionwide campaign under the 
aegis of the dishwasher activity 
committee of NEMA. By year’s 
end this had swelled to 110, and 

Continued on opposite page 

















‘IN THEIR EMPHASIS ON SIMPLICITY OF DESIGN 
THEY SEEM TO HAVE LEFT OFF THE HANDLE.” 
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effort spilling over into 1959 
should see that number climb 
higher. These participating utili- 
ties poured over $114 million 
into promotional programs. 
They also gobbled up and used 
locally the NEMA-prepared 
newspaper supplements, _ bro- 
chures, and streamers especially 
designed for local level impact. 
What’s more utilities have been 
assigning field contact men to 
the chore of prodding distribu- 
tors and dealers into better ef- 
fort on dishwashers, both in dem- 
onstrating and selling. 

Nine manufacturers have been 
cooperating in the NEMA-di- 
rected drive which is giving this 
local level momentum to the sale 
of dishwashers. Most do not 
care to estimate what monies 
were spent on promotions at the 
manufacturer level. But a few of 
the less timid hazard a guess at, 
in one case, “up to $2 million,” 
and “close to $3 million” by an- 
other. Best approximations are 
that industry-wide between $2 to 
$3 million was spent in 1958 to 
promote dishwashers, and that 
this figure will rise in 1959. 

What areas felt the greatest 
impact of these promotional dol- 
lars? Undoubtedly where sales of 
dishwashers have been strong- 
est. This means the Pacific and 
East coasts, the Southeast, 
Southwest, and East and West 
Central states. 


Innovations to Come 


At least two manufacturers de- 
clined to talk about what’s ahead 
in dishwasher research and de- 
velopment. One other saw them 
getting “faster, quieter,” and 
still another said _ service-free 
features and ease of installation 
would dominate its research 
path. One maker, however, intro- 
ducing at year’s end the first 
line designed and built in its 
own plant, had what it consid 
ered some market firsts. One was 
a built-in filter system to catch 
food wastes, keep them from 
spraying back on dishes, and 
wash them right down the drain. 
Another allowed any kind of 
loading for a thorough washing 
job. Still another was capacity 
for a service for 14 in a 24-inch 
undercounter unit, and a com- 
plete service for 12 in a portable. 

This same manufacturer pre- 
dicted that dishwashers of the 
future would have much greater 
capacities, and would take more 
food waste without redepositing 
food particles on the dishes. 
“This trend will become appar- 
ent in 1959,” he said, “and will 
grow in 1960.” End 
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In 1959... 
MAGIC CHEF 
WILL WORK 
WONDERS IN 
YOUR SALES 





It's no mere chance that “more women cook on 
Magic Chef than any other gas range." Half a cen- 
tury of leadership has made the name Magic Chef a 
household by-word, synonymous with quality. 

Trade circles have been quick to capitalize on the 
“sales magic” of the Magic Chef range. Through the 
years the superior quality of each Magic Chef range 
has justified their confidence in the Magic Chef. 

In the 1959 Magic Chef line you will find the basic 
quality, contemporary styling and pace-setting Auto- 
magic features that have built dealer confidence 
and consumer preference for Magic Chef ranges. 


We predict you, too, will let Magic Chef...WORK WONDERS IN YOUR SALES 












“BERR LE=---2 


And in 1959 Magic Chef offers you new magic — 
new strength in manufacturing skill and readiness... 
new eagerness and energy in merchandising assist- 
ance...new magic that will strengthen your confi- 
dence in Magic Chef and expand your market for 
Magic Chef ranges. 

But find out for yourself! Stop by Space 1167 in 
the Merchandise Mart and get the full story on the 
new magic in Magic Chef. Learn about the complete 
merchandising package and selling tools available 
now from Magic Chef. 


space 1167 MERCHANDISE MART 
\\y 










{> 
(“he if? Franklin, Tennessee 















A MESSAGE TO AMERICAN 


Industry Moves Ahead 









INDUSTRY © ONE OF A SERIES 


with Plan ’59... 


To modernize now for growth and profits 


The most expensive task to be per- 
formed in America, in this new year of 
1959, is the modernization of our indus- 
trial plant and equipment. This is true de- 
spite the huge expenditures on new facilities 
made in the past decade. 

Contrary to popular opinion, and even to much 
learned opinion, our industrial facilities are not 
up to date. In a special survey conducted in 
August 1958, and supplemented by further in- 
terviews since that time, the McGraw-Hill De- 
partment of Economics found that it would take 
$95 billion to bring all our plant and equip- 
ment up to the best modern standards. This is 
over $15 billion more than the record budget 
of the U.S. government for the coming year. 

How did we get so far behind? It is true 
that business has made record capital expendi- 
tures in recent years, but most of this investment 
has been to expand capacity. And in concen- 
trating on new capacity, industry has fallen 
behind on the modernization of older facilities. 
Meanwhile, the $8 billion a year surge of re- 


search and development has brought forth new 


machines and new processes, at a rate that 


makes prewar and even early postwar equip- 
ment badly obsolete. 

The lag between what research has promised 
—especially in more efficient tools of production 
—and what has actually been accomplished up 
tonowshows clearly inthe AMERICAN MACHINIST 
inventory of metalworking equipment for 1958. 
This new study, covering 167 types of equipment 
in 5,800 metalworking plants, shows that three 
out of five metalworking machines are over ten 
years old. This is a startling indication of how 
obsolete many plants have become. A 1958 ma- 
chine tool is 54% more productive than one 
purchased in 1948. Many of the tools industry 


now uses are actually of 1939, or earlier, design. 


Investment Starts Up 


Now industry’s plans for 1959 show a 
new awareness of the need to modernize. 
In its surveys, conducted during the last part of 
1958, the McGraw-Hill Department of Eco- 
nomics discovered these facts: 

(1) Companies generally believe that a 


larger investment in modernization will 
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mean more profits—soon. Most of the manu- 
facturing companies in the surveys expect their 
current modernization expenditures to pay off 
in less than five years. With labor costs rising 
steadily, it is only with better, more modern 
equipment that most companies can hope to 
make these profit gains. 

(2) Industry’s plans for modernization 
have been revised upward. Total plans for 
1959 investment, in new plant and equipment, 
now come to $33 billion—compared with $3] 
billion reported earlier. And most of these new 
plans are directed toward modernization—in- 
stalling new processes or making ready for new 
products, developed out of the most recent scien- 
tific advances. 


It therefore seems clear that modernization 
expenditures in 1959 will rise enough to make 
an impressive start on the job of updating our 
plant and equipment. But it will be no more than 
a start. Research also is moving ahead with 
giant strides. Plant expenditures must increase 
rapidly, from 1958's low level, to win the battle 


against obsolescence. 


How Can We Modernize Faster? 


What can we do to accelerate industry’s new 
drive for more modern plant and equipment? 
One aid will be an improved flow of technical 
information on how, and where, to modernize. 
With this purpose, the McGraw-Hill Publishing 
Company several monthsago inaugurated PLAN 
959, a joint effort by all its magazines to spotlight 
the best opportunities for modernization. During 
1959, McGraw-Hill publications will continue 
this effort by putting special emphasis on new 
developments in plant and equipment. 

On the key problem of financing moderniza- 
tion—the question “Where’s the money coming 
from?”’—the McGraw-Hill Department of Eco- 
nomics plans several new studies in the months 
ahead. The first of these will deal with the num- 
ber one problem in financing: the need for 


adequate depreciation allowances. Such studies 


ELECTRICAL MERCHANDISING—JANUARY, 1959 


are a small, but we hope a helpful, part of the 
total effort that is needed to modernize American 
industry. 


An Individual Effort 


The really vital steps in modernizing 
must be taken by individual companies. 
The backlog of obsolete plant and equipment is 
widely dispersed, among firms of all sizes and 
in all areas. It cannot be wiped out by dynamic 
equipment policies on the part of a few leading 
firms. Not just a few, but thousands of industrial 
companies must take inventory of their respec- 
tive equipment and compare it, case by case, 


with the best new machines available. 


Finally, there is need for increased public 
recognition of the modernization problem, and 
for federal tax policies appropriate to a period 
of rapid technical change in business. 

The most important point is that the 
modernization drive has begun. This start 
can accelerate, with intelligent business 
and public policies, to give us truly modern 
industrial facilities. Plant and equipment 
expenditures are finally beginning to re- 
flect the stepped-up pace of research and 
development. This can be a major factor 
in renewed economic growth and prosper- 


ity as we move into 1959, 





This message was prepared by the McGraw- 
Hill Department of Economics as part of our 
company-wide effort to report on opportunities 
for modernization in industry. Permission is 
freely extended to newspapers, groups or in- 
dividuals to quote or reprint all or part of 
the text. 


Reuata Uhre 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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DISPOSERS AND INCINERATORS 


STUDY STARTS ON PAGE 88 


had this to say: 

“It is encouraging to note that 
year by year more cities and 
towns that had heretofore pre- 
vented the use of disposers on 
their systems are changing their 
laws; and the number of cities 
interested in municipal disposer 
installations is on the increase.” 

Another spokesman spotted a 
“significant trend to relaxation 


on codes.” 


Incinerators and Ordinances 


Incinerators, like disposers, 
have to contend with local ordi- 
nances that work against sales. 
Los Angeles, Philadelphia, and 
Pittsburgh are notable examples. 
However, as one manufacturer 
states, “Approvals are being 
sought in these areas on the new 
smokeless and odorless gas units, 
and ordinances will be changed 
when approvals are given.” 

A reverse situation favorably 
affects incinerators in Detroit, 
Lincolnwood, Ill., and Shaker 
Heights, Ohio. In these localities 
incinerators are mandatory as a 
source of on-the-spot 
Other areas where no restric- 


disposal. 


tions exist and where big mar- 
kets for gas incinerators have de- 
veloped are: Cleveland, Akron, 
Canton, and Youngstown. The 
Twin Cities, New England (espe- 
pecially Massachusetts), and va- 
rious cities in northern New 
York are good incinerator mar- 
kets. Lesser markets are Omaha, 
Kansas City, St. Louis, Indian- 
apolis, and Toledo. 

In all of these areas gas incin- 
erators account for the bulk of 
units sold. This conforms to a 
national profile of incinerator 
sales. Throughout the country 
gas incinerators snow under elec- 
tric units, but manufacturers 
still vary in their estimates of 
by how much. One estimate is 
that gas sales run to 82 percent 
of total; another feels 95 percent 
of all sales are gas models. A lit- 
tle less than 10 percent of the 
total gas unit sales are for use 
with LP, bottled or tank gas; 
the rest use utility gas. And by 
the close of 1958, it is estimated 
that well over one-third of cur- 
rent incinerator sales were of 
the newer 
units 


smokeless, odorless 
Smokeless Future 


The fortunes of incinerators 


seem definitely tied to the devel- 
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opment and introduction in 1958 
of smokeless, odorless units. A 
stiff increase in 1958, already 
projected to another 20 percent 
increase in 1959, has been attrib- 
uted to the popularity of the 
smokeless and odorless units. 
The perfection of this type unit, 
in the view of industry spokes- 
men, signifies a continued domi- 
nance of gas over electric units. 
“These units basically make use 
of two burnings,” says one 
spokesman, putting it in over- 
simplified terms. “First to burn 
the garbage, then to burn the 
smoke. We can’t see any electric 
unit which can perform this dou- 
ble burning function.” 

Because the incinerator indus- 
try puts great faith in the sales 
potential of smokeless, odorless 
units it now seems prepared to 
put national impetus in its pro- 
motional effort on behalf of the 
product. Previously promotions 
were largely isolated. Now they 
are being integrated. All effort is 
still on a market-by-market ba- 
sis. But incinerators are begin- 
ning to get a national feel, i.e. 
different regions are beginning 
to promote in the same identical 
way. 

Chicago is a case in point. Last 
September GAMA, through its 
gas incinerator division, an- 
nounced an all-out market pro- 
gram for Greater Chicago, parts 
of Indiana and Wisconsin. Nine 
manufacturers and four utili- 
ties participated, circularizing 
237,000 central heating custom- 
ers, and invited 32 area utilities 
to join in the program. Peoples 
Gas Light & Coke of Chicago 
spent $50,000 advertising the 
smokeless, odorless incinerators, 
the manufacturers chipped in 
another $60,000. Incinerator 
makers had 30 representatives 
working with utilities, distribu- 
tors and dealers. Peoples alone 
provided displays for 354 deal- 
ers, had 90 salesmen, 10 supervis- 
ors and 10 dealer contact men on 
the program. Northern Illinois 
Gas Co., North Shore Gas Co., 
and Northern Indiana Public 
Service Co. contributed effort in 
the same fashion. 

Dubbed The Hub of the Wheel 
Promotion, this program ran 
Chicago utility and dealers sales 
in a month and a half to 455 
unit sales. That compared to 
practically no sales in a compar- 
able previous year period. Man- 





ufacturers opened up 45 new 
dealers in Chicago during the 
program. 

Not only did business radiate 
out from Chicago, hub of the 
promotion. It caught the imagi- 
nation of other utilities else- 
where, and may become a pattern 
for industry-wide cooperation in 
the sale of incinerators. By year’s 
end New England area utilities 
had their heads together with 
GAMA and with manufacturers, 
intent on duplicating in their 
own fashion what the pilot pro- 
motion in Chicago had done. Bos- 
ton Gas, the gas division of New 
England Electric System, and 
the New England Gas & Electric 
Association were spearheading 
the activity. In all probability, 
any promotion will touch not 
only Massachusetts cities but 
will spill into Providence, R. I., 
and into Connecticut. Other 
areas throughout the country are 
expected to latch onto this “Hub 
of the Wheel” idea and fit it into 
regional marketing. 

Promotions of this kind are 
also expected to sharply alter the 
picture on the source of inciner- 
ator sales. In 1956, for instance, 
utilities accounted for 30.4 per- 
cent of total incinerator sales. In 
1957 that dropped to 26.6 per- 
cent. And in the same year 
plumbing and heating establish- 
ments accounted for an estimat- 
ed 29 percent of sales; depart- 
ment stores, 16 percent; appli- 
ance dealers, 14 percent; furni- 
ture, hardware and others, 15 
percent. Obviously the intent of 
utility-manufacturer drives is to 
broaden the base of retail par- 
ticipation in merchandising in- 
cinerators. 

Gross margins manufacturers 
say retailers are getting for in- 
cinerators should make these 
products attractive to more and 
more appliance dealers. One 
manufacturer estimates margins 
run to 40 percent; another esti- 
mates 35 percent. The lowest es- 
timate pegs margins at 25 per- 
cent. On a product whose average 
sale runs to approximately $150, 
this means from about $35 to $50 
on each transaction—a 
healthy profit in today’s competi- 
tive market. As with disposers, 
one of the main concerns a dealer 
has with incinerators, however, 
is the time consuming and some- 
times thorny installation prob- 
lem. 


gross 


Where They Sell 
‘With something like 450,000 
incinerators in use the satura- 
tion on this product is an esti- 
mated 1.2 percent. This means 
that replacement sale figures are 
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non-existent. Food waste dispos- 
ers, on the other hand, are in an 
estimated 4,175,000 homes, and 
for the first time produce mean- 
ingful figures in ELECTRICAL 
MERCHANDISING’s Replacement 
and Trade-In Survey for 1958. 

For 155 dealers reporting sales 
of 1,496 disposers, 88.2 percent 
of these sales were to new homes. 
Of the 11.8 percent of the re- 
placement sales, there were 9.9 
percent of reporting dealers who 
accepted trades for such sales. 
When it came to disposing of 
these trade-in units, dealers 
junked 88.5 percent of them. 
Only 2.9 percent were rebuilt and 
resold. And 5.7 percent were sold 
“as is.” According to early re- 
ports, therefore, there is little ex- 
pectation that dealers will be 
looking to reconditioned units 
for additional operating profits. 
Apparently the minimum aver- 
age life estimated to be 10 years 
will mean, in the majority of 
cases, a fresh sale, with no room 
for much in the way of trade 
allowances. 


Seasonal Selling 


Seasonal swings of disposer 
sales are still largely non-exist- 
ent. Except for February, which 
registered 6.35 percent of sales, 
January through June, plus De- 
cember, all registered between 
7.05 and 7.63 percent of sales. 
July, September and November 
were above 9 percent, and Octo- 
ber hit 10.3 percent. Topping all 
months in its percentage of an- 
nual sales was August, with 
11.15 percent. Not since 1950 has 
this month shown such strong 
disposer sales, as a percentage of 
year’s totals. In four previous 
years, October, November, and 
in one case December have al- 
ternated in turning in the best 
records. 


What’s Ahead 


Most manufacturers look for 
disposer unit sales to easily 
match the 620,000 for this year. 
With the price pressure down- 
ward, or for deluxe units at com- 
petitive prices, they foresee no 
change in the downward glide of 
total dollar volume and per-unit 
prices. This year there was no 
speculation about future re- 
search developments. No one, as 
in previous studies, ventured in- 
formation about disposers as 
part of the sink or dishwasher; 
or  electro-mechanical-chemical 
units requiring no use of sewer; 
or improvements dealing with 
the disposal of paper waste. 
Some demurred to comment on 






coming developments, suggest- | 
ing that pertinent research is go- 
ing on; that new product intro- 
ductions would tell the tale. 
Those who would comment indi- 
cated merely that new disposers 
would be “quieter, faster grind- at the market. ee 
ing, and easier to install.” 

Based on manufacturer opti- 


bd ® 
mism about the new smokeless, Discover [> | 
odorless incinerators, sales are 
expected to increase about 20 
percent in 1959, to about 60,000. 
The dominant markets are also 
likely to see more of the local 


market type of promotion that ... In the twelve year span since the close of 
proved so successful in Chicago. World War II, Dixie has rapidly assumed lead- 
In the broadening of markets . f th . . 
iain wae ee tne. ership of the popular-price market in gas ranges. 
tions that will overcome objec- This pace-setting leadership is attributed di- 
rectly to Dixie’s success in developing a modern 


tions. These include: increased 
burning efficiency for reduced : 4 
range that can be sold at a budget-minded price. 


cost; lower case temperatures, 
making units cool to touch; pos- 
sibly a built-in kitchen or utility 
room unit; an approved outdoor 
incinerator of a smokeless-odor- 
less variety, primarily for the 
South and Southwest, and for 
areas without Class “A” flues; 
and further concentration on the 


While skillfully mastering mass production tech- 
niques, Dixie has carefully retained the crafts- 
manship . . . the individual pride of workman- 
ship inherent in Dixie ranges since the produc- 
tion of the first Dixie wood-burning stove. By 
coupling their superb manufacturing skill with 





reduction of flue gas tempera- Wit. a ‘ 
eevee to wake taseveless ap- 4 a keen grasp of the American housewife’s es- 
proved for Class “B” flues and sential needs and preferences in ranges, Dixie 


pe iy Pago ae has consistently produced a range of unusual 
e big news in incinerators, 

of course, appears to be indus- De . dollar value. 

try-wide participation in pro- . 
moting the smokeless, odorless 
units—where manufacturers, 
utilities and GAMA cooperate to 
spark wider distributor and deal- 
er activity. Intensification of 
these local and regional drives in 
1959 may make inevitable a par- 


allel program for disposers. . \ 
End || Ty ‘\ 
ANx yf 


Today, with their remarkable post-war pro- 
duction achievement, Dixie has brought mod- 
ern, automatic cooking within reach of virtu- 
ally every consumer. Dixie has succeeded in 
presenting Mrs. America... 

| — eae a dream range at a down-to-earth price. 













‘\ 

See the *59 
Dixie Line... 
Space 524 
American 


Furniture 
Market... 














ELECTRICAL MERCHANDISING—JANUARY, 1959 PAGE 205 








TELEVISION 


them than the higher group 
which sells theirs at $112 to 
$120.” Philco’s marketing vice 


Henry 
claiming that he 


Bowes, was 
“had at last 
found out how to make money in 


president, 


portables.” 
with Zenith hold- 
increased their 


e Consoles 
ing the carrot 
share of the mix from 38 per- 
cent of 1957 to to at least 40 per- 
cent at the nine-month mark and 
ome factories were saying it 
would go to 43 percent by year 
end. Motorola’s Edward R. Tay- 
lor, executive vice president for 
consumer products, told us that 
consoles in November were run 
ning 65 percent of his mix. Ross 
Siragusa, Jr., Admiral’s TV sales 
manager, was ecstatic at his con- 
“This is a high 
sold out of the 

combinations 
Admiral’s 
famous three-foot theater of yes 
And we had them going 
out at $395 lists. They’re bring- 
ing $425 and $450 in the field.” 

Under the spur of remote tun 
ing (adding $70 to $80 more at 


ole business: 
We’! e 
phono 


end year 
rV-stereo 
Current vintage of 


teryear 


retail), automatic fine tuning, 
more and bigger speakers, better 
woods and finer furniture sty] 
bringing a 


bigger ticket, too,,and were ap- 


ing, consoles were 
parently coming back to the liv- 
ing room. Combined console and 
portable growth pushing 
the table model’s share of the 
mix steadily down—and styling, 
GE’s Designer was 
already beginning to hasten the 


were 


headed by 


end of the square, wooden table 
model as plastic did the wooden 
table model radio. 

e Production control was 
sharper. The retail 
movement was so tight during 


watch on 


the 1958 year and corresponding 
production critical 
that the total 
three-level inventory down to 2.1 
through the ten- 
month mark and were prepared 


control so 
factories held 
million units 


to risk shortages of goods rather 
than overproduce a single unit 


Sense and Style in ’58 


Going into 1959, industry 
sees two major trends dominant: 
a general upgrading of lines; a 


‘ 


resolution to maintain the “sense 
and sensibility” atmosphere that 
the industry claims to have wov 
en in the past two years. Corol- 
profit 
disinclination to 


lary trends: conscious 


ness; and a 


PAGE 206 


STUDY STARTS ON PAGE 94 


stampeding (after the transistor 
portable; the 23-inch tube; the 
130- and 140-degree tube.) 

more cautious, 
more statesmanlike, say the in- 
dustry’s leading 


Everyone is 


executives of 
themselves and of their competi- 
tors alike. This avowed conserva- 
tism, however, does not show 
up in every area. 

Estimates for the sales of 
1959, for instance, varied widely 

and unless there is a closing 
of ranks sometime soon in the 
year, there will be more closeout 
summer than the 
market had in the famous dump 


of 1953. 


goods this 


Lows and Highs 

High 
circuit was Sylvania’s market re- 
chief Frank Mansfield. 

1959 bouncing all the 
way back to 6.4 million units 
basing the recovery on the re- 
placement back by 
this year’s recession. 

Low man is RCA’s new mar- 
ket research manager (for TV 
division) Dr. Myron S. Heidings- 
field. As the devil’s advocate, he 
5.2 million in black and 
white, basing his estimates on 
the conviction that TV is not 
getting the share of total con- 
sumer disposable income it once 
got. He feels that TV is not new 
to the American consumer any 
more and the spending publi 
won’t be rushing out for TV as 


man on the prediction 
search 


He sees 


surge held 


expects 


it once did. His boss, James M. 
Toney, vice president and gen- 
eral manager of the TV division, 
goes along in principle. He feels 
the long term trend is “less units 
but more dollars” for TV. Toney 
does not buy other industry the- 
ories which claim that TV re- 
placement ultimately will 
previous highs and go on to 8 
million. 

Between the high and the low 
there are votes for 6.2 million 
from Motorola and Admiral and 
than six” from Philco, 
GE, Westinghouse. 

GE’s market research mana- 
ger Lee Schoenfeld, bases his 
prediction on TV’s relationship 
to the Federal Reserve Index of 
Industrial Production among 
other checks and balances. He 
sees: “No proof positive” for the 
possibility of hitting over 6 mil- 
lion in monochrome in 1959. His 
boss, marketing manager Jack 
Beldon, goes along, pointing out 
that there’s a second side to the 
upgrading coin: ‘““As we upgrade 
our lines, we cut off some of that 
pyramid of people who can af- 
ford our product.” 


pass 


“Less 


New Products Coming 

While there is great disagree- 
ment on production estimates, 
there is much agreement on gen- 
eral trends on the product de- 
velopment side, but also some 
disagreement on specifics: 

eQOn transistor TV. Motorola, 
GE, RCA, Westinghouse have 
shown working models of cord- 
less, truly portable, battery op- 
erated TVs to press, public or 
stockholders. Motorola’s, at the 
1957 Winter Market, 


January 
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IF IT’S THE TUBE | KNOW WHERE YOU CAN GET ‘EM 
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was a 14-inch, 30-pound fiber- 
glass styled portable with 31 
transistors and two nickel-cad- 
mium batteries which operated 
for six hours, could be recharged 
in two hours while set ran off 
house current and were good for 
2000 re-charge cycles. RCA has 
two in the Princeton Labs, a 14- 
incher at 30 pounds, an 8-incher 
at 24 pounds both using 25 tran- 
sistors. GE’s was an 8 incher; 
Westinghouse’s a 17. 

None of these is actually 
priced for market. No factory 
will say whether it will try to hit 
the market with a transistor 
portable this year. All other fac- 
tories say they’ve got prototypes 
in their own labs. 

Though everybody says these 
things are a year or two years 
away from being marketed at a 
reasonable price, the whole tran- 
sistor portable thing shapes up 
as a little powder keg, a kind of 
cold war. Somebody could get 
one out for $250 or so, but would 
probably have to take a loss to 
do it and would probably limit 
sales to the frantic firster mar- 
ket. 


On the one hand we hear 
that the sets contain certain 
transistors that are literally 


hand made, “are priceless, could 
not be priced.” On the other we 
hear that at least one major pro- 
ducer of transistors is promising 
production quantities of the nec- 
essary transistors for delivery 
this spring and one prospect told 
us that “the prices are not bad, 
really.” With spring delivery of 
transistors, a TV manufacturer 
could get a hand made prototype 
to the June markets and be in 
production for Christmas 1959. 

So, it could happen. But we 
believe everybody is hoping that 
nobody will start it this year. 
Meanwhile better battery devel- 
opment, weight, size, price re- 
duction engineering is proceed- 
ing. 


What About the Japs? 


What about the Japanese? 
Will they—who are masters of 
the transistor and the price— 
beat U. S. makers to market with 
transistor TV? A year ago, ev- 
erybody’s answer was no. The 
Japanese have not yet saturated 
their own market as they have 
with radio. Hence, no export of 
TV—tube type or otherwise. 
Now the theory is changed some- 
what. Since the Japanese need 
export business, they might just 
crash program transistor TV 
for export regardless of the home 
market. Most feel the Japs can’t 
do it. One executive here feels 

Continued on page 208 
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Only one endorsement stands out! 





It’s time-tested! Laboratory-backed! 


gt OR 4 REFUND 
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*" Guaranteed by @ 
Good Housekeeping 
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It’s the GOOD HOUSEKEEPING SEAL 
and 40,930,000 women 
use it as their buying guide! 


In a recent survey by Crossley, S-D Surveys, Inc., 
82.5% of the homemakers interviewed said that the 
Good Housekeeping Guaranty Seal influenced their 
brand or product selection. 


Additionally, 65.3% of the Appliance Retailers 
interviewed said the GOOD HOUSEKEEPING SEAL 
influences their customers’ buying decisions! 


When retailers, as well as consumers, agree on the 
importance of the Good Housekeeping Seal and all it 
stands for—isn’t this climate of confidence the selling 
spot for your product? 





Good Housekeeping 


CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 
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TELEVISION 


Japanese industry will get one to 
U. S. market within 18 months. 
“They won't 
get one of their own here before 


A second one says: 


one of our people do. But just 
watch them six months after we 
do introduce our first.” 

eOn the “square” 23-inch 
tube from edge to 
edge, this new controversial de- 
velopment in picture tube blanks 
from Corning Glass, is no bigger 
than the standard 21-inch tube. 
jut Corning has squared the 
corners, adding about 20 square 


Measured 


inches to the picture and two 
inches to the diagonal measure- 
ment. The tube would eliminate 
need of a safety glass panel in a 
set since it carries its own sec- 
ond glass face plate which fits 
over the main one like a bottle 
cap. Styling possibilities are the 
main interest since tube can pro- 
trude from front of cabinet in 
manner of Sylou- 
ette. 


Sylvania’s 


In checking interest, we found 
makers against new 
tube than for it. ‘‘Admiral is very 
interested,” Ross Siragusa, Jr., 
told us, “We think it is a for- 
ward look in the industry. But 
we won't go with it until it is 
ready and we don’t expect it in 
time for June lines. The people 
who are down on it are sticking 
their heads in the sand.” 


more set 


There were many heads in the 
sand. One head said the tube 
“doesn’t do anything for any- 
body but Corning.” Another 
said: “It is more expensive than 
a standard tube plus. safety 
glass. At factory price it costs 
about $4 more and costs another 
$4 in circuitry to get the picture 
swept up into the corners. It 
would add about $25 at 
and would add 
inches.” 


retail 
only a dozen 
Another head said: ‘I 
thought it was all a dead issue.” 

To John Hanigan, vice presi 
dent and general manager of 
Corning’s electrical products di 
vision, it was not dead. He said 
there has been much interest in 
the tube, that it is still on the 
sampling 


manufac- 
turers, but that Corning “does 
not expect to have the bulb in 
production by June and would 
not expect to see it in the June 
TV lines.” Neither would he ex- 
pect to see the smaller 18-inch 
bottle cap which squares off 
the 17-inch as the 23 does the 21 

eOn 130- and 


rounds to 


140-degree 
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tubes. The consensus was gener- 
ally down on the appearance of 
these next steps in wider deflec- 
tion angle tubes in the 1959 
lines, though the tubes are being 
discussed. One executive told us: 
“The 130-degree tube brings 
nothing but headaches. It exag- 
gerates the implosion problem. 
We'd have to solve that—and it 
would cost money. And it would 
cost more circuitry to sweep at 
130 degrees.” He felt that if 
more slimness were to be ob- 
tained, it would be better done 
by more chopping of the neck on 
the current 110-degree tube “a 
la Philco.”” Another, grounded in 
furniture styling, said: “We’re 
down to goods’ thinness 
now. We don’t have to go any 
farther. We’ll skip it until we get 
to the wall picture.” And when 
is that? Still five years or so 
away say most makers. 

eOn color TV. Again, RCA 
competitors are generally down 
on color. Magnavox put a new 
$895 color set in the line in De- 
cember but did not want any 
great significance attached to 
the move. Westinghouse’s TV 
division manager Edward J. Kel- 
ly—who had earlier in 1958 an- 
nounced that he was going out 
to grab about 10 percent of the 
color market—told us that he 


case 


had pulled back and would not 
try to make that quota. Others 
who had color showing at the 
(GE, 


January 1957 markets 








Philco, Admiral, Motorola, Syl- 
vania) show no change in the 
going attitude expressed by one 
of them: “We built a thousand 
pieces just to make sure we were 
covered in case this thing did 
go.” 

Price is still the big problem. 
Following the government deci- 
sion forcing RCA to release its 
patent hammerlock in October, 
the newspapers were immediate- 
ly full of speculation on a resur- 
gence of color interest. What the 
consumer press did not realize 
was that elimination of royalty 
payments to RCA would cut 
only a small amount out of the 
price at which competitors would 
still have to market color sets 
to make a profit. Said one: “The 
saving is insignificant. The tube 
still costs us about $85 at fac- 
tory compared to about $17 for 
the black and white tube and ex- 
tended to retail that means about 
$250 worth of tube aside from 
circuitry, cabinet. At our volume 
there’d be no profit for us, the 
distributor, the dealer in any set 
sold for less than $850.” 

Further, the color market it- 
self is a disenchantment for all 
but RCA. Lacking figures from 
RCA—which will not talk color 
figures to anyone—the activity 
must be seen through the eyes of 
Frank Mansfield who estimates 
that color sales to the public 
amounted to 10,000 pieces in 
1954, 55,000 in 1955, 85,000 in 
1956, 125,000 in 1957 and were 
running about even with 1957 
through the first half of 1958. 
(In ELECTRICAL MERCHANDIS- 
ING’s January 1956 Statistical 
Issue, crystal ballers were seeing 
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YES, THAT SOUNDS LIKE A GOOD STEREO PLAYER 
GEORGE. SEND OVER A DOZEN UNITS.” 
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1.95 million color set production 
for 1958.) RCA’s Toney told us: 
“There has been no recession in 
color. Our 1958 business will be 
30 percent ahead of 1957.” He 
added that the best mover was 
$695 despite newspaper leaders 
at $395. 


What This Means to the Dealer 


To the retailer, the impact of 
most of these trends is fairly far 
off and fairly speculative. Re- 
mote, too, are other topics in the 
industry. Pay TV, if it happens 
at all—and that front is very 
quiet at the moment—may not 
sell a single additional TV set. 
Educational TV, which seems to 
be getting hot just now, may sell 
some sets but it looks as if those 
sales will be made above the level 
of retail as are the bulk of hotel- 
motel and other institutional 
sales now. Excise tax relief for 
TV at the moment stands about 
as much chance as a snowball at 
Cherry Blossom time in Wash- 
ington. 

But what the factory talk does 
mean to retailers is that if the 
manufacturers act in 1959 like 
they say they will, it should be 
a good year. Stability in the mar- 
ket place is probable. So is more 
profit per unit whether the sales 
hit 5.2 million or 6.4. 

New Styling Concepts 

Certainly, from evidence of 
styling trends discussed in No- 
vember and December when dies 
were being cast for June lines, 
the coming TV product will be 
sleek and exciting. 

“We’ve broken the sameness 
mould that has been saddling 
this industry.” The quote can be 
attributed to either Philco or GE 
since their theories on selling in 
a replacement market are paral- 
lel—and both have demonstrated 
how different a product can get 
and how successful. 

“If we had five majors selling 
new concepts in TV, we'd get 
this replacement era going soon- 
er,” said Philco’s Bowes. He was 
speaking of the Predicta. Actu- 
ally, his competitors talk more 
of following the brief case Seven- 
teener, which they admit is the 
hottest item in the marketplace. 

Of the brief case, RCA’s Ton- 
ey says: “I’d be much surprised 
if any major manufacturer can 
stay out of SF (Philco’s chopped 
neck tube) portables.” 

Others react similarly. In the 
June lines, the retailer will see a 
whole raft of thin-like-a-fine- 
watch portables following Phil- 
co’s brief case or GE’s Designer 
—or fusing the concepts of both. 


Continued on page 209 
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The Designer, which can be 
counted as either a portable or 
as a highly styled table model, 
has already had a sharp impact 
on the statistical side. Because 
of it—and the direction it points 
—EIA no longer counts, or re- 
ports, TVs in the three categor- 
ies (portable, table, console) as 
it used to. From here on out it is 
going to be: console and “non- 
console” only. 

The first of 1959’s expected 
parade of highly styled “movea- 
bles” was Sylvania’s 17-inch 
Dualette. All plastic, with an 
elaborately designed, molded 
back, the set adds a new gim- 
mick to portables: two out-front 
speakers. And for a second act, 
later in the year, Sylvania was 
talking of “a tube two inches 
shorter than Philco’s.” 

Perhaps more significant than 
the styling is the Dualette’s near 
$200 ticket. It is a sign of things 
to come and the first evidence 
that maybe the factories mean 
it when they speak of upgrading 
the lines and of getting profit 
back into TV by getting better 
prices for added features instead 
of giving them away as freshen- 
ers of last year’s product at last 
year’s price. 


What To Look For 


All makers speak of “upgrad- 
ing.” They use that term rather 
than “price increase.” Though 
they all felt they deserved it, no 
manufacturer dared till recently 
to bump prices and recoup some 
of the increased labor and mate- 
rials costs they feel they’ve been 
“eating” for the past three 
years. 

Upgrading will certainly con- 
tinue in consoles. Look for styl- 
ing of back here too, contouring, 
dressing up, so that the TV may 
hold its own as a room divider, 
for instance, away from the wall. 
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CAREFUL, CHARLIE, | THINK IT UN- 
DERSTANDS WHAT WE'RE SAYING 
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Look for the remote trend to 
continue. More makers will get 
into the wireless control with 
more models going the Zenith 
route. 

Look for more promotion of 
the console as the second leg of a 
stereo phono rig, especially 
where the TV amplifier will not 
be the second stereo amplifier. 
TV amplifiers have an average 
output of only 1 to 3 watts, 
enough for the nature-of-the- 
beast low quality of TV sound, 
but hardly enough to rate with 
hi-fi’s 10-, 20-, and 40-watt strat- 
osphere. 

Look for more “cabinet” mer- 
chandising. Sylvania started this 
with its “convertible” (one fin- 
ished portable inserted into a 
variety of cabinet designs else- 
where than at the factory) two 
years ago and the concept was 
advanced by GE with its “iron- 
ing board” Danish series of the 
current line. That high end mod- 
el can be viewed as a big Design- 
er inset into—or onto—a rack 
or frame or “cabinet.” GE 
could make a variety frames like 
this available at retail and ship 
finished “guts” from the factory. 
One competitor sees a return of 
base merchandising in both the 
high and the portable end. 

Look for the whole styling 
trend to bring more multi-piece 
chassis. Although service men 
hate the whole concept, factories 
are saying their service indeces 
over all are down. 

These then are the two most 
immediate product trends for 
retail: 

eMore radical styling to 
speed obsolescence and replace- 
ment of 11 million sets 5 years 
old or older and of 14 million 
non-portables with 18-inch or 
smaller picture tubes now in use 
today in 50 million U. S. homes. 

e Upgrading of the merchan- 
dising of the product, its fea- 
tures, its price and, courtesy of 
the Federal Trade Commission— 
“Big Brother is Watching”—up- 
grading of consumer advertising 
in local newspapers. 

Coupled, they herald an inter- 
esting year. Add certain specula- 
tions: What will Philco do for a 
second act to follow the brief 
case and the Predicta; and GE 
for the Designer; and Zenith for 
Space Command. What will the 
competitors do to beat all three 
to Broadway as the curtain goes 
up on the 1960 season? End 


ELECTRICAL MERCHANDISING—JANUARY, 1959 


ne 4ve 























Alliance Genie® Automatic Garage 


Alliance Automatic Electric Can Opener 
Door Opener—industry leader. 


—our sales sensation of 1958! 


ALLIANCE 


Super-powered products 
with built-in sales appeal 


Want to ride an upward trend? Add Alliance products to your sales plans 
for 1959. They made sales history in 1958, and the year ahead will be the 
biggest yet. Here’s the secret: 1. Consistent, long-term network tele- 
vision advertising. Our campaign with Jack Paar and Dave Garroway 
(NBC-TV) was only part of the story. We arranged an intricate nation- 
wide system of local dealer name announcements to follow every network 
commercial. 2. Painstaking attention to product quality makes every 
customer a word-of-mouth salesman—for Alliance and for the dealer. 
The heart of these products is our own Alliance Motors . . . each one 
built for a specific job and endowed with a generous reserve of extra power. 

So before you complete your 1959 sales plans, call your Alliance 
representative or distributor . . . or write direct. 








Alliance Tenna-Rotor—America's top- 
selling television antenna rotator. 


Alliance Famous Sub-Fractional Elec- 
tric Motors—for home and industry. 


THE ALLIANCE MANUFACTURING COMPANY 


ALLIANCE, OHIO 


(Division of Consolidated Electronics Industries Corp.) 
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TAKE A GIANT STEP FORWARD 


...with the newest, most unique electrical appliances 
ever made...from Ronson, of course! 


ALL NEW! ALL NATIONALLY ADVERTISED! 
ALL WITH BUILT-IN SALES-POWER!... 





NEW! RONSON CFL ELECTRIC SHAVER! 


Shaves Closest, Fastest, with the Lightest touch of all. Tested 
and confirmed by leading consumer testing magazine. 
Ronson CFL is the Recommended Best Buy over all other 
electric shavers. 





NEW! 
~ = 
Lady OMUSOTN —— 
DELUXE 


ELECTRIC SHAVER 


First with two exclusive cutting actions. New ‘“‘Trimette’’ for 
fast, gentle underarm shaving. New ‘‘Beautyglide’’ con- 
toured head for smoother legs that stay hair-free longer! 
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NEW! RONSON HOOD ’N COMB DRYER! 


Exclusive Comb-Dryer damp-dries hair for fast pincurling. 
Air-circulating hood permits even drying on all areas of the 
head. It’s the biggest package on the market. Hood, comb, 
hose, dryer...a complete home hairdressing salon. 





Wa 


NEW! RONSON ROTO-SHINE electric shoe polisher 


Does all the work you used to do. Cleans, polishes, brushes 
and buffs shoes electrically. Kit includes polisher, buffer 
and 5 extra pads, brown brush, black brush, brown and 
black polish. Ideal for home or office... for anyone with 
shoes to shine. 


See these fine Ronson Products at the Navy Pier,C521 


They’re the newest of the new from 


ONSON 


MAKER OF THE WORLD’S GREATEST LIGHTERS, 
SHAVERS AND ELECTRICAL APPLIANCES. 
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A center at a time—or a complete kitchen 


4) FRIGIDAIRE BUILT-IN APPLIANCES 


Satisfy your customers—save you money! 




















cooking if cleaning up 
without ee. bk without 
slaving | —_4 drudgery 





Queen Customer looks at her new kitchen as a matter of work areas. Why 
not sell her what she wants... and benefit from the built-in satisfaction 
of Frigidaire Appliances. 

For example, what housewife wouldn’t appreciate the only Wall Oven 
with a Drop-Leaf Door—for easiest cleaning without acrobatics? Or her 
choice of a color-matched Frigidaire Built-In Cooking Top or the exclusive, 
space-saving Fold-Back Cooking Units? Add to these a Frigidaire Clean- 
Up Center: Under-counter Dishwasher that Sparkle-Cleans up to 48% more 
than comparable models checked; and a quiet, safe Food-Waste Disposer. 
Then complete the job with a “recessed” Frigidaire Sheer Look Refriger- 
ator that gives the “built-in look” at less cost to her, and to you. Do it 
all-at-once or a step-at-a-time ... Frigidaire Built-Ins are designed to fit 
standard wood or steel cabinets. 





freezing 
without 
frosting 


1 You profit from built-in customer satisfaction! 
2 You save time with Frigidaire “Minute-Man” installation! 


Here’s proof! New Drop-Leaf Door Wall Oven installs in as 
little time as 7 minutes and 52 seconds! Other Frigidaire 
Built-Ins install with similar time-saving ease, Call your near- 
est Frigidaire District Office for literature and prices, or write 
Frigidaire Division, General Motors Corp., Dayton 1, Ohio. 


She'll feel like a queen 
with a kitchen-full of 
Frigidaire Built-ins! 





FRIGIDAIRE advanced appliances designed with you in mind... 


more features, more appeal, easy to instal 
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RADIO 


and is the key trend in radio 

and the second round is already 
underway. Retailers will see more 
transistorization come into the 
product and in all categories of 


radio. 


New Transistor Sets 


Transistor version of clock 
radios were launched this year 
by Westinghouse with the $75 
Chanticler and by Zenith with 
$85 and $125 top-of-the-line cus- 
tom models. Admiral got in for 
Christmas and Sylvania got $69 
clock radio samples to distribu- 
tor shows in early December. 
Philco’s 


Leonard Gross expects that by 


radio sales manager 


1962 just about all radios will 
have been completely transistor- 
ized. “‘We may see the end of the 
cord,” he feels and he’s eager to 
see the trend press on. He and 
others feel that the transistor 
via the portable—forced a new- 
ness into radio that the industry 
had needed “and something new 
always moves goods.” Miniaturi- 
zation and the removal of the 
cord bring radio a new freedom 
of use and open brand new styl- 
ing horizons. 

The transistor has steadily af- 
fected the radio mix, and will 
continue to shift it as develop- 
ment work continues. Retailers 
have seen the portable move 
from third most important cate- 
gory to first in four vears. In 
1955, portables earned 29 percent 
of sales, clocks 31 percent and 
table models 40 percent. By 1957, 
tables and portables were even at 
36 percent. And even before the 
big Christmas push on transistor 
portables in 1958, the mix 
placed portables tops at 43 per- 
cent of the unit business, tables 
at 34 percent and clocks at 25 
percent. 


Revival in FM 


A straight line projection 
might show table models dying 
off were it not for a second im- 
portant radio trend: FM is on 
the rise again. And, standing in 
the wings while the stereo- 
phonic record, the stereo phono 
and the stereo tape warm up the 
audience, is a new concept in 
radio broadcast- 
ing: multiplexing. 

F'M’s revival reflects itself in 
two places. According to the lat 
est count 


stereophonic 


(November) by Ben 


Strouse, chairman of the Na- 


PAGE 212 





STUDY STARTS ON PAGE 101 


tional Assn. of Broadcasters FM 
radio committee, there were 565 
stations on FM channels, down 
from the 730 high in 1949, but 
on the rise from 533 last year, 
and Strouse predicted sales of 
over 400,000 radios with FM 
this year. Strouse’s figure must, 
of course, include FM and AM- 
FM radios in combination phono- 
graphs, that total being up from 
350,000 last year. 


Stereo Radio? 


Stereo radio is a hot subject at 
the moment, but mainly at the 
factory development level. How 
much of a mass market for re- 
tailers it will create is a question 
which can’t be answered until 
the entire impact of stereo discs 
and playing equipment is evalu- 
ated. 

Stereo broadcasting is anala- 
gous in method and in receiving 
equipment to recorded stereo 
sound reproduction equipment 
now marketed. A stereo broad- 
caster splits his program into 
two channels as do record and 
tape makers. He can send one 
channel over an AM, the other 
over an FM; one over FM, the 
other over a completely different 
FM station; one over AM, one 
over TV’s FM audio signal; or 
using the technique called multi- 
plexing—he can send both sig- 


nals, scrambled, over FM, or 


both over AM. 

















To receive combined sounds— 
just as in picking up stereo from 
a record—the listener needs two 
amplifiers and two_ speakers. 
With the above methods he needs 
separate equipment as follows: 
any AM set, any FM set; two 
FM sets; an AM set and a TV; 
or, to receive multiplexed sig- 
nals, a multiplex adapter—which 
actually unscrambles the com- 
bined signals and pushes them 
out as two distinct sounds again 

-an amplifier for each channel 
and a speaker for each channel. 

All this is no more or less 
complicated than stereo record- 
ing was or is and the retailer 
won’t have to worry about it for 
a while anyway. Multiplexing 
won’t be a commercial reality 
until the Federal Communica- 
tions Commission decides how 
it will happen and rules on THE 
way it should be done. Once the 
standard is set, the manufac- 
turer of radio and of TV, too, 
will make the product that fits 
the standard method, will ex- 
plain it and market it. All this 
probably won’t happen for a 
year since the FCC is just now 
taking nominations. It gives in- 
terested parties three months to 
nominate methods, then opens 
the floor to discussion of the 
methods, hears objections, pro- 
poses a standard, hears more ob- 
jections, and finally rules on 
one method as the standard for 
the broadcasting and receiving 
industries. 





Compatible Multiplexing 


Spearheaded by the audio- 
philes and the stereophiles who 
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‘| UNDERSTAND YOU'RE QUITE A HI-Fi BUG, DOC!” 
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worship FM for its high fidelity 
reproduction of music, the so- 
called Crosby system of multi- 
plexing FM broadcasting is run- 
ning ahead of the competing Hal- 
sted system because the Crosby 
method is said to be compatible. 

“Compatible”—there’s that 
word again—means in radio that 
the consumer with any old gar- 
den variety FM receiver can still 
hear 100% of the FM program 
he usually listens to—even if it 
is multiplexed. He hears it mono- 
phonically, missing only the ex- 
tra, added attraction of stereo ef- 
fect. If he wants the stereo ef- 
fect, he buys an adapter and a 
second speaker, or he integrates 
the adapter into whatever stereo- 
with-AM-FM equipment he now 
has. 

It will be difficult, for a while, 
not to confuse multiplexing and 
the so-called AM-FM method of 
stereo broadcasting or the AM- 
TV method of stereo telecasting. 
But they are different. You’ve 
heard the AM-TV method if 
you’ve heard Lawrence Welk re- 
cently or George Gobel’s October 
21 color TV show. Both these 
were simulcasts sending the pic- 
ture and FM sound through the 
TV on its normal signal and 
sending an AM radio version of 
the sound over an AM signal to 
an AM frequency tuned on an 
AM radio. The difference is: 
Welk uses two separate signals, 
100 percent of the telecast goes 
out over FM, 100 percent of the 
radio broadcast goes out over 
AM. You hear two programs to- 
gether. 

You’ve heard the AM-FM 
method of stereo broadcasting if 
your local station has both AM 
and FM sides and sends special 
stereo music shows (perhaps one 
special hour a night) and advises 
its listeners in advance to tune 
in an AM set and an FM set at 
the same time. You’ve heard FM- 
FM music shows if TWO FM 
stations get together, combine 
their facilities, send out stereo 
music tuned by the listener with 
TWO FM sets. 

These methods use two signals 
and two channels or frequencies 
or two complete facilities at the 
same time. They need no FCC 
permission to do this. 

Multiplexing uses ONE signal 
and adds the stereo effect to that 
one signal—and the FCC is very 
interested in any goings on like 
that. Some six stations around 
the country have been given per- 
mission to develop methods and 
equipment to do this. They are 
FCC’s field test lab. They are all 
FM operations and concentrate 

Continued on page 214 


1959—ELECTRICAL MERCHANDISING 











half the space... 


twice the sound! - 





GRUNDIG 














SELF-CONTAINED 


STEREO 


Only GRUNDIG MAJESTIC self-contained 
stereo gives you twice the sound in half 

the space. 3-D stereophonic phono, FM-AM- 
SHORT WAVE radio, two complete sound 
systems using four to six loudspeakers .. . 

all have been ingeniously assembled 

in one Black Forest cabinet that takes no 

more room than an ordinary high fidelity 
console! Hear—sell—profit from GRUNDIG 
MAJESTIC SELF-CONTAINED STEREO... 
made by GRUNDIG, Europe’s largest radio 
manufacturer and sold exclusively in 

the United States by MAJESTIC, 

the oldest name in American radio! 






‘ ORDER THROUGH YOUR 
DISTRIBUTOR—TODAY! 
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division of 
THE WILCOX-GAY CORPORATION 
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743 N. LaSalle Street 
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y 7S Sedgwick Street 
ge Brooklyn 31, N.Y. 
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RECORDERS 


tigated the industry for another 
problem: it has never 
gotten together to promote it- 
self institutionally. Too many 
people did NOT know about re- 
corders, about tape, or about the 
thousand things either could do 
for them. He said he would be 
delighted to contribute a portion 
of his sales dollar to a concerted 
industry effort to promote itself 
directly through advertising or 
indirectly through public rela- 
tions. There was no bandwagon 

Meanwhile, the industry has 
developed feature merchandising 
problems which make all the con- 
fusion the record and _ phon- 
graph men suffered during the 


basic 


tereo revolution appear as sim- 
ple as an egg. 


Too Many Products 


In taking its own census, the 
recorder industry finds it makes 
three basic instruments: one re- 
cords monophonically and plays 
monophonically; a second, re- 
cords monophonically but plays 
either monophonically or stereo- 
phonically; a third, does both ei- 
ther way. As late as last year, the 
econd year of its stereo boom, 
the industry was still divided on 
whether the two heads necessary 
for stereo should be stacked or 
staggered. Recorded tape makers 
had to market their music both 


ways. Home recorders must have 


two speeds: 7 inches per sec- 


ond and 3°4 inches per second, 


though commercial units prefer 


15 inches per second. And 17% 
inches per second and ™™.« inches 
per second are talked about. Re- 
corded tapes comes in two-track 
one-track 
is dying out. Two- and four-track 
machines must be marketed. Un- 
til recently, recorders were reel 


and four-track stereo; 


to reel machines. Now comes the 


magazine—which means a radi- 
cally different machine than the 
reel to reel and conversion be- 
comes a problem. 

In order to compete with the 
price of discs, recorded tapes and 
recorders must go faster speeds 
and more tracks—and each move 
cuts the quality of the sound and 
the fidelity which won the indus- 
try its music customers. 


Change in Strategy 


Two years ago the industry 
made a basic switch in its ap- 
proach to the market. Until that 
time the tape recorder was being 
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sold as an instrument for home, 
family recording—a picture al- 
bum in sound, for speech and ed- 
ucational reasons. 

Then came the push to go after 
the home music business—and 
with the help of stereo—the 
move looked like the right one. 
took off sharply. Then 
came the stereo disc and the in- 
dustry switched back—inside of 
six months of the record’s birth 

to selling its former functions. 


Sales 


Has it succeeded? LIFE mag- 
azine’s survey of consumer ex- 
penditures (based on 1956 house- 
holds) says that only three per- 
cent of U.S. homes had tape re- 
Only 55.8 percent of 
ELECTRICAL MERCHANDISING’s 
sample of appliance-TV dealers 
sold tape recorders—89.6 _ per- 
cent sell TV; 85.3 percent sell hi- 
fi. Only 53.5 percent of Billboard 
record dealers sell tape recorders 

87.6 percent sell phonographs. 

Certain executives within the 


corders. 


recorder industry feel it needs 


an RCA’s promotional and mer- 
chandising push. (Not long ago 
RCA executives were saying that 
in five years all album music 
would be played at home on 
tape). A year ago other promot- 
ers in the TV-phono business 
were looking at the tape business 
as the next green pasture. Philco, 
Sylvania, Olympic were in with a 
small toe. Motorola was looking. 
So was Stromberg-Carlson; so 
was Zenith. 

But at the same time, there 
must also exist the hidden fear 
that these same TV-phono mak- 
ers might eventually gobble up 
the recorder industry they might 
boom. 

The curtain went up, finally, at 
the Armour meeting. Though 
there was dissension in the 
ranks, Irving Rossman, presi- 
dent, of Pentron, one of the top 
six recorder makers, said he felt 
the industry should back the 
RCA magazine and go with four- 
track 3°4 inches per second ster- 
eo machines. Dissenters said no, 
other magazines were better and 
cheaper. Others felt that having 
sweated out the RCA phantom 
since June—and having seen the 
power of RCA’s influence in the 


related industries and with the 
public—they’d go along now. 

To bind the cheese RCA vice 
president Raymond W. Saxon 
promised that he would finally 
(December 1) ship machines for 
Christmas selling and RCA had 
finally shipped (October) the 
tapes in cartridges. 

So, as it enters 1959, maybe 
the tape industry is getting ready 
to make its bid for the big home 
music business—though the 
price is still high. 

What is needed for the real 
mass push? One executive told 
us he feels the industry can’t 
reach the mass market until it 
has a lighter, smaller, cheaper, 
unit. 

It has always needed these ele- 
ments. The question for 1959— 
and more important, for 1960— 
is: have the basic core of manu- 
facturers lost the initiative to 
“outsiders” like RCA with the 
magazine and its player; to 
Steelman’s light, small, truly 
portable transistor unit; to Mo- 
torola with a magazine in a sleek 
phono-combination console. 

Let’s see what happens at the 
May Parts Show. End 





RADIO 


mainly on music for audiophiles. 
They are a tiny segment com- 
pared with the giant mass mar- 
ket which is AM radio. 


Stereo for AM? 


What about AM radio—the ra- 
dio that TV clobbered? Stereo 
has descended on it too. After 
TV hit, radio became a recorded 
music and news—and soap opera 

medium mainly. It was mono 
phonic and lived off monophonic 
music and monophonic commer- 
cials. What happens, asked the 
broadcaster, if recorded music 
really takes off and goes stereo? 
What happens if the public goes 
for stereo and insists on hearing 
its favorite disc jockey and his 
top 40 tunes in stereo even if 
AM’s fidelity is low? What hap- 
pens? Stereophonic music on 
stereo radio happens. The prob- 
lem becomes how radio 
avoid forcing listeners to buy a 
second AM set or to buy an FM 
set in order to get stereo radio. 

These are big problems for ra- 


does 


dio broadcasters. Some hope ste- 
reo sound will never happen on 
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regular radio. Others feel stereo 
will take over and that they must 
find a way to multiplex AM ra- 
dio, and multiplexing via AM is 
far more difficult than via FM. 
They have to find a way to keep 
on sending out 100 percent AM 
programs and a way to add stereo 
effect on top of that to handle the 
“compatible” situation. 

They've got to be sure the man 
with the monophonic AM radio 
gets a whole program—and all of 
the advertiser’s message—and at 
the same time take care of the 
man who wants to hear the ste- 
reo disc jockey. 

RCA says it has found a way 

and the equipment—to permit 
stereocasting via AM multiplex- 
ing and that the systems might 
be available in two years. 


Future in Multiplexing 


If AM, the mass radio, goes 
stereo, retailers will have a boom 
on their hands and a market of 
some 142 million monophonic 
radios in U. S. homes to replace 

or to add equipment to. 

All that is a bit far off, of 
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course. But, FM multiplexing is 
much closer to reality. Once the 
FCC sets the standard—and if 
FM listening is rejuvenated by 
mass acceptance of stereo music 

the retailer has a product or a 
feature or an add-on to sell. 

Right now the radio makers 
are excited about the future 
prospects of multiplexing. Mo- 
torola’s president Robert Galvin 
sees multiplexing as the carriage 
which will bring back the high 
end radio and the $90 and $100 
ticket. George Fezell, merchan- 
dising director of Magnavox, 
would not be surprised to see 
multiplex adapters in stereo- 
combinations by next fall. 

3ut in the meantime, all the 
retailer has to do is sit and wait 
and watch the jousting match 
between Washington and Radio 
Row, and sell the product that is 
in the pipeline today. And ac- 
cording to the consensus, there 
should be about 8 million domes- 
tic home radio units sold in 1959 
and close to 2 million Japanese 
imports, more than two-thirds of 
them transistor portables. End 
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COMING 


A MULTI-MILLION DOLLAR 
PROGRAM TO CREATE 
MORE ELECTRIC SALES FOR YOU 


Edison Electric Institute’s New NATIONAL ELECTRIC LIVING PROGRAM, Backed with Strong Industry 


Support, Features Heavy National Advertising Plus Local Programs and Point-of-Sale Material to Build 
Traffic and Boost Sales in Your Store. 


New Program Sells Live Better Electrically, Light for Living, HOUSEPOWER and Medallion Homes. 


NATIONAL MAGAZINES 





NETWORK TV 
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Showing the most modern appli- 
ances in all their sales-appealing color, 2- 
page spreads in Life and Saturday Evening 
Post back up big selling surges during 1959. 
These four-color ads are timed to stimulate 
off-season markets and to take advantage 
of normal sales patterns. Campaign opens 
during National Electric Week with 3-page 
spectacular ads in Life and Saturday Eve- 
ning Post. 


Edison Electric Institute will sponsor TV 


- Programs with hard sell but entertaining 


commercials throughout the year—timed 
to sell the daytime network TV audience 
of women viewers on the advantages of 
all-electric living. 


February-March: “All-Electric 

Value Time’”’ (all appliances) 
April-May: “‘All-Electric Kitchen 
Carnival” (kitchen appliances) 
September-October: “All-Electric Laundry 
Festival’ (laundry appliances) 
November-December: ‘‘All-Electric 

Gift Parade”’ (all appliances) 





POINT-OF-SALE 


aT 
al 


Flexible, hard-selling point-of-sale materi- 
als make your store THE place to buy 
“electric living’’. .. furnish you direct tie-in 
with the national TV and magazine adver- 
tising. 

And you can count on manufacturer tie-ins, 
working through their distributors to in- 
crease the importance of each of the 4 local 
events in your store. 


LOCAL SUPPORT Your local electric light and power com- 





pany can offer strong advertising and mer- 
chandising support for you, too. This will 
help you to translate the 4 peaks of adver- 
tising force into a very special event in your 
store—all aimed to motivate your women 
customers to ACT NOW. 


Tie in with this multi-million dollar pro- 
gram by using the national themes 
in on the sales this big program will create. 


cash 


Check your manufacturer and distributor 
to find out what tie-in opportunities they 
plan. 

Remember, this continuing all-electric pro- 
gram is created to sell the idea of all-electric 
living, and to move merchandise. 


THE NATIONAL ELECTRIC LIVING PROGRAM IS SPONSORED BY EDISON ELECTRIC INSTITUTE (THE ASSOCIATION OF INVESTOR-OWNED ELECTRIC LIGHT AND POWER COMPANIES) 
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of the higher ticket of stereo 
units, showed a 10 to 15 percent 
increase in dollar value. 

latter area 
base their projections on trends 


Analysts in the 


they see in the so called “hi-fi” 
area of the mix 
list, including all combinations 
except straight 
phonos in the console class plus 


goods over $100 
portables, all 


one high end portable and two 
dels. These lat- 
ter goods enjoyed a tremendous 
spurt in the first three months of 
the year, suffered dips in the 
second quarter,’ but finished 19 
ahead at the half in 
inits, while the below $100 goods 


high end table n 


percent 


were 30 percent off. 

The whole low end was faring 
badly in 1958 even before the ef- 
fect of stereo was felt at the pro- 
duction levels. For instance, at 
the half, the under-$100 group 
of machines, including most ta- 
ble and portable models, was off 
30 percent in units, pulled down 
by: a 75 percent drop in the 
largest single low end category, 
the 45 rpm; a 63 percent drop 
in one of the next most weighty 
category, the single speed, sin- 
gle play 78 rpm; and a 33 per- 
cent drop in $50 to $70 portables. 

However, certain very low end 
categories were booming at the 
half: multi-speed automatic ta- 
ble models at less than $50 were 
up sharply; so were $50 to $90 
tables and under $50 portables 
But increases were in less impor- 
tant price categories than were 
the decreases 

Starting with June and Jul 
production, pricing 
pushed more goods into the over 


stereo 


$100 class and the very high end 
got higher. 

This year, for instance, EIA’s 
reporting form includes two nev 
a $500 to $750 
list category and an “over $750” 


top categories: 


category in combination models; 
and $200 to $249.99, $250 to 
$300, and “more than $300” in 
straight phono consoles. 

New EIA 
were developed so that industry 
will have a complete check on 
stereo activity 


reporting forms 


Reporting forms 
break stereoized units into three 
categories: a) one-piece models: 
b) two-piece with dual channel 
amplifier masters; ¢c) two-piece 
with single channel master 
The final tally of 


stereo breakdown 


industry's 
especially the 


retail sales version—could be the 


most eagerly awaited document 
in the history of the phono in- 
dustry. 


Verdict on One-Piece Units 

The statistical summary of 
production, retail sales and in- 
ventory of one-piece goods ver- 
sus two-piece will be the first in- 
dication certain sales managers 
will get of how badly they mis- 
calculated in not making one- 
piece in more quantity and in 
more price brackets. 

The one-piece “‘trend” was the 
first hot news that came out of 
industry’s market researching of 
the public’s reaction to the ste- 
reo offering. As early as Septem- 
ber, the market place was buzz- 
ing with the word that women 
did not go for two-piece goods. 
Living 
enough. They wanted one-piece 
goods despite chapter and verse 
testimonials from engi- 
neers that ideal stereo took two- 
separated by at least 
eight feet; that stero was in ef- 
fect “separation” of sound and 


rooms were not big 


audio 


pieces, 


demanded separation of sound 
sources. 

Everybody’s market research- 
ers suddenly started checking 
frantically on movement of 
goods from makers who had put 
out one-piece goods, especially 
mass marketers who'd done so, 
and, in particular, Admiral. 

Admiral started the whole 
“space problem” talk as far back 
as the July Music Show in Chi- 
cago when it showed one-piece 
goods starting with a portable as 
low as $129, showed one-piece 
stepups at $179, $199 and $399 
and backed its philosophy with 
the preachment that mass con- 
sumers’ living rooms would not 

enough for two-piece 
Admiral was practically 
alone with that much emphasis 
on one-piece stereo at 
$200. Competitors figured that 
Admiral was. protesting too 
much, was really covering a ma- 
jor marketing plunge with too 
much party line. Motorola had 
one-piece goods, so did Zenith, 
Magnavox, Ampex and others 
but all at high end prices. Every- 
body, including Admiral also had 


be big 
goods. 


below 


two-piece goods. 

Motorola’s consumer products 
executive vice president Edward 
R. Taylor told us that his one- 
piece stuff was hot (at $299) but 
hot too was his SK 14—a two- 


piece at $379, and ten times hot- 
ter than it was scheduled to be 
was the three-piece portable at 
$159. 

All one-piece makers checked 
told us their one-piece goods 
were moving. But so were their 
two-piece goods, at about 50-50 
ratios. 

To competitors without one- 
piece goods, this is not evidence 
that Mrs. America is going to 
make stereo a one-piece affair, 
but it is evidence enough that 
one-piece is important at several 
prices—and that is the first 
trend for 1959: watch the Janu- 
ary Markets produce a rash of 
one-piece at a good assortment 
of prices from major makers 
who did not have it in June. 


Smaller Slaves 

Second trend, also an _ off- 
shoot of the space problem, will 
be smaller slave speakers. Indus- 
try’s original preachment was 
that ideal stereo demanded 
matched sound sources. This is 
still true. But space pressure has 
led to adoption of another the- 
ory, namely, that the stereo ef- 
fect is more apparent in the 
highs, that the woofers in the 
slave units do not contribute as 
much to the stereo effect as do 
the tweeters. Hence, for space 
saving, slaves will drop woofers 
and house tweeters in cabinets 
small enough to perch on or in 
bookcases, on end tables—any- 
where but on floors. 

An extreme case of the above 
is Sylvania’s new $595 one-piece 
unit. It contains tweeters (on 
either side) which, in their own 
housing, sit inside the master 
unit, but can be removed and po- 
sitioned well away from the mas- 
\ separation. Cus- 

option of listen- 


ter to maxin 
tomers have 


ing to op or three-piece 
stereo. 

If this small, tweeter-only. 
slave unit trend becomes full 
blown, then watch industry 


swing further to the dual chan- 
nel master and away from am- 
plifiers in the slave units. RCA’s 
radio-phono sales manager, L. J. 
Collins predicts this swing, but 
may be considered slightly prej- 
udiced since his entire line uses 
the dual channel system exclu- 
sively already. 


TV in Stereo 

The trend to smaller speakers 
in the slave unit, also opens the 
door a crack wider for the mer- 
chandising of the TV as the sec- 
ond leg of the stereo system. And 
since the amplifier in the TV is 
of output well below the hi-fi 
norm (TV averages one to three 
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watts, we may see the pitch to 
use the speaker-only of the TV 
and it will be energized by the 
second leg of a dual channel am- 
plifier in the master phonograph. 

There is further evidence of 
the dual channel swing. Balance 
of the stereo system is already a 
competitive arena. Dual channel 
brands say it is easier and more 
logical to balance the stereo ef- 
fect from controls at one place 
on a dual channel master—not 
to hop from master to remote 
amplifier adjustments in slaves 
and back again. 

In July, Webcor produced an 
exclusive feature geared to bal- 
ance from a dual channel master. 
Its balance control was a remote. 
Webcor one-upped even the dual 
channel balance brands by tell- 
ing the customer that he need 
not even move from his chair to 
do the balancing. Currently, G-E 
—through its hi-fi components 
sales organization—is marketing 
a remote balance control that 
“adjusts both channel balance 
and volume from as far as 30 
feet from the amplifier.” 

If the swing to one-piece con- 
sole at a price really does emerge 
as the mass market demand, re- 
tailers will see an even greater 
swing to dual channel amplifiers. 
In stepups the customer will be 
given the option of having one- 
piece stereo if he chooses, but 
going into two-piece by adding a 
second speaker to the already 
self-contained one-piece master. 
With a three-way control switch: 
the customer may monophonical- 
ly throw both legs of a dual 
channel amplifier into the one- 
piece master, doubling his mono- 
phonic output; may split the am- 
plifiers for dual channel one- 
piece stereo; or may switch to a 
third position and use both the 
speakers in the master for one 
stereo leg, throwing the second 
stereo leg to a speaker-only slave 
unit. 


Back to the Beginning 
There is talk among cynical 
engineers that such a stereo an- 
swer could emerge. They feel it 
would be ironic since “we will 
have come right back to where 
we started and the whole stereo 
thing will have meant nothing 
more than splitting our ampli- 
fication, splitting our cartridge, 

and sharpening our needle.” 
The starting point referred to 
is the June 1957 market where 
phono makers were beginning to 
add amplifiers of hi-fi wattages 
to package goods and offering 
remote speakers as optional add 
ons. If the one-piece stereo cycle 
follows the above pattern, it will 


Continued on page 218 
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Don’t be a 


housewares 
showcase 








OULLU / 


Why give precious display space in your housewares section 
to items that don’t make a nickel for you—items that every 
discounter in town is peddling on giveaway margins? Why 
spend time and money to attract shoppers that never turn 
into buyers? 

Doesn’t it make good sense to work with the people who 
guarantee you a full profit on every item you sell, whose sales 
promotion and merchandising policies work for you—instead 
of every fast buck operator in town? You bet it does! In 
clocks, for example, that’s why it makes good sense to work 
with Westclox. 

Westclox, the world’s largest manufacturer of timepieces. 
wants you to make a full profit on the services you render. 
That’s why our Westclox brand name products carry Fair 


WESTCLO 


Trade prices that honestly represent the value built into our 
merchandise. 

We’re not interested in setting rigged prices that invite 
equally phony reductions. We’re not interested in dumping 
merchandise indiscriminately into the marketplace. We’re not 
interested in artificial ““model closeouts” that throw your in- 
ventory into chaos. 

We are interested in working with you...in helping you cap- 
ture your full share of your market’s housewares volume at a 
profit. And we know we can help you. Aggressively promoted 
and properly displayed, Westclox clocks will outsell all other 
brands. Nationwide store audits prove it. 

We’ve only hit the high spots of what we can do for you. 
Why not get all the facts from your Westclox representative? 
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meet on its way down to mass 


market prices, the size and out 
put patterns begun monophonic 
ally in June 1957—with the ex 
ception that the ten-watt ampli 
fiers will now be five and five 
duals and the changer will be 
stereoized with an 0.7 mil stylus 
standard 
monophonic better than 
the old monophonic 1 mil nee 
dle. “The unit sold will be called 


a one-piece three-way stereo op 


which will play the 


record 


tional or something like that 


Cost Cutting Coming 

Cost will also eventually, if not 
immediately, effect the look of 
product. The engi- 
neers are already at work on cost 
und size. At the Audio Engi- 
neering Society meeting in New 
York, September 29-October 3, 
William S 
engineering, research and devel 
opment at 


the stereo 


Bachman, director of 


Records, 
“Stereo 


Columbia 

told industry colleagues: 
has meant doubling of every- 
thing. Engineers are now work- 
ing on cutting all that back down 
through dual 
purpose, multi-purpose and dual- 
power 


development of 


equipment at less cost 
than two units ; 
Electro-Voice, which only a 
year before had played a key role 
in precipitating the whole stam 
pede to stereo phonos with the 
first market 


stereo 


mass two-element 


cartridge, was showing 
AES conventioneers a new one 
element version said to be bette 
performing and cheaper. 
Speaker developments played a 
major role at the meeting. Benja 
min Bauer, vice 
CBS 
pointed the next 


president fo 
acoustics at Laboratories 
possible hori 
zon for stereophonic sound—‘iso- 
phonic” sound. He demonstrated 


how two “isophonic speakers”, 
said to be worth about $60, elimi 
nated the need for sitting at th 
critical apex of stereo’s triangle 
by greatly widening the area of 
stereophonic effect in a room 
His speakers dramatically out 
performed two larger “conven 
tional” stereo speakers said to be 


worth $350. 


Stereo at Retail 
Meanwhile dealers are getting 
used to the interim stereo prod 
uct. Already the initial fear of 
stereo 


verbiage is being over- 


Dealers are beginning to 


come 
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skip “the 
tion’’ and are selling stereo as a 
added to the 
goods the consumer is 
familiar with. In effect, a stereo 
phono, they are saying, is hi-fi 


acoustical disserta- 


“feature” mono- 
phonic 


with a sharper needle and more 
amplifier output, that it will play 
the standard LPs better and will 
also play—if you go for them 
the new stereo records. 
merchandisers are 
passing over the complete stereo 


The mass 


pitch because it takes too much 
time, they say, even if they really 
know it. They can’t afford to 
take the time, and many are fa- 
voring one-piece goods because 
“two-piece creates the problem 
of explaining the second piece 
and then you really get in- 
volved.” 

Many dealers, however, are go- 
ing the full pitch route with lis- 
tening rooms and the complete 
dress show. These dealers take 
more time, sell two-piece as well 
as one-piece and shoot for a 
higher ticket. 

Two Kinds of Stereo 
that 
these two dealer approaches will 
ultimately set the pattern of the 
final stereo product. Noticing the 
penetration of 


Factory executives feel 


stereo into the 


record business—nowhere near 
as cataclysmic as stereo’s effect 
on playing equipment—they feel 
that the final shape may consist 
of two levels. 

One level, for the mass mer- 


chant and the mass consumer, 
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0 
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will be stereo equipped goods 
priced very much as were mono- 
phonic goods. At this level 
“vou’re safe as long as there’s an 
escutcheon plate on there some- 
where which testifies to the con- 
sumer that this is ‘Stereo’. These 
people probably won’t really care 
about the subtleties of stereo- 
phonic sound. They just want to 
be protected in case the Joneses 
see their new hi-fi. Also, if they 
want to go stereo later, they 
can.” 


The Second Level 

The second level, will be the 
area where stereo records and 
stereo sound will be important 
to the listener. He’ll keep on buy- 
ing monophonic records—but 
will buy stereo when the album 
really lends itself to stereo. 
These are the more discriminat- 
ing buyers. They’ll go for the 
higher ticket package goods. As 
one high end representative put 
it to us: “True stereo is really 
very subtle. Unless you have a 
really educated ear, you can’t 
hear it.” 

In short, the manufacturers 
will continue to cover their bets. 
Monophonic goods will ultimate- 
ly diminish to portables if not 
vanish entirely. Middle market 
stereo will be engineered to 
prices as cheap or cheaper than 
monophonic. High end will win 
the stereophile and continue to 
upgrade him with tape deck at- 
tachments, multiplex adapters, 
etc. Middle market will thus not 
be “penalized” by stereo. High 
end people will be because they 
want to be. 


How Big Was Stereo? 
How big did stereo hit? Some 
marketing sources believe that 


“UM SATISFIED WITH JUST THE DRAW.” 
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of all phono goods produced 
from June 1958 through third 
and fourth quarters, 90 percent 
of goods above $100 were stereo- 
ized to one degree or another and 
that of goods below $100 about 
50 percent were stereoized. 


The Conversion Problem 


What about conversion? Mag- 
navox, who got into the market 
with production quantities of 
stereo conversion kits first 
(April and May) feels that con- 
version will become a_ bigger 
market as soon as people under- 
stand stereo more thoroughly 
and as soon as servicemen choose 
to make it important. George 
Fezell, Magnavox’s director of 
merchandising, feels this will 
start sometime in the first quar- 
ter of the year, probably by Feb- 
ruary. 





Conversions Pro and Con 

Some makers—particularly 
Zenith who is actively against it 
—are soft pedalling conversion 
entirely, feeling that radio and 
TV history shows that people do 
not convert. 

Other makers feel that goods 
sold last year, or within time- 
payment periods, which went out 
at big ticket prices will consti- 
tute the prime conversion 
market. 

Phono industry statistics are 
nowhere near as detailed as the 
TV statistics which tell how old 
sets are, and what size, etc., and 
give data from which specialized 
marketing information can be 
developed. 


Looking Ahead 


Meanwhile, just how big will 
1959 be? Estimates from all 
marketing sources show con- 
siderable agreement on projec- 
tions for this year. They tend to 
favor a complete recovery to 
1957 levels—or approximately 
five million units. Straight 
phonos are expected to account 
for 3,650,000, compared with 3,- 
300,000 in 1958 and 3,717,000 in 
1957. Combination units, which 
declined to 750,000 in 1958 from 
1,048,000 in 1957, will increase to 
1,250,000 in 1959. Attachments, 
which have been declining stead- 
ily since 1954, should stay about 
even at 100,000 units. Because of 
the added volume and higher 
ticket on the combination sales 
and higher prices for stereo in 
straight phonos, the dollar value 
will exceed 1957’s $636 million 
and come closer to $765 million. 

In short, phonos at retail will 
be hot in 1959. End 
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DUAL | AMPLIFIERS 
CHANNEL | SPEAKER SYSTEMS 
STEREO HI-FI RADIO - PHONO 


ALL-IN-ONE UNIT 





Model 730 The Parker | 





¢ 4-speakers . . . each channel has 8” woofer plus tweeter. 
¢ Built-in switch converts all 4 speakers to one channel 
if external speakers are desired. 
* Dual-channel amplifiers, 10-watt output. 
¢ Radio too at this low price . . . with slide-rule dial! 
¢ Automatic 4-speed changer plays all records, 
stereo and monaural! 


¢ Decorator lowboy styling—mahogany or oak finish. 


SLIGHTLY HIGHER IN SOUTH AND WEST 





PROMOTIONALLY PRICED...AND FULL PROFITS! 


For the New Year, Olympic stimulates sales action in stereo! some Match-Mate separate-speaker consoles . . 
Gives you quality stereo to sell fast at promotional prices like back’’ portable with detachable second speaker! Read the 
these .. . with full _ for you! Gives you sales- ——- . prices. 
.hand- NOW AND BE READY TO ADD UP TOP PROFITS! 


stereo packages too... fine-furniture lowboys . 


OLYMPIC 


Long Island City 1, N. Y. @ World's Leader in Stereo Combinations « TV e Hi-Fi e Radio 
AS ADVERTISED IN LIFE e SATURDAY EVENING POST e LOOK e HOUSE BEAUTIFUL e EBONY @ N.Y. TIMES MAGAZINE 


SEE THE OLYMPIC LINE FOR ‘59 AT THE CLUB HOUSE, CONGRESS HOTEL, CHICAGO 


Olympic Radio & Television e A Division of The Siegler Corporation e Olympic Building 


ELECTRICAL MERCHANDISING—JANUARY, 1959 











3-WAY COMBO 
HI-Fl PHONO - RADIO 
21-INCH* TV 


Model KY147_ The Prescott 


“24°” 





¢ 4-speed lift-lid automatic Stereo Hi-Fi Phono, 
Hi-Fi Radio, Hi-Fi TV! 

¢ Built-in stereo cartridge! 

¢ Dual speaker system! 

¢ Custom-wired chassis! 

¢ Decorator styled lowboy cabinet! 


SLIGHTLY HIGHER IN SOUTH AND WEST *Diagonal Measure 











. a “piggy- 





. read the values...PUSH OLYMPIC STEREO 






JAN. 5th through JAN. 8th 
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RECORDS AND TAPE 


STUDY STARTS ON PAGE 112 


about $7 million dollars at retail 
for 1957 and estimates an almost 
incredible drop of 50 percent to 
1958 

which puts tape’s impact on rec- 


about $3.5 million for 
ords at about one percent, down 
from a high of two percent. 
Translated into unit sales us- 
ing an average recorded 
price of $8 to $10, this 
that consumers bought only 
about 400,000 tape releases and 


tape 
means 


bought less than a million units 
in the big year of 1957 

It also means that owners of 
tape recorder-players don’t buy 
much Last year 
MRIA predicted that by the end 
of 1958 there would be 2.125.000 
tape recorders in use including 
a projected sale of 600,000. How 
ever, since industry missed that 
projection — by 200,000 
it is more likely that there 
are about two million 


taped music 


some 
units, 
machines 
in use currently. This compares 
with 28-million phonos in use 
142-million radios and some 50 
million TV’s. 

Other 


ever, 


industry sources, how 
believe that 
did buy 


the consumer 
as much as $20-million 
in blank tape in 1958 compared 
with $15-million in 1957, which 
suggests that the recorder own 
er records his own—whether mu 
sic or other sounds. 


Switch in Emphasis 

These facts, perhaps, explain 
why the tape recorder industry 
this year switched back to selling 
his machine as a recorder, not as 
a player of music, after taking 
the latter tack for 
while stereo tape seemed to be 


two years 
a boom trend 

That the home recordist is a 
very big customer of the blank 
tape marketer is attested by a 
DuPont of how and by 
whom the blank tape industry’s 
product is DuPont, of 
the biggest of three 
producers of the basic tape base 


therefore an 


shaping 


survey 


used. 
course, 1S 
and is interested 
party 

DuPont estimates that in 1957 
the magnetic tape industry pro 
duced 14 billion feet of quarter 
inch tape which had a value at 
manufacturer level of $18 to $19 
million and that industry was in 
creasing at a rate of 35 percent 
a year which would put the 1958 
production at about $24 million. 

DuPont that 60 to 65 
percent of magnetic 


found 


tape 


went 
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into audio uses, 35 to 40 percent 
to instrumentation (automation, 
missiles, etc.) and that 1 percent 
went into video. 

Of the audio market, the home 
recordist was the prime custom- 
er, using between 35 and 40 per- 
cent of the total output com- 
pared with the pre-recorded tape 
manufacturer who took only 6 
percent of the production and 
the educational market’s 5 to 10 
percent, industrial’s five percent, 
professional’s two percent and 
the five percent called miscel- 
laneous. 

The study also found that 50 
percent of the tape for audio use 
moved through electronic parts 
jobbers and hi-fi dealers, 15 per- 
cent through private 
10 percent through 


’ 


houses”, 


labellers, 
“discount 
7 to 10 percent through 
photo dealers, 7 to 10 percent 
through dealers, 
five percent through music deal- 
ers and three 


“audio-visual” 
percent through 
miscellaneous channels. 

The blank tape buyer who re- 
cords at home is a pretty fair 
market, therefore. And he is ¢a- 
tered to by relatively few big 
names like Orradio, Reeves, Au- 
dio Devices, Minnesota Mining, 
Ferrodynamics. 


Pre-recorded Tape 

But, the buyers of pre-record- 
ed tape are few and are concen- 
trated in the relatively small au- 
diophile market. They are ca- 
tered te by an enermous roster 
of music producers including al] 
the top and many smaller record 
manufacturers, and at least 40 
independent producers like Liv- 
ingstone, which claims to be the 
leading independent, Bel Canto, 
Concertapes, Omega. 


In order to broaden rather 
than cut up such a small market 
these pre-recorded tape labels 
face a tough dilemma. On the 


one hand their primary market, 
the audiophile, tape 
for its high fidelity quality. On 
the other hand, to broaden the 


worships 


market, tape makers have to low- 
er price by packing more music 
onto the tape. This is accom- 
plished by running the tape at 
slower speeds and increasing the 
number of tracks. Both these 
latter moves cut the fidelity that 
the primary market values most. 

Chester Stanton, one of the 
guardians of music quality 
broadcast by New York’s famous 
music station WQXR, 
bemoaned the trend openly at 
the Audio Engineering Society 
meeting in New York recently. 
Stanton pleaded rhetorically: 
“What am I going to do with 
this four-track 3°%4-in. (per sec- 
ond) tape? It is a serious mat- 
ter. The trend is all in the direc- 
tion of lower standards. Fifteen 
inch tape is rare now, 71% is get- 
ting rare, 334 is coming and 
booming. Broadcaster and vet- 
eran audiophile alike will be 
outnumbered by the mass taste.” 
The purist was being engulfed, 
he said, “by a gooey sea of me- 
diocrity.” 


classical 


Slower Speeds Coming 

Gooey or not the trend in tape 
is to the slower speed and the 
multiple track. Tape men feel 
that slower speeds (as slow as 
17% ips and 15/16 ips) are pos- 
sible and that more tracks (in- 
strumentation tape carries as 
many as 16) can become realities 
as engineers intensify research 
and development techniques. 

All of tape’s engineering and 
merchandising is beamed at the 
problem of cost. Virtually all of 
pre-recorded tape is stereo. To 
combat the new stereo disc which 
offers from 32 to 45 minutes of 
stereo (two-side total) for $5.98 
and $6.98 (and up to $8.98), tape 
must sacrifice quality for cost. 
Presently the 74 inch reel to reel 
is the standard for pre-recorded 
tape packaging. The standard 
is about 15 minutes of stereo for 
$6.59 and 30 minutes for $11.95 
of two-track sound. The new 
coming speed is 334, two-track, 
reel to reel, priced at $6.95 for 30 
minutes. RCA’s new cartridge 
tape offers 334 ips, with four 
tracks for a total of 22 minutes 
of stereo at $4.95 and 60 minutes 
at $6.95, getting tape close to 
record time and price. 


A PARCEL FULL OF THE LATEST FACTS.... 


. and figures on what can be expected of air conditioners, de- 
humidifiers and fans in 1959. That's what's waiting for readers of 
ELECTRICAL MERCHANDISING’S traditional February Special Re- 
port on these products. In addition to the latest statistics, you'll find 
down-to-earth merchandising stories explaining how dealers succeeded 
in “Making More Money on Air Conditioners, Dehumidifiers and Fans.” 
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There was some evidence dur- 
ing the year of an attempt to 
break through with 334, four- 
track reel to reel tape by two 
manufacturers—Bel Canto and 
High Fidelity. There were about 
five manufacturers making four- 
head reel to reel machines (Am- 
pex, Tandberg, Telectro, Pentron 
and Crown). But that was all be- 
fore the combined recorder mak- 
er-tape maker summit meeting 
in Chicago in November. 

At that meeting, the industry 
assembled to discuss Armour Re- 
search Foundation’s offering in 
cartridge tape. Already in con- 
tention were other type cartridg- 
es from Eash, Cousino, Norelco 
and RCA. Industry wanted to go 
with just one cartridge and 
standardize both machines and 
tape packaging. Cartridges would 
make tape playing simpler than 
playing records and would put 
tape and recorders in closer com- 
petition with records and phono- 
graphs. The cartridge was to be 
the breakthrough the industry 
had needed for years. 

Despite the feeling that the 
RCA offering was not necessar- 
ily the best or the cheapest car- 
tridge, and despite feeling that 
RCA’s original announcement 
had been premature and had had 
damaging effect on industry sales 
for half the 1958 year, industry 
apparently decided to consolidate 
behind the RCA cartridge. 

How do the pre-recorded tape 
makers go for the idea. Most had 
long since accepted the idea of 
cartridge tape and were now anx- 
ious to have the recorder indus- 
try get machines out into the 
market so that people would 
start buying tape again. They 
felt that until the new cartridge 
machines were getting a good 
portion of the recorder market, 
pre-recorded tape on reels would 
still be the main mover, that reel 
and cartridge would then coexist, 
but that eventually cartridge 
would take the major share. 

The tape maker’s main delight 
was that at last the bottleneck of 
the cartridge and the cartridge 
recorder-player had been broken. 
A new market was opening for 
them and the promise was enor- 
mous. Units of both kinds would 
start to move again. 

Did the tape marketers resent 
switching to cartridges? The 
best answer came from Art Coop- 
er, vice president of Livingstone: 
“Hell, no. As long as they want 
music on tape we don’t care how 
they want it. If they want it on 
matzos balls, we'll put it on mat- 
zos balls for them. iy End 
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There’s no limit to Admiral quality 
control! Look at what’s done to dis- 
cover the tiniest leaks in refrigerator 
components. The Admiral quality 
control man in the above picture is 
looking intently into a giant aquarium, 
searching for air bubbles! If he sees 
even one, there will be one less 
refrigerator on the assembly line! 

All complete units...evaporator, 
condenser, compressor, suction line 
...are pumped with air at 250 lbs. 
pressure. Then all silver solder joints 


The Admiral 2-door Upside Down Dual-Temp combination 
refrigerator-freezer. Model 16M85. “‘Moist-Coid” refrigerator 
on top. Subzero freezer below. Exclusive Automatic Climate 
Control keeps foods fresher...tastier...longer 





Skin diving in scalding water! 


Search for telltale bubbles your guarantee of quality! 








are cleaned of flux or foreign materials. 
Next, ahot bath in steaming 160° water. 
The heat keeps the metal expanded to 
bring out any fine leaks in the silver 
solder joints. Not just individual parts 
but each complete assembly must be 
100°%, inspected and approved before 
it’s ready to go into the world’s finest 
quality refrigerator. 

This is another reason why — you 
can’t buy or sell better quality than 
you find in an Admiral...‘“MARK OF 
QUALITY THROUGHOUT THE WORLD”’. 










bedi 7 -t. 
MARK OF QUALITY THROUGHOUT THE WORLD No wom? gf ER 
® 


Sold in 90 countries ... manufactured in the U.S.A., Australia, Argentina, Brazil, Canada, Italy, Mexico, Philippines, and Uruguay « Admiral Corp., Chicago 47, lll., and Port Credit, Canada 
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s&Can-O-Matic” 
Portable ELECTRIC Can Opener 


FIRST with retractable legs for tall 
cans!...by America’s No. 1 can 
opener manufacturer. 





afl ce-O-Matic’ iy Protect-O-Matic™ 


Portable ELECTRIC Ice Crusher 
FIRST portable! Light, compact. 
Crushes ice automatically from fine 
to nugget size. No.1 seller! 


ELECTRIC Home Food Slicers 
FIRST with complete safety features, 
exclusive Protect -O-Guide! America’s 
No. 1 line of popular slicers. 




















is the word for 


— ELECTRIC HOUSEWARES 
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Grind-O-Matic ... from the makers of world-famous Can-0-Mat® 
‘Grinder-chopper ( and other nationally advertised quality housewares 





FIRST really new design 

. styled to jet - age 
beauty. Newest addi- 
tion to the No. 1 family 
of electric and manual 
grinder-choppers. 








seBroil-O-Mat”™ “@Steam-O-Matic® 
Twincook™ ELECTRIC Table Broiler Push-Button STEAM/DRY IRON 


FIRST with focused radiant heat... FIRST with “tilt-top” filling, exclusive 
Han-D-Rak, pouring lip. By Amer- push button emptying, stainless steel 
ica’s No. 1 broiler pioneers. styling. No. 1 iron! 
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e/> Guaranteed by = 
=\ Good Housekeeping 
Stor y 
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Rival Manufacturing Company 


Kansas City 29, Missouri 
Rival Mfg. Co. of Canada, Ltd., Montreal 








visit BooTHS 148-154 Housewares Show 
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Seasonal: Elsewhere in this 
issue the monthly sales pattern at 
retail is charted in some detail. 
These figures (covering 1957, the 
latest year available) do not vary 
substantially from patterns es- 
tablished earlier although sales 
in the January-April period ac- 
counted for a bigger share of 
business than they have in any 
previous year (28.09 percent in 
1957 as against 24.78 in 1956 and 
25.87 in 1954, the previous record 
for this period). This meant that 
the summer (May through Au- 
gust) bulge was flattened some- 
what. This period accounted for 
64.69 percent as against 66.52 
percent in 1954, the previous low 
mark for the summer months. 
Sales for the final four months 
accounted for only 7.22 percent 
of the total. 


Replacement Sales: The room 
air conditioner is not the “in- 
fant” it once was and this 
growth is clearly reflected in the 
replacement and trade-in study 
elsewhere in this issue. Dealers 
said that in 1958 11.6 percent of 
sales were made to homes replac- 
ing an existing unit. This is a 
sharp rise from 5.9 percent in 
1957 and 3.9 percent in 1956. Six- 
ty-three percent of the dealers 
handled room air conditioners and 
17.5 percent of these accepted 
trades, a rise from 15 percent in 
1957. The reporting dealers sold 
7283 units and accepted 183 trades 
on these, producing a trade-in 


transaction in 2.5 percent of sales. 
The Picture in Dehumidifiers 


Although factory sales of dehu- 
midifiers dipped by 6.7 percent, it 
seems probable that retail sales 
ran considerably closer to 1957’s 
performance. The industry went 
into the year with fairly heavy 
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ELECTARICA’ 


AIR CONDITIONERS — DEHUMIDIFIERS 


STUDY STARTS ON PAGE 116 


inventories and emerged with 
considerably lightened stocks. 
Thus, the drop in factory sales 
may well have been made up to 
some extent by sales from inven- 
tories. 

The trend to humidistatically- 
controlled units noted here last 
year continued in 1958 and seems 
likely to be apparent in the com- 
ing year. One big maker who did 
not use humidistats last year is 
showing them on his new 1959 
lines, 

This trend, however, did not ar- 
rest the downward movement in 
prices. The average retail price 
fell from $116 to somewhere in 
the neighborhood of $105, a de- 
velopment which will not come as 
a surprise to those in the trade 
who observed retail price tags 
and merchandising during the 
year. 


The Year Ahead 


Still a highly competitive prod- 
uct with a geographically re- 
stricted market and some depend- 
ence on weather, the dehumidifier 
has nevertheless apparently at- 
tained some degree of stability. 
Last year’s performance is one 
indication of this and the indus- 
try expectation that sales may 
improve by 4.8 percent in 1959 is 
another sign pointing to the in- 
dustry’s march to a greater de- 
gree of maturity. 

As for room air conditioners, 
manufacturers are looking for 
conservative gains in the year 
ahead, confident (or at least hope- 
ful) that the growth pattern 
which saw new records being 
established every year can be re- 
gained soon. As always, the 
weather will play a big role, but 
manufacturers at this point are 
pointing toward a 15.6 million 
unit year. End 
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FRANK’S DEPARTMENT STORE 
Fort Wayne, Indiana 


atLL Lal 
INH OL 
DEHUMIDIFIERS 


IN FIRST SEASON! 

















































































Here's what Terry Wruble, Appliance Manager of 
Frank’s in Fort Wayne, reports on his first season selling 
Westinghouse Dehumidifiers: ‘‘We decided to take on the 
Westinghouse Dehumidifier line because customers were ask- 
ing for them—far more than for any other brand. As a result, 
we were able to sell Westinghouse Dehumidifiers at a higher 
price, upping our gross volume by $12,000 during the summer 
season. There’s no service required on these dehumidifiers, 
virtually no delivery and no trade-ins. We're sold on them— 
and so are our customers!” 

Get your share of this rapidly growing business with 
the best-accepted, best-advertised, best-promoted line in 
the industry— Westinghouse! Buy early, sell early. Your 
early buyers can be your best salesmen! Contact your 
Westinghouse distributor now for big early-season deals! 


you CAN BE SURE...1F ITS 


Westi nghouse 


DEHUMIDIFIER DEPT 





SPRINGFIELD 2, MASS 
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VACUUM CLEANERS AND FLOOR POLISHERS 


STUDY STARTS ON PAGE 122 


The arrival of motor driven 
rug attachments on canister 
cleaners threatened to overbal- 


ance completely a pattern which 
has been evident for some years 
There inanimity among man- 
ifacturers about canisters tak- 
ng the greater percentage of an- 
nual sales. The difference is only 
n how big a slice of the pie they 
take. One maker, for instance, 
percent of 


total annual] sales, tanks 29 per- 


yives canisters 50 


cent, and 
Another 

tanks 30, 
cent. Still another pegs canisters 
at 40, tanks at 40 and uprights 
at 20 percent of total sales. An- 
other puts 


uprights 21 percent 


gives canisters 38, 


and uprights 32 per- 


canisters at 60 percent 
and uprights at 18 percent 

All agree, however, that now 
that powered rug nozzles are here 
canisters in future will dig deep- 
er and deeper into upright sales 
As one “We'll 
ee a strengthening of the tank 


spokesman says 


and canister positions and a sub 
sequent decline in upright sales.” 
In other words, the dominant 
type among retailers will be the 
canister units, 


with revolving 


brush nozzle or similarly-pow- 


ered rug attachments 
Selling in 1959 
Most 
that direct selling organizations 
worked harder the past year. As 
a result of 


manufacture? agree 


inemployment, good 


manpower was available to them, 
extended payment terms broad- 
ened their market, and these or- 
ganizations are geared to the 
“hard sell.” Still the consensus 
seems to be that this intensified 
effort did not result in 
do | vain 


On the other hand this is what 


tremen- 


pokesmen felt produced the 
“Pro- 


ipported by 


most sales among retailers 


motional progran 


local advertising programs”: 
‘Demonstrations and price pro- 
mot n normally § discount 
market Demonstrations and 
programmed local advertising,” 
and “Demonstrations in the 
tore or trial in the home.” All 
apply to department stores, dis 
count houses, and promotional 
independent dealer who sell a 


lot of canister 
Effective Outlays 


E vei ince 1956, a vear in 


which advertising outlays 


swerved from heavy national ad 


PAGE 224 





vertising to more local advertis- 
ing, reversing an earlier five-year 
pattern, local advertising has 
overshadowed national in push- 
ing vacuum cleaners. The year 
1958 was no exception. 

“Local advertising expendi- 
tures led national expenditures 
by a slight margin,’ says one 
manufacturer. Said another: 
“Local ads held dominance. The 
trend has been for manufactur- 
ers, pinched on fund outlays, to 
devote funds locally to stimulate 
specific efforts from which they 
could obtain immediate 
ness.” Still another confirmed 
that not only were more adver- 
tising dollars being spent locally 
on cleaners, but that the trend 
was to saturate cities rather than 
blanket with national ads. A 
single dissenter felt that national 
and local program dollars were 
rather equally divided “‘with the 
edge, if any, probably on the na- 
tional side.” 


busi- 


However, even this 
dissenter agreed that the situa- 
tion is fluid and may fluctuate 
from year to year. None of the 
industry hazarded a 
guess on total advertising out- 
lays 


sources 


Trends in Polishers 

Most admit 
floor polishers have budgets sim- 
ilarly divided between national 
and local programs. None ven- 
tured which dominated, but the 
pattern of merchandising in pol- 
ishers so closely parallels the re- 
cent history of cleaners as to 
suggest the same ad trend ap- 
plies to floor polishers. 


manufacturers 


For one thing, the toughest 


competition appliance dealers 


have in polisher selling comes 
from department stores and dis 
count houses—velocity or mass 
merchandisers, as it were. The 
activity on floor polishers evi- 
dent among volume 
indicates that 
there exists a similar pattern of 


developing key markets 


these big 
merchandisers 


local 


with programs that produce im- 
mediate business. 

The effect of this approach 
shows in pricing. For polishers 
it was downward in 1958. The 
year 1957, for instance, saw 
“the entrenchment of the twin- 
brush unit selling for $49.95.” 
This past year that was revised 
downward. 

“Twin-brush polishers 
nated the market,” 
ufacturer’s spokesman of 


domi- 
says one man- 
1958 
merchandising. 
“The most popular price range 
was $39.95 to $49.95.” 

“The most popular retail price 
in 1958 was $39.95,” says an- 


floor polisher 


other spokesman. “This was for 
a twin-brush unit.” 

Even this estimated popular 
average of $39.95 dropped an- 
other $5 or more in the country’s 
more hectic markets. 

Twin-brush units, in the view 
of one industry spokesman, 
swamped single-brush units 96 
percent to four percent. Another 
estimated twin sales at 80 per- 
cent. 

As to saturation, most manu- 
facturers feel it does not exceed 
10 percent for floor polishers. 
Most put it closer to eight per- 
cent. One maker feels that, con- 
sidering pre-war and immediate 
post-war polisher sales and the 
apparent dominance of 
units since 


twin 
1950 only, present 
saturation is in the proportion 
60 percent for twins and 40 per- 
cent for singles. 


Trade-in Trends 


Whereas polisher saturation is 
too low to reflect any replace- 
ment market trend, ELECTRICAL 
MERCHANDISING’s 1958 Replace- 
ment and Trade-In Survey does 
provide specific figures for vac- 
uum cleaners. Some 63.4 percent 
of vacuum cleaner sales were re- 
placement sales, compared with 
36.6 percent to new homes. 

The same indicated 
18.9 percent of dealers selling 


survey 


3 Year Sales Summary — FLOOR POLISHERS 


1958 
Units Sold 


Retail Va 


725,000 
Average Retail Price $49 
lue $35,525,000 


1957 1956 
995,000 415,000 
$50 $58 
$29,720,000 $23,862,500 
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cleaners accepted trade-ins. This 
figure has now started to drop. 
It stood at 51.5 in 1954, rose to 
55.3 in 1955, and to 58.7 in 1956, 
then dropped to 50.9 percent in 
1957. It signifies fewer and few- 
er dealers are bothering with 
trades. 

Verification of this also comes 
from the same survey, which re- 
lates trade-ins to total unit sales. 
This has been dropping sharply, 
to the latest 14.7 percent in 1958. 
Previously it was 32.7 percent in 
1954, 27.7 percent in 1955, 31.9 
percent in 1956, then nosedived 
to 15.7 in 1957. The continued 
drop this year indicates dealers 
are not accepting old units as 
trades in replacement sales. 

Of the units accepted as 
trades, more were junked (59.5 
percent) than in 1957 (53.6 per- 
cent). Those rebuilt and resold 
(16 percent) dropped signifi- 
cantly below 1957 (20.5 percent). 
In other words, whereas those 
vaes rebuilt and resold in 1957 
were above those of 1956 (16.6 
percent), last year the percent- 
age dropped again. 

Meanwhile, the number of 
units taken in trade and sold “as 
is” continued shifting. From 12.3 
percent in 1955, it moved up to 
14.6 percent in 1956, dropped 
downward again in 1957 to 12.2 
percent, and last year shot up- 
ward again to 14.3 percent. 


Regional View 


Regionally, replies by manu- 
facturer spokesmen tallied with 
ELECTRICAL MERCHANDISING’S 
conclusions on where vacuum 
cleaners and floor polishers sell 
best throughout the country. 


Vacs still sold best in New 
England, the Middle Atlantic, 


East North Central, West North 
Central, and Pacific areas. They 
were weaker in the South At- 
lantic, East South Central, West 
South Central, and Mountain 
states. 

With floor polishers there is a 
decided regional shift. New Eng- 
land and the Pacific coast re- 
main strong polisher areas. But 
South Atlantic, East and West 
South Central areas also show up 
as strong polisher markets. That 
signifies that have 
proven popular in regions where 
wooden, ceramic tile, and ter- 
razzo popular. 
Populous areas, of course, chief- 

Continued on opposite page 


polishers 


floors are also 
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Editorial Service? 


To keep their readers fully informed 
all fields, 
ELECTRICAL MERCHANDISING 


editors will produce their famous 


on developments in 


Special Reports on the following 


subjects in 1959: 
January: Statistical Issue and 
Market Studies 


February: Fans and Air 
Conditioners 


March: Kitchens 
April: Housewares 


July: Housewares Show Issue 
Hi-Fi/Stereo 


August: Television 
October: Christmas 


Merchandising 


Electrical 


Merchandising 


Magazine of the appliance Pros 
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SELLS ON SIGHT! 
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ly along both coasts and in an 
East-West line from the Atlantic 
seaboard through the heart of 
the Midwest, continue to yield 
the most polisher sales. 


Next Year 


What lies ahead for vacuum 
cleaners and floor polishers next 
year? 

Most manufacturers’ expect 
cleaner sales to jump ahead by at 
least 300,000 units, to an esti- 
mated 3,500,000. This would sig- 


| nify an estimated retail volume 





| ture 


based on list of about $300,000,- 
000. Some see an upgrading in 
prices and a solidification of the 
move to stabilize dealer profits. 
A few are doubtful that this can 
be sustained in the face of dis- 
counting pressures. But even 
this minority acknowledges that 
the independent neighborhood 
dealers are grasping gratefully at 
this fresh sign of profit stability. 

Realistic estimates on the fu- 
of floor polishers figure 
these units should continue their 
upward whirl to at least 750,000 


unit sales in 1959. This would 


mean a total volume approach- 
ing $35,000,000. Compactness, 
lightness without sacrificing ef- 
ficiency, and a trend toward more 
and more all-purpose attach- 
ments (such as wax dispenser 
and shampoo features) will be 
the order of the day. Most indus- 
try spokesmen don’t 


see any 


| emergence of a better pricing 


pattern because of these plus 


| features, however. 


Perfect for KS + Removt { 
VAPORIZERS 
t STERILIZERS 
, KETTLES, TOO! Retail $1.00 
i TESTED & RECOMMENDED | 
by Steam Iron Manufacturers | 





i Used & sold in leading appliance service i 


stations from coast to coast 


i Order from your jobber, or write Dept EM I 
for name of nearest supplier. IN CANADA 
| A. McGillivray Chemica], Ltd., Paris, Ont. 5 


FAST CHEMICAL PRODUCTS CORP. 
20 Gunther Ave., Yonkers, N. Y. 
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On the subject of the next 
major developments both in vacs 
and floor polishers, most manu- 
facturers offered no comment. 
One, however, expected the next | 
big vacuum cleaner development 
would be a cordless unit. How 
long it would be in coming was 
not mentioned. Another develop- 
ment the vacuum cleaner indus- 
try will be watching will be the 
method of distribution. One big | 
maker seems committed to direct 
selling of vacuum cleaners. How 
many other makers will fall in 
line and what effect this will 
have on vac distribution gener- 
ally will bear watching. End 
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PRIDEFULLY 
ANNOUNCING... 


THE 


Gneff\inute 


WASHERS 


with features to bring you 





2-speed action 


NEW 


chrome styling 


NEW 


lint filter 


NEW 


ultra-smart 
control panel 








AND STILL WITH THE 
10-YEAR SERVICE BOND 


Distributors and Dealers 
Tape or paste this coupon to a postcard and MAIL TODAY 


ONE MINUTE 
KELLOGG, IOWA 


Please send full information on your complete new line of One Minute wringer and 
automatic washers, electric and gas clothes dryers, and drain tubs 


NAME____ 


FIRM NAME-_ 
ADDRESS___ 


earn —_- FONE_. STATE____. 





12939 
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 em__ KITCHEN 
CENTER 


A COMPLETE 
KITCHEN 
WHERE 
SPACE 

IS VITAL 





GAS OR ELECTRIC 
BURNERS 


BIG CAPACITY 
a REFRIGERATORS 
et we WITH FREEZER CHESTS 





FULL SIZE SINKS 


STAINLESS STEEL TOPS 


w 1100 watt volt) elect ° 
upped with equalizing high speed Write for brochure and 
prevent fuse blowouts 3 wide ymplete specifications of 
p. 36” higt entire line 
Mode! KGS58 Same as above except for 2 f 
4000 BIU removable GAS burners. Universal 
valves for bottled, manufactured or natural gas 


Exclusive distributorships available 
in choice territories 


KING REFRIGERATOR CORP. °° 
MORE THAN 25 YEARS OF REFRIGERATION LEADERSHIP. 


Woodhaven Bivd., Glendale, N. Y 
TW 7-2200 


WS uD to 1/3 hour 


moving each appliance 


‘#eYEATS appliance dolly 


bh ideal for moving: 


e® ranges 

e refrigerators 
e water tanks 
ewashers, etc. 


Yeats tough, yet featherweight, alu- 
YEATS Medel We. 7 . pl a 
Height 59’ minum alloy frame is felt padded in 


Weight 36 Ibs. 










front — has smooth runners in back 
that allow handlers to ease the 
heaviest loads over truck tailgates. 
Patented strap ratchet grips appli- 
ance vise tight without marring in 30 
seconds or less. This on-in-a-flash 
loading plus on-a-dime wheel pivot- 
ing on stair landings and in other 
close quarters . . . save costly labor 
time on every appliance delivery. 
You'll find a YEATS dolly more than 
pays for itself! See your dealer or 


CATERPILLAR STEP GLIDE 


Endless rubber belts glide heavy loads 
over stairs without marring end second 
story delivery problems. Curved cross 
members on frame fit rounded appliances 


write direct! 


YEATS “Everlast” COVERS & PADS 


YEATS semi-fitted covers are 
made of tough water repellant 
fabric with adjustable web 
straps and soft, scratchless 
white flannel liners. All shapes 
and sizes—Write 


news AT A GLANCE 


Fedders-Quigan Corporation, in its annual report, indicates 
that sales of Fedder’s air conditioners have again exceeded those 
of any previous year. However, company spokesmen report that 
due to adverse developments in two of the company’s other 
customer fields, overall sales and earnings for the fiscal year 
ended August 31, 1958 were below the all time highs established 
a year earlier. Net sales for the fiscal year 1958 amounted to 
$53,900,678 as compared with $70,650,155 for fiscal 1957. 


Lewyt Corporation has announced plans to broaden its manu- 
facturing facilities to include other household products, and 
expects to introduce one new product each year. Carl Meyer- 
hoeffer, vice-president in charge of vacuum engineering, has 
been given the additional assignment to head the newly formed 
research and development department for new consumer products. 


Factory sales of home laundry appliances during 1959 are 
expected to total 5,130,000 units, according to a joint forecast 
made by market research departments of industry manufacturers 
and released by the American Home Laundry Manufac- 
turers Association. According to the forecast, 1959 will be 
the third highest sales year in the history of the industry, ex- 
ceeded only by 1956 and 1955. 


Mother's Day gift sales will rise to a record peak of over $900,- 
000,000 for 1959, according to estimates of the National 
Committee on the Observance of Mother’s Day. Mother's 
day as a means of stimulating sales of gift merchandise in all 
categories has grown steadily till it ranks second to Christmas 
as a major business event. The committee provides a wide 
range of promotional and display material for store interiors 
and windows. A free brochure illustrating the various types and 
their use can be obtained by writing the National Committee 
for the Observance of Mother’s Day, 129 West 30th St., New 
York 1, N. Y. 


Packard-Bell Electronics Corporation registered record 
high sales of $37,371,081 in 1958. President Robert S. Bell said 
sales increased 16 percent over the $32,262,878 reported for 
fiscal 1957 to set a new peak for the second consecutive year. 


A free lecture program on the latest advances in television is 
now being offered to service associations, trade and vocational 
schools by the Westinghouse Electric Corporation’s tele- 
vision-radio and electronic tube divisions. Scheduling arrange- 
ments are being handled through the Westinghouse television- 
radio division at Metuchen, N. J., and its regional service 
managers and the electronic tube division at Elmira, N. Y. 








SEND postcord for full information 
en our complete line TODAY! 





Refrigerator Cover 


appliance dolly tg : | 





2127 N. 12th St. 


PAGE 226 








sales company 
MILWAUKEE 5, WISCONSIN 


Blackstone Corporation’s entire field force of district managers were 
in attendance during recent major sales conference in Jamestown, N. Y. 
Merchandising and advertising plans for the coming year were presented 
and the corporation’s new line of automatic and wringer washers and 
electric and gas dryers shown. 
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York Corporation’s recent distributor meetings, three at the Yorktowne, 
York, Pa., others at Edgewater Park, Miss. and Los Angeles, hammered 
at the firm’s “Blue Chip” program. “Blue Chip aims at sanity, stability 
and profitability with the finest products we can make,” keynoted York’s 
president H. M. Haase. Here Walt Landmesser, manager of distribution, 
presents first 59 Blue Chip franchise to dealer John McGuinn, Tryon, 





N. C. Room units in three series were featured. 


Philco Corporation has announced plans to put its experience 
in the home appliance field at the service of the mobile home 
industry. A special department has been established to handle 
this activity, headed by John L. Utz, general manager of special 
market planning. Philco is currently an associate member of the 
Mobile Home Manufacturers Association and the Mobile Home 
Dealers National Association. 


The Hamilton Manufacturing Company has announced a 
new shipping record for its appliance division in the month of 
October, 1958. Shipments for the month were 17 percent above 
October, 1957 and almost 16 percent above the highest month 
in the company’s history. 


The Coleman Company, Inc., reports earnings of $682,001 on 
consolidated net sales of $30,366,421 for the first 10 months of 
1958. Sales this year of the company’s appliances for outdoor 
living will set a new high, Sheldon Coleman, president said. 


A special Valentine’s Day promotional display set, designed 
specifically for dealer's use during the week of February 8—14 
is being offered by the National Electrical Week Committee 
to utilities, dealers and distributors. The display set features a 
Valentine’s Day and N.E.W. tie-in and consists of banners and 
individual pieces for appliance identification. Price is 50 cents per 
set of 12 pieces, with minimum order of 10 to any one address. 
Orders should be addressed to National Electrical Week Com- 
mittee, Suite 306, 407 North 8th St., St. Louis 1, Mo. 


The Edison Electric Institute has announced plans for a 2’ 
million dollar program to be launched early in 1959 and designed 
to promote use of electric appliances, improved wiring and better 
lighting in the nation’s homes. The nation-wide promotional effort 
through the Institute’s “Appliance and Medallion Home”, “House- 
power” and “Light For Living” programs will be reinforced on 
local, regional and national levels by electric light and power 
companies, appliance manufacturers, electrical distributors and 
contractors, electrical appliance dealers and the lighting industry. 


Waste King Corporation has announced that it is seeking to 
acquire operating control of the Cribben and Sexton Co., Chi 
cago, by purchasing a majority of its common stock. Waste King 
plans to operate Cribben and Sexton as an autonomous company 
with no changes in its present staff and anticipates sales of 
$35,000,000 in the coming fiscal year for its own and Cribben 
and Sexton’s product lines. 
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SEE US AT \ 
BOOTH 20 ° 
MORRISON 
HOTEL 
JAN. 11-15 


complete 
(REFILLS: 2 FOR 98¢) 





MAKES 
PURE WATER 
a 
STEAM IRONS 


GREAT FOR REPEAT BUSINESS 


Over three million KLEENSTEAMsS are now in the hands of 
American housewives — and that is only the beginning of a huge 





market for “starter” units and an even bigger and steadier market 
for the “refills” that will be needed as thousands of tubes of water- 
purifying mineral become exhausted. KLEENSTEAM is packaged 
in a self-selling counter display of proved merchandising power 
Many potential customers are now /ooking for KLEENSTEAM 
refills. We need more distributors to handle this growing business 


| PARTICULARS . - - 


We need you! 


WRITE TODAY FOR FUL 


A Product of 


ILLINOIS WATER TREATMENT CO. 


840 CEDAR ST. 


ionXchange Yolo 420) 4) san a @ 
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rue nousewares sow: A $7,000,000 Display to Sell 


$4,000,000,000 in 


Chicago’s Navy Pier will bulge at the 
;eams again, Jan. 12-16 with the National 
Housewares Manufacturers Association 
Exhibit. As usual, the NHMA Show will 
roll up record-making statistics. Here’s a 
fair sampling: There will be more than 
11,000 buyers attending, with more than 
12,000 exhibitor people at 739 spaces to 
tend their needs; there will be over 600 
truckloads of merchandise and displays 
shipped in 750,000 boxes, crates and car- 
tons, and worth, on the hoof, about $7 mil- 
lion. All these people and all this merchan- 
dise adds up to a possible $4 billion year 
in 1959 according to NHMA. It should be 
a cheery crowd and there'll be other events 
too to help keep them well occupied, with 


through 13th, and the 15th annual conven- 
tion of the National Association of Home 
Builders scheduled for the following week, 
January 18-22. 

There will be little change apparent to 
veteran attendees. The buses will run from 
8:30 to 10:30 to the Pier, and from 3:30 
on from the Pier. There will be the usual 
opening day crush for passes (though ad- 
vance registrations are being accepted 
through January 5), but with a difference: 
This year the exhibit opens on a Monday, 
and thereby achieves a_ long-standing 
NHMA goal of a Monday-to-Friday Chi- 
cago show matching the summer exhibit 
in Atlantic City. There may be a little more 
dislocation of hotel space than usual, but 


Merchandise 


hitches, and promises that no one will be 
without hotel space. 

Traditionally, NHMA unveils its busi- 
ness survey on the eve of the exhibit. This 
year’s was more optimistic than 1957’s. 
Some 80 percent of the answering manu- 
facturers were expecting more dollar vol- 
ume in 1959, in which 74 percent of the re- 
sponding buyers joined them. However, 
the manufacturers were also more optimis- 
tic about how much more business would be 
written. Makers of 21 types of product an- 
swered the survey, and named 20 distribu- 
tion channels, of which electric housewares 
makers said they used 17. Top distribution 
methods for electric housewares were hard- 
ware-houseware jobbers, followed by appli- 








Narda’s annual convention, 


445-447-449-451 
772-774-776 
680-682 
C129-C133-C137 


Aladdin Industries, Inc 
Aluminum Specialty Co 
Aristocrat Clock Co 
Aristo-Mat Co 
Arvin Industries, Inc 

(Electronics & Appliances 

Div 439-441-443 
Arvin Industries, Inc 

Furniture & Housewares 

Div.) 452-454-456-458 
Atlas Tool & Mfg. Co 469-471 


Berns Air King Corp 494-496-498 
Big Boy Mfg. Co 1038-1040-1042 


Birmingham Stove & Range Co. .. 835 
Bissell Carpet Sweeper Co. 633-635-637-639 
Block & Co 309-311-313 
Borg-Erickson Corp., The 245-247 
Brearley Co., The . 263-265-267 


Bridgeport Brass Co 1017-1019-1021 
Burgess Vibrocrafters, Inc 1000 


C &H Air Conditioning Fan Co. Inc. ..1146 


apitol Products Co., Inc., The .. .961 
entury Enterprises, Inc C345-C349 
1149-1151 


lark Co., J. R., The 792-794-796-798 


¢ 

c 

Chico General Products Corp 
( 

Club Aluminum Products 


Co 658-660-662-664 
Comfort Lines, Inc C724-C728-C732 
Continental Scale Corp 225-227 


Cory Corp 624-630-632-634 


Davis Mfg. Co 806-808 
Dazey Corp., The 201-203 
Detecto Scales, Inc 810-812-814-816 
Dominion Electric Corp 238-240-242 


291-293-295-297 


Dormeyer Corporation 


Ekco Products 


Co 103-105-107-109-111-113-115 
Electric Steam Radiator Corp 205 
Emerson Electric Mfg. Co., The 934-936 
Eska Co., Inc., The 1243 
Everedy Co., The 860-862 
Eversharp Lawn Mower Corp C-664 
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January 11 


Farber, Inc., S. W. 729-731-733 
Fasco Industries, Inc. 229-231 
Foley Mfg. Co. 721-723-725 
Forman Family Inc . .C-644 


Fresh‘nd-Aire Co., 
Div. of Cory Corp. 624-630-632-634 
General Electric Co. 
720-722-724-726-728-730-732-734 


General Floorcraft, Inc. ... eee 
General Slicing Machine Co., Inc. .828-830 
Gits Molding Corp., J. P. . 483 
Hamilton Beach Co., 

Div. Scovill Mfg. Co 157-159-161 
Hamilton Cosco, 

Inc 367-369-37 1-373-375-377-379 
Handy-Hannah Products Corp. .....C-209 
Handy Things Mfg. Co. ............. 248 
Hankscraft Co. a veto 
Hanson Scale Co 193-195 
Herold Products Co., Inc .C-385 
Hoover Co., The 164-168 
Ingraham Co., The ew eaceece 
International Appliance Corp. . 694-696 
International Oil Burner Co. .......C-453 
fone Wife. Ca, TRO 2c cc ccccees er 
K-Appliances, Queen Products Div., 

King-Seeley Corp C-684 
KVP Co., The cwanmcomete 657 
Kamkap, Inc. 670-672-674 
Kisco Co., Inc. ...384 
KitchenAid Electric Housewares Div. ...197 


Kitchen-Quip, Inc., Food Co. 

Appliances Div , yee |g 
Knapp-Monarch Co. 650-652-654 
Kord Mfg. Co., Inc . .920-922 


Landers, Frary & 

Clark 207-209-211-213-215 
Lasko Metal Products, Inc 528-530 
Lux Clock Mfg. Co., Inc., The 517-519 


McGraw-Edison Co., 
& Bersted Divs 


Manning-Bowman 


186-188-190-192-194 


NHMA has taken pains to unravel any 


Markel Electric Products, Inc. . . .C800-C804 
Marlun Mfg. Co., Inc. 


Mastercrafters Clock & Radio Co. ....402 


Meier Electric & Machine Co., Inc. .. .C-964 
Merit Enterprises, Inc. .... 976-978 
Metalaire Products Co. ............ 1188 
Metalcraft Mfg. Corp. ........... 859-861 
Metal Ware Corp., The . C289-C293 


Mirro Aluminum Co. 156-158-160-162 


C-976 
C-165 


National Engineering & Mfg. Co. . 
National Food Slicing Machine Co. 
National Presto Industries, 

MG Secqucasuns C173-C177-C181-C185 
Naxon Utilities Corp. . 600-602 
Nesco Industries, Inc. ooo 6 
Nicro Steel Products Co., 

Div. of Cory Corp. 624-630-632-634 
Norris-Thermador Corp. ............939 
Northern Electric Co. 972-974 


O-Cedar, Div. of American-Marietta 


Rk: avewasowwe . .613-615-617-619 
Oster Mfg. Co., John .. .. .914-916-918 
a ere C-477 
Peerless Mfg. Division of Dover 

A 4. ch kwh nace eeason 393-395 
Pennant Div. of Industrial Enterprises, 

Ws... Sa vccdin cca ngle Gaines emai 1122 
a 927-929 
Portable Electric Tools, Inc. .......... 565 
Premier Mfg. Co. ....... . +... 287-289 


Proctor Electric Co. . .684-686-688-690 
Quaker Industries, 
Inc. ............€632-C636-C640-C642 


Bases Wee, 166, 2c cicwcevesven 212-214 
Regina Corp., The 396-398-400 
Revere Copper and Brass 

Inc. . ; 640-642-644-646-648 
Rival Mfg. Co. . 148-150-152-154 
Robbins & Myers, Inc., 

Trade Wind Hunter Div 485-487-489 
Roberton Mfg. Co. ints re 
Robeson Rochester Industries, Inc. ....484 
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ance distributors and department stores. 


NE, dine eese sev cvewniswsig C-521 
Salton Mfg. Co., Inc. . 997-999 
MY NS oan woe erdcwicvewree'aws 185-187 
Sessions Clock Co., c/o Alliance 

Serer 880-882 
ee een 514 
Shetland Co., Inc., The .......... 992-994 
Signal Electric Div. of King-Seeley 

MIS shale autatinctveeuslinerirsia etarean C676-C680 
Silex Co., The ...145-147-149-151-153-155 
Son-Chief Electrics, Inc. ......... 815-817 
Spartan Electric Radiator Co. ....... 1241 
Sperti Faraday Inc. andecdenueie 249 
ko rr 464-466 
Sunbeam Corp. ....C828-C832-C836-C840 
Superior Electric Products Corp. ......271 
Supreme Products Corp. ........... C-285 
Swing-A-Way Mfg. Co. .......... 189-191 
ere ens 1272 
Textile Mills Co. .......... ....256-258 
es SING 05k so disnwienscee’s 612 
Toastmaster Div., McGraw-Edison 

NE clea carairsaesiee ibe cet 124-128-130 
Voastwe Co, TRO ciccccccccccees 372-374 
PH PN GE 6 cintcee conecwewe's 381 
United States Electric Mfg. Corp. ..... 268 
WHER CHR. cccsivcccces ave 
Vollrath Co., The ..... .... 180-184 
Wagner Mig. Co., BR. ......060. 220-222 
Waring Products Corp. . .421-423-425 


West Bend Aluminum Co. 665-669-671-673 


MEE piskeavnwe dc sc20cuaweaasaee 512 
Westinghouse Electric 
NE aseresc- sina ts 272-27 4-276-278-280-282 





(ELECTRICAL MERCHANDISING has pre- 
pared these partial listings from information 
provided by the Natl. Housewares Exhibit 
and has made every effort to include all 
names of interest to the appliance industry, 
but takes no responsibility for errors or 
omissions.) 








people IN THE NEWS 





D. H. ARMBRUSTER 





C. J. HARRIS 





B. T. KEHOE 





W. F. BABCOCK 


RCA-Whirlpool Corp.—David H. Armbrvu- | 
ster has been named supervisor of sales 
for central system air conditioners. Re- 
gional appointees are Warren M. Singer 
and Mark Stiles, named western sales su- 
pervisor for room air conditioners and 
eastern sales supervisor, respectively. 


Toastmaster Div., McGraw-Edison Co.— 
Don Whiting has been named advertising 
manager of the division. Whiting had pre- 
viously served as assistant advertising 
manager. 


Waring Products Corp.—Collingwood J. 
Harris has been appointed marketing 
manager. Before joining Waring Harris 
was an advertising manager for Rheem 
Manufacturing Co. 


Carrier Corp.—Burton T. Kehoe has been 
named sales manager of packaged air 
conditioning equipment for the corpora- 
tion’s unitary equipment division. Kehoe 
was formerly assistant to the general 
manager. 


Ray-O-Vac Company— Owen R. Slauson 
has been named vice president for do- 
mestic sales. Slauson was formerly gen- 
eral sales manager. 


Casco Products Corp.—William F. Bab- 
cock has been appointed general sales 
manager. Prior to joining Casco Babcock 
was associated with the Hamilton-Skotch 
Corp., New York City, as general sales 
manager. 


Admiral Corp.—J. Seddon Allen, Jr., has 
been named regional manager for Ad- 
miral’s mid-south sales territory, with 
headquarters in Memphis, Tenn. 


Sylvania Electric Products, Inc.—W. H. 
Hendricks has been appointed district 
sales manager in Indianapolis for Syl- 
vania Home Electronics, a division of the 
parent company. 


Norge Division, Borg-Warner Corp.— 
William H. Coddington has been named 
midwestern division sales manager with 
responsibility for sales in the states of 
Illinois, Indiana, Michigan and southern 
Wisconsin. Headquarters will be in Chi- 
cago, Ill. 


Packard Bell Electronics—W. K. Rogers 
has been appointed district sales manager 
for the northwest area comprising the 
states of Washington, Oregon, Montana, 
Wyoming, Utah and Colorado. 


Amana Refrigeration, Inc.—James P. 
Butler; William E. Hoelsher, and Richard 
R. Averill, have been named divisional 
managers in the newly created north- 
eastern, east central and southeastern 
divisions, respectively. 
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FREEZERS-REFRIGERATORS 




















10 models of varying capacities including combi- Ww 

nations and freezers or refrigerators...wide, wide 

range of colors and special finishes—copper, stain- 

less steel, wood, laminated plastics. Easy, inex- 

pensive installation. See the SUB-ZERO Line 
. @ ADVANCE SHOWING 


TU-TEMP 


Astoria Room, 
Conrad Hilton 











Model 99-8, a modern, 
efficient free-standing 
combination with a 9 
cu. ft. refrigerator and 
a9cu. ft. freezer. High- 
est efficiency assured 


Jan.6 & 7— 
9 A.M. to9 P.M. 


e BUILDERS’ SHOW 
Coliseum—Chicago 
Spaces 760, 761, 762 
Jan. 16 to 22 





by two separate com- 





pressors. ‘‘Paint-Lock”’ 
steel exterior...em- 
bossed aluminum in- 
terior. 














ALL-ALUMINUM LINE 





Model 20D illustrated...other models 
with capacities from 14 to 60 cu. ft. 
Non-rusting, light, strong aluminum 
cabinets. Cold-saving inner doors... 
bonderized ‘‘Paint-Lock’’ steel exte- 
riors, beautiful embossed aluminum in- 











teriors. 






——— 








SQUARE LINE 














FREEZER CO.,INC. 


| 
| 
| 
| 
| 
| 
| 
MADISON, WISCONSIN : 





| SUB-ZERO FREEZER CO., INC | 

Dept. E19, Madison 1, Wisconsin | 

Send me more information on: | 

D Bullt-in 0) Tu-Temp CD Square Line | 

D All-Aluminum Line D All Models | 

| 

NAME_ | 

| 

a — ™ i 

| 

ne ee ee | 
CITY —————- ae en 


The modern ‘‘square look’”’ with a 
bonderized ‘‘Paint-Lock”’ steel exte- 
rior, beautiful embossed aluminum 
interior. Available in 16 and 20 cu. ft. 
models. 
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H. J. Haggerty, Gene ral Manaqe - a. a Hone, 


Inc., Philadelphia, Pennsylvania 


“GECC’s Progressive ‘Add-On’ Plan has increased 
my repeat sales by over 25°:. As soon as my cus 
tomer’s paying record is established, GECC sends 
me a ‘Hot-Prospect’ card, letting me know my 
customer is eligible to buy another appliance 

without a down payment. The new purchase is 
added on to the customer’s present account with 


little or no increase in his monthly payment.” 
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J. M. Boring, President, Jack Boring’s Kansas 
City Appliance Company, Missouri 


“GECC’s service with its many customer benefits 
fits our merchandising program best. We like our 
credit customers to feel we are arranging a con- 
venient way for them to purchase their appliances 
and are not turning them over to a third party 
for aloan. As I see it, GECC’s service is designed 
to build and maintain the best possible dealer- 
customer relationship.” 


JANUARY, 








Harry Blackman, President, White Front 
Stores, Inc., Los Angeles, California 


“Selling is easier —and more profitable — with 
GECC’s new ‘Sell-Up’ Program. With the even- 
dollar payment chart, it’s easy to show customers 
how they can afford a de luxe model for the same 
monthly installment they planned to pay on a 
stripped model. Salespeople often find they can 
sell a customer two or even three appliances for 
the same monthly payment.” 
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GENERAL ELECTRIC 





CREDIT CORPORATION 


Serving General Electric and Hotpoint dealers with Inventory and Time Sales Financing for over 26 years 





J. O. Stroud, Jr., Partner, Justice Appliance & 
Furniture Company, Birmingham, Alabama 


“‘My customers like the many special benefits | 
can offer through GECC, such as the Skip Pay- 
ment Plan for room air conditioners, the Farmer 
Plan, and others. Folks also like the No Down 
Payment with Trade-In... really boosts my 
‘replacement’ sales. Another popular feature is 
the Property Protection Provision, which gives 
my customers that extra assurance they want.” 
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A. V. Witbeck, Owner, 


. ter eesdr ertenes 
TIME PAYMENT PLANS 
cna fh “euecTo 

Reo CORPORATION 


De) 
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Witbeck Household 
Appliance, Ferndale, Michigan 


“One of the best sales tools for our men is GECC’s 


‘Sell-Up’ feature. When a prospect is looking at 
low-end merchandise, we ask him how much he 
would like to pay each month. Then, by checking 
GECC’s handy even-dollar chart, we can show 
him how he can have the de luxe model — with all 
its ‘extras’ — for the same monthly payment 
simply by extending his payment period.” 


1959 


tw is: 


ME PAYMENTS 


Conveniently Arronged 


ots £5 





Charles Mitchell, Appliance Sales Manager, 
Krause and Managan, Inc., Lake Charles, La 


“GECC’s Store Payment feature keeps my cus- 
tomers coming back month after month. I find 
that this regular tloor traffic provides a powerful 
source for repeat business. ‘Store Payments’ is 


only one of the many sales-building features 
made available to us by GECC. From many years’ 
experience as an appliance dealer, 1 know that 


GECC really helps us sell!” 
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How to Tell a Young Adult (ist of a series) 
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From the pop-up toaster that starts her morning to the electric 





clock that she sets at night, today’s Young Adult is mad for 1 
appliance power. . . depends on it to help her through her busy day. 

She depends on Redbook Magazine, too, as the one mass magazine 

edited especially for Young Adult families. What a wonderful 


way to sell more than 2,700,000 of your best appliance customers! 


Re dbook The Magazine for Young Adults 
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ANNA A. NOONE Editor 





RCA—Whiripoo!l Imperial under- 
counter dishwasher 


RCA-Whirlpool’s 


Eleven electric refrigerators, 4 
newly engineered dishwashers, 5 
freezers, 2 top models of automatic 
washers and dryers and a new Cus- 
tom air conditioner comprises the 
RCA-Whirlpool 1959 line. 


Refrigerators 


In the three top models, FI-15B, 
FI-13B, and FI13TCM a Jet-Cold 
Shelf, in center of refrigerator com- 
partment through which cold air is 
forced to provide cold for fast chill- 
ing of foods by conduction, convec- 
tion and radiation; same moving 
air is directed to meat chest as 
well; other features include contin- 
uous magnetic door gaskets; built- 
in styling; flush-hinge doors; close- 
against-the-wall backs without 
evaporators; zero degree freezers. 

Imperial FI-15B, 15 cu. ft. 2-door 
refrigerator freezer has 10.71 cu. ft. 
refrigerator compartment and a 
163 lb. freezer below; opens by toe- 
touch pedal; has 3 fast-freezing 
surfaces; an instant ice cube ejec- 
tor and a bin to hold up to 170 
cubes from 3 trays; basket moves 
out on sliding shelf; 2 freezer door 
shelves for frozen juices etc. 

Imperial FI-13B is similar to FI- 
15B with 13 cu. ft. capacity; has 
3-way indirect lighting; automatic 
cycle defrost; twin porcelain enam- 
el crispers; butter conditioner, egg 
trays and a 163 lb. freezer; refrig- 
erator compartment is 8.98 cu. ft. 
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RCA—Whirlpool Imperial F113TCM refrigerator-freezer 


1959 Line 


Imperial FI-13TCM has most of 
the features of the above two plus 
an Icemagic, automatic ice maker 
in top mounted, 93 lb. separate 
freezer compartment, that produc- 
es half-moon ice cubes, removes 
them from the freezing tray, dries 
them, and stores them in a reach- 
in bin, fills itself with water and 
repeats the process until bin is full, 
then shuts off automatically. Re- 
frigerator compartment has 10.57 
cu. ft. storage space. Above mod- 
els come in white, pink or yellow 
exteriors with Aqualite interiors 
accented with blue, pink, gold, 
chrome and aluminum. 

Supreme FS-12B has a 107 lb. 
bottom-mounted freezer; 8.97 cu. 
ft. refrigerator; automatic cycle de- 
frost; adjustable temperature con- 
trol; fan-circulated cold air; 3-way 
indirect lighting; twin porcelain 
enamel crispers; 2 door shelves; 
butter keeper and egg tray; full- 
width aluminum glide out shelf. 

Other models in line with mag- 
netic gaskets and automatic cycle 
defrost include Supreme FS-13T 2- 
door; and Custom FC-12T with top 
freezer; Magnetic gaskets are 
standard in F-12, F-12S and FC-12; 
Rounding out the line are two 9-cu. 
ft. models F-9 and FC-9. 


Freezers 


Three upright and 2 chest freez- 
ers make up the 1959 freezer line. 


19359 





Supreme 20,17 and 12 cu. ft. up- 
rights feature built-in look styling; 
flush-hinge doors; magnetic door 
gaskets; FS-20V and FS-17V have 
temperature control; automatic 
elimination of defrost water; in- 
terior light; key-lock and glide-out 
shelf for loading; a glide-out bas- 
ket holds 81 lbs in FS-20V; and a 
58 lb. basket in FS-17V. 

FS-12V has slide-out trivet for 
package sorting; 4 prime freezing 
surfaces; holds 430 lbs. 

Two chest models FS-17H and 
FS-21H have 7 prime freezing sur- 
faces; a fast-freeze compartment; 
automatic temperature’ control; 
Freeze ’n store shelf at back of 
main freezing compartment; high 
impact plastic cabinet collar; au- 
tomatic interior light; exterior sig- 
nal light. FS-17H holds 600 lbs; 
FS-21H 740 lbs. 


Dishwashers 


Four dishwashers in line include 
Imperial FU-70 undercounter mod- 
el with Filter-Stream wash action 
similar to the system used in RCA- 
Whirlpool laundry equipment; a 
spray arm with separately formed 
nozzles removes food particles; 
self-cleaning filter catches them 
and keeps them from being rede- 
posited on dishes; racks can be 
loaded any way—no need to stack 
and holds 14 NEMA place settings 
(154 pieces) plus 30 additional 
pieces of silver. 

Telephone-type dial control is di- 
aled for cycle wanted—there’s a 
cycle for heavy soil, a short cycle 
for light soil, one for rinsing and 
drying, and one for warming plates. 
Normal cycle pre-rinses, washes, 
rinses, washes again, rinses twice 
and dries; short cycle eliminates a 
wash and a rinse. Twin automatic 
dispensers inject detergent for each 
wash, and a second dispenser puts 
in a wetting agent into final rinse; 
built-in water heater keeps water 
hot; white, pink, copper, yellow or 
brushed chrome door, or with a 
Select-A-Door trim kit. 

Custom FU-60  undercounter 
model has a stainless steel impel- 
ler; holds 12 place settings; single 
dial control; built-in heater; a 
choice of colors or Select-A-Door 
trim kit. 

Supreme FP-50 portable has Fil- 
ter-Stream wash action; revolving 
spray arm; choice of short cycle, 
with special settings on 1-set con- 
trol for rinsing and drying seldom 
used dishes or for plate warming; 





random loading racks; Roll ’n Load 
top rack; requires no plumbing in- 
stallation; has 2 automatic deter- 
gent dispensers, silverware bas- 
kets; built-in heater; 24-in. wide, 
34% in. high for rolling under 
standard countertop. 

Deluxe portable FP-20 washes 
and triple rinses; stainless steel 
impeller; built-in heater; vinyl 
coated racks; chip-resistant vinyl 
interior. 





RCA-Whirlpool Imperial washer and dryer 


Laundry Equipment 

Imperial Mark XII provides any 
of 10 wash cycles by pushing a 
button and spinning a _ telephone- 
type dial, covering everything from 
white cottons to non-color fast to 
wash ’n wear fabrics to woolens 
and blankets. Other features in- 
clude Free-Flow draining; available 
with Suds-Miser in FA-96 and with- 
out in FA-91, Companion Imperial 
Mark XII dryer in electric or gas; 
has numbered and illuminated fab- 
ric guide on console panel with a 
choice of 8 cycles. 

Imperial washer FA-90 without 
suds-miser and FA-95 with Suds- 
Miser, features 3 basic cycles 
normal, gentle and wash ’n wear. 
Normal washes at high speed for 
as long as 14-min, spray and deep 
rinses, and spins at high speed; 
gentle washes slowly and_ spin 
speed is slower; wash ’n wear 
washes in warm water and gradu- 
ally cooled down to prevent setting 
wrinkles, a 6-temperature water 
selector is also provided. Other fea- 
tures include a lint filter, infinite 
water level control; lighted back 
panel; safety spin stop when door 
is opened; self-levelling feet; por- 
celain enamel top and tub in choice 
of decorator colors. 

Imperial matching dryer in elec 
tric or gas has 3 cycles—one for 
regular, one for delicate and one 
for wash ’n wear. 
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Enter Dominion’s 

NEW Exciting 

FEATURE-OF 
THE-MONTH 





tf 


No slogans to write . . . no puzzles to solve. Each month twenty-six lucky appliance 
dealers and distributors will win fabulous appliance assortment packages just for 
entering Dominion’s big new Feature-Of-The-Month contest! 

To the three top winning dealers each month go $250.00, $150.00 and $100.00 pack- 
ages of Dominion appliances. Top three winning distributors split appliance packages 
worth $300.00 ... and there are twenty additional prizes each and every month to 
participating dealers and distributors. You can be one of the big winners... it’s as 
easy as falling off a log! Watch for complete details and the start of the contest next 
month. Be sure to read Dominion’s Feature-Of-The-Month in the February issues of 
Electrical Merchandising and Mart (Price-Fax section)! 







Complete with detachable 
automatic heat control. A 
feature-packed item at 


Two to six cup makers... 4 to 
10 cup makers. A complete line 
helps you sell up from $9.95 








Steam and dry irons, travel 


irons, flat irons... acom 
plete quality line with prices 
Sandwich toasters and waf from $7.95 


fle irons four models to 
choose from all popular 
sellers from $14.95 


<< 
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Automatic and non-automatic 


Thermostatically controlled both cents d mes Styled in turquoise or chrome and 
fan forced and radiant heating. A igi - cond . an ' ea black .. . packed with plenty of sales 
feature-packed item at $26.95 a ee pees a We vere punch from $9.95 


from $6.95 
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It’s FREE! It’s EASY! 
...and you can win 
every month! 





DOMINION’S THE LINE FOR ’59! Here is a complete 
line of nationally-known appliances styled to appeal . . . 
priced to sell at full profit margins . . . guaranteed for 
complete customer satisfaction. Remember—Dominion 
offers bigger and better promotions to build volume 
business, a new prepaid freight policy, price reductions 

- ; : A big line of immersible skillets — 
on leading items, promotional allowances, PLUS a tre- all complete with french-fry basket 
mendous fan program with a protection plan, early ee 
buying incentive, and dating. 






New 4-slice toaster... 
popular 2-slice toaster, 
too. Prices start at $15.95 





America's greatest table 
range line . . . double 
and single burners... . 
thermostatically con- 
trolled . . . push-button 
switches .. . from $4.50 










Portables, twins, ventilators, exhausts, all 
purpose, oscillators . .. a complete line with 
a real profit punch from $6.95 








the line that features full 










See yo 
Get com ™ U at the Show! 
DOMINION ELECTRIC CORPORATION Contest niet information on the big $20,040 | BOOTHS 
‘ ‘ lin '€ complete D ‘000 238 
Mansfield, Ohio © at the Housewares Show, January profit nn 
: 242 
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RCA-Whirlpool Custom air 


conditioner 


Air Conditioner 


A thermostatically controlled air 
conditioner in 1, 1% and 2-h.p. sizes 
has 3 dials in a simplified control 

ystem makes it possible to select 
ventilation or exhaust with or with 
out cooling; fan speed can be ad 
usted to high or low; 5 adjustable 
direct air flow 


to any part of room; about 2 ft 


air direction grille 
wide; less than 18 in. high, the Cu 
tom can be in 
27 to 40-in 
filter 
green finish 


talled in any window 
wide; disposable glass 
easily removed; Sea Mist 
Available in 1 hp for 115-volts; 
and 2 for 230 volts. 

In addition to the Custom there 


andin1,1% 


are 3 top-of-line Imperials with il 
luminated picture panel; 2 low-cost 
models; and the 115-volt 1 
h.p. Flamingo. Whirlpool Corp., St. 
Joseph, Mich 


Deluxe 





refrigerator-freezer FZ-170 


Manitowoc 
Freezer-Refrigerator 
freezer re- 
frigerator FZ-170 has 9 cu. ft. re 
frigeration capacity and 8 cu. ft 


Manitowoe’s 2-zone 


freezer storage; freezer shelves 


have no built-in coils—circulating 
from 


freezing coils in 3 walls, top and 


cold comes “wrap-around” 


bottom; temperatures or zero or 
lower can be sustained; no special 
installation is required, since it is a 
free-standing model that looks like 
a built-in unit. 

Other combinations in the line in 
clude standard built-in and free- 
tanding units with capacities of 
23 and 21 cu. ft. capacities; upright 
freezers in capacities of 14.1, 18.5 
and 22 cu. ft 


sizes, and chests of 


new products 


16 and 20 cu. ft. sizes. Manitowoc 
Equipment Works, 621 Quay St., 
Manitowoc, Wis. 

















York Medalist conditioner 


York 1959 Room 
Air Conditioners 


Acoustically 
cuits, rubber mountings, and fans 
suspended in space to reduce noise 
level to lowest yet are features of 
the 1959 York room air conditioner 
line grouped into 3 series: Medalist, 
Citation and Metropolitan. These 
series each include from 3 to 12 
models; all feature new “Cooling 
maze” coils, said to provide more 
air contact for faster cooling and to 
remove 30 percent more humidity 
than coils of old design 


designed air cir- 


rows of 
ripples scrub out moisture. 

“Sealed in steel” compressors are 
designed to meet today’s small-size, 
high-power requirements. 

Each of the 3 Medalist units 

weighs 98 lbs; easy to install; a 
snap-in insulation kit contains ev- 
erything needed for do-it-yourself 
installation; uses less current than 
an iron or toaster. 
“floating 
front” styling; rotating multivaned 
grilles that direct cooled air wher- 
ever wanted over 360 degs; 2 cool- 
ing speeds: fast, and the other for 
economical nighttime comfort. 


Citation series, has 





York Metropolitan conditioner 


Metropolitan series combines 
heavy-duty capacity with deluxe 
appearance and superquiet opera- 
tion; “Acoustamatic” silent-opera- 
tion provides high capacity cooling 
power with no more sound than a 
fan. 

All 3 series provide dirt-free, pol- 
len-free air as well as cooled and 
dehumidified air; filters provide re- 
lief for hay-fever sufferers. York 
Corp., subsidiary Borg-Warner, 


York, Pa. 











Gibson Super Custom 9T-159EO 












Gibson Super Market Master 9E 147EO 


Gibson’s 1959 Line 


Seven refrigerators, four freez- 
ers and 5 ranges comprise the Gib- 
son 1959 line of appliances. 

Gibson “trimline” refrigerator 
models include Super Custom, 2- 
door model GT-159EA refrigerator- 
freezer with 14 cu. ft. capacity; 100 
lb. freezer; automatic cycle defrost; 
two 15-qt. sliding crispers; freezer 
door racks; adjustable door and egg 
rack. 

Super Market Master, 14-cu. ft. 
model GC-147EO with conditioned 
air refrigeration system; zero de- 
gree Freez’rette; extra meat chest; 
two 15 qt. sliding porcelain crisp- 
ers; adjustable door and egg rack; 
butter and cheese compartments; 
deep door shelves. 

Super Custom 14 cu. ft. refriger- 
ator-freezer, GC-146EO with 75 lb. 
freezer; automatic cycle defrost; 
15 qt. porcelain crisper; adjustable 
door and egg racks. 

Custom GC-145EO with 75 lb. 
freezer and all the other features. 

Deluxe GD-144EO 14 cu. ft. re- 
frigerator has 50 lb. Freez’r locker; 
21 lb. capacity Fresh’ner locker; ad- 
justable full width shelf; adjustable 
door and egg racks. 

Deluxe, GD-123E0, 12 cu. ft. re- 
frigerator with 50 lb. Freez’r lock- 
er; 21 lb. Fresh’ner locker and ad- 
justable full width shelf, door and 
egg racks. 

Economy, GD-112E0 with 9.7 cu. 
ft. capacity; 43 lb. Freez’r locker; 
13.4 Fresh’ner locker; 3 egg racks; 
4 deep door shelves. 


Freezers 


Upright food freezers have ca- 
pacities of 10, 13, 15 and 19 cu. ft., 
with new Freeze-Flo freezing with 
extra cold plates on sides, deep door 
shelves; full width refrigerated 
shelves. No. GU-311E0O holds 355 
lbs; has 4 refrigerated shelves. 

No. GU-314EO has 448 lb. capac- 
ity with 5 refrigerated shelves; 4 
deep door shelves and juice can 
racks; GU-316EO has 542 lb. ca- 
pacity, a 25-can juice rack at door 
bottom; adjustable storage shelf 
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for odd shaped packages; dual pur- 
pose package guard. No. GU-320- 
EO holds 655 lbs.; adjustable shelf 
and dual purpose package guard. 

All refrigerators and freezers 
available for right or left hand door 
opening. 





Gibson R4-36D range 


One 40-in. range, two 36 in., and 
two 30-in. models make up the 1959 
range line. Economy 40, R340CO 
features trimline styling; white Ti- 
tanium porcelain; banquet-size ov- 
en; high speed broiler; high speed 
Microtube surface units; automatic 
oven thermostat; oven pilot light; 
small appliance convenience outlet. 
Custom 36, R4-36DR has a banquet 
size oven; built-in electric rotis- 
serie; super heat rod bake and broil 
units; cooking top light; divided 
top; oven window; automatic oven 
timer; louvered broiler pan and 
grill; oven thermostat and pilot 
light; 3 6-in. surface units and an 
8-in. unit; 7-speed rotary controls. 

Custom 30, R4-30LD has the 
same features as Custom 36 with 
a giant 24 x 15 x 19 in. oven and 
bottom storage drawer. 

Deluxe 36, R4-36CO has banquet 
size oven, side storage compart- 
ment. Deluxe 30 R4-30LS has simi- 
lar features with giant-size 24 x 
15 x 19-in. oven. Gibson Refrigera- 
tor Co., Div. Hupp Corp., Green- 
ville, Mich. 















new products 





Norge refrigerators-freezers CTS-913 and DW-817 





Norge 1959 Refrigerator Line 


In addition to a built-in icemaker 
that fills itself and dispenses ice 
cubes automatically, CBA-1558, 15 
cu. ft. model features include a 
freezer locker that holds 152 lbs. 
frozen food; Swing-’n-Serve trays 
and a removable Swing ’n Serve 
crisper. 

CCB-815 is identical to CBA- 
1558 without the automatic ice cube 
maker, 

CTS-913 is a 2-door, 13 cu. ft. 


combination has 116 lb. capacity 
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Atlas-Aire fan 


Atlas-Aire 
1959 Fans 


Five new 20-in. fans with switch 
controls have been added to the 
1959 Atlas-Aire fan line. 

No. 920P, suitcase type has 2- 
speed motor, easy-carry handle, 
safe wire guard. 

Same type fan on special stand 
with wheels is known as 920PM; 
stand is equipped with 6-in. rubber- 
tired wheels and has 18-in. height 
adjustment. 

No. 920RT electrically-reversible 
fan has thermostat control, 2-speed 
engine; wireguard; reversible while 
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for frozen food, Swing ’n Serve 
shelves and crisper, and option- 
al ice cube service (automatic 
Handi-Cube). No. CS-913 is a sin- 
gle-door counterpart of CTS-913. 
No. C-911, an 11 cu. ft. customatic 
refrigerator; and D-911, a deluxe 
refrigerator. Both hold approxi- 
mately 60 lbs. frozen foods. 
Prices, From $649.95 for CBA- 
1558 to $249.95 for D-911. Norge 
Div., Borg-Warner Corp., Merchan- 
dise Mart Plaza, Chicago 54, III. 


operating, giving 2 speeds for in- 
take and for exhaust; fits windows 
26 to 37-in. wide. 

A similar model No. 920R comes 
without thermostat control. 

No. 920X, exhaust fan, is switch- 
controlled, has 3-speeds, and fits 
windows 26 to 37-in. wide. 

All models finished in tan with 
white finish. 

In addition, 5 regular Atlas-Aire 
models finished in green and white 
with push-button controls com- 
pletes the line. The Atlas Tool & 
Mfg. Co., 5147 Natural Bridge, St. 
Louis, 15, Mo. 





Nautilus no-duct hood 


No-Duct Range Hood 


The Nautilus no-duct hood for 
gas and electric ranges eliminates 
need for vents, ducts and outside 
louvers; this self-contained unit 






‘vor 








employs a principle that makes use 
of activated charcoal filter which 
removes by absorption cooking 
fumes, odors, grease and smoke; 
can be installed in old or new 
houses; requires no cabinet or shelf 
space. 

Available in 3 models for instal- 
lation on wall, under cabinets or 
over range in peninsular arrange- 
ment; can be moved from one loca- 
tion to another; charcoal filters are 
easily removed for cleaning in hot 
water and can be reactivated by 
baking in oven; unit is equipped 
with built-in recessed fluorescent 
light; fan and resilient mounted 
motor are designed for quiet opera- 
tion; push-button controls located 
at front; sizes range from 24 to 48- 
in. long; comes in electroplated 
brushed antique and hammered 
copper, stainless steel, or porcelain 
enamel in 8 colors. Major Industries, 
Inc., 1030 W. North Ave., Chicago 
14, Ill. 





Monitor Washer No. 2 


Monitor Washer 


Monitor table washer has a 
wringer that folds into stainless 
steel tub when not in use; uses 
same aerator wash action as larger 
Monitor models; cleans 2 lbs. 
clothes in less than 5-min; easy to 
operate; lid is transformed into a 
clothes tray; when closed entire 
washer is 15 in. high, 10-in. wide. 

Price, $49.95. Monitor House, 
Riverdale-on-Hudson, New York 
71, Ms fe 





G-E Custom Thinline 


G-E 1959 
Air Conditioners 


General Electric’s 1959 Thinline 
room air conditioners are designed 
to meet a wide range of budgets 
and to answer all cooling needs. 

Super Thinline, designed for 
extra-large capacity cooling in such 
areas as the South and Southwest 
come in 1% and 2-h.p. sizes with 
13,000 and 16,000 Btus respectively. 

Custom Thinline has modern 









G-E Thinline for medium income groups 


styling to harmonize with any in- 
terior; 6-position selector; 3-speed 
fan; single control selects desired 
amount of cooling, moisture re- 
moval and air circulation; quiet for 
nighttime use is provided by extra 
low fan 115-volts; 8,500 
Btus. 

Deluxe Thinline comes in two 1- 
h.p. models, 115 and 230 volts; 115 
volt model features low noise level 
with 6500 Btu rating; 230 volt 
model is rated at 9000. 

All-Weather Thinline, a reverse 
cycle model heats and cools; heat 
pump operation plus resistance 
heating provides 10,000 Btu heat- 
ing at lowest outdoor temperatures. 

Thinette, an_ install-it-yourself 
model has 6,000 Btu cooling; a tilt- 
top director for flexible air distri- 
bution; automatic temperature con- 
trol; 2-speed fan control offers 
choice of high speed for maximum 
cooling, or low speed for maximum 
dehumidification and quiet. Room 
Air Conditioner Dept., 
Electric Co., Louisville, 1, Ky. 


speed; 


General 





Caloric kitchen ventilating hoods 


Caloric 
Ventilating Hoods 


Caloric announces a new line of 
kitchen ventilating hoods 
coordinated with Caloric built-in 
gas ranges and sinks in yellow, 
pink, turquoise, and coppertone to 
match, mix or with any 
kitchen color stainless 
steel hoods also available. 

Enclosed twin lights 
glare-free illumination over entire 


color- 


blend, 
scheme; 


provide 


cooking area; double-blower fan 
with built-in filter removes cooking 
odors, grease, and purifies air with- 
out loss of any cabinet space; fin- 
ger-tip controls add to easy opera- 
tion; comes in 30-, 36-, and 42-in. 
sizes; Dulux finish. 

Both single and double bow! acid 
resistant sinks with 3 or 4-hole 
faucet outlets available; other fea- 
tures are front overflow and anti- 
splash rail; ledge-type construction 
with easy-cleaning contours. 

Drop-in top burners come with 2 
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SYLVANIA Table Radio Model 1107. 
Wide range, balanced speaker for 
big-set tone and high undistorted 
volume. Modern color styling. Rug- 
zed styrene plastic cabinet design, 


F 
built to resist heat and impact. 
I 


bony $17.95" 


SYLVANIA Automatic Clock Radio 
Model 2108. Large easy-to-read 
clock face with numerals in con- 
trasting color. Front-mounted auto- 
matic controls. Big-set tone and 
power in trim compact cabinetry. 
Wide-range speaker. Sweep second 


hand $24.95 


Nows the time to 
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SYLVANIA Deluxe Slimline Table 
Radio Model 1108. Exclusive Slim- 
line Radio styling with peak per- 
formance and tone quality. Ad- 
vanced printed circuitry. Molded 
plastic cabinets in Coral & White, 
Turquoise & White. $22.95.* In 
Antique White, Model 1108WH 

$19.95* 


SYLVANIA Deluxe Slimlin 


e Clock 


Radio Model 2109. SyLvania Full- 
feature clock radio with trim Slim- 


line styling: sleep switch, 


delayed 


alarm. Full-view front controls 
Coral & White, Turquoise & White. 


$32.95.* In Antique White 


2109WH 


Model 
$29.95°* 















LOAD 
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im- 
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| ANIA RADIO 


OR YOUR 


SYLVANIA Super Deluxe Slimline 
Table Radio Model 1206. Daring 
Slimline styling. Advanced printed 
circuitry for peak reliability. Fea 
tures phono-jack and exclusive 
SyYLVANIA tone resonator for added 
sound dimension. Sapphire & White, 
Caravan Brown & White. $27.95" 


*Manufacturer's suggested list price 


SYLVANIA Super Deluxe Slimline Clock Radio 


A HONEY OF A LINE! 


Model 2207. Stunning clock radio featuring ex- 
clusive SYLVANIA Panelescent dial for use as a 
practical night light. Full-feature precision auto- 
matic clock. Appliance outlet. Sapphire & White, 
Caravan Brown & White $39.95° 


PARTS AND SERVICE GUARANTEED FOR 90 DAYS THROUGH YOUR AUTHORIZED SYLVANIA DEALER (SEE SYLVANIA WARRANTY) 


SPACE U49 MERCHANDISE MART | 


SYLVANIA Super Deluxe Slimline 
Table Radio Model 1303. Popular 
appeal of Slimline design with full, 
balanced sound of twin speakers. 
Added convenience of phono-jack 
and pre-set volume control. Tur- 
quoise & White, Coral & White, 
Inca Gold & White. . $34.95" 


Prices slightly higher in West and South 


SYLVANIA Super Deluxe Slimline 
Table Radio Model 1304. Smart 
Slimline styling with exclusive glow- 
ing slide-rule dial. Two 5'!4”" front- 
mounted speakers. Phono-jack. 
Stunning modern colors: Coral & 
White, Turquoise & White, Inca 
Gold & White $39.95°* 





SYLVANIA Super Deluxe Slimline 
Clock Radio Model 2305. Full-feat- 
ure clock radio with exquisite Slimline 
styling. Precision push-button timer 
with jiarge, easy-to-read clock face 
Phono-jack, exclusive slide-rule dial 
Coral & White, Turquoise & White, 
Inca Gold & White $54.95° 


e a CYLVANIA Radio Dealer 
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19S9 











SYLVANIA DISTRIBUTOR 





SYLVANIA 16 Transistor Portable 
Radio Model 3305. Six-transistor 
advanced performance with full- 
range 6” oval speaker. Bombsite 
station indicator. Advanced printed 
circuitry.Terra Cotta & Polar White, 
Navy Blue & Polar White, $49.95* 
In Sapphire & Foam Green, Sun- 
light Yellow & Mist Gray, Model 
3204. $44.95* In Forest Green, 
Model 3203 $39.95° 
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new produc 


Caloric (cont'd 
or 4 burner rhern et sensing 
eme Rot I i Meat the. 
! meter! | int-lighting peed 
et top burners that ght immedi 
itely and automatic lighting of top 
rurne oven and broiler are other 
feature Caloric Appliance Corp., 


Jenkintown, Pa. 





casserole 


lary Lady” 


Dormeyer-Graham 
Casserole and 
Clippers 


Two new appliances are an 


nounced — by Dormeyer-Greham 


“Lazy Lady” casserole server, and 


two hair clipper “Cavalier” and 
“Clipper Craft” 
“Lazy Lady,” suitable for serv 


ing buffet andwiches, snack 
- black wrought iron center 
cotfee or 


erving 


canape 
keep other beverage at 
correct temperature; 17-in 


circular serving tray rotates, ca 
dish or hot hors 


warm on 


erole d’oeuvre 


keep center heating ele 


copper p ated finish has lac 


ment 


coating 


quer 





Clipper Craft clipper kit 


“Cavalier” and “Clipper Craft” 


clippers have l-piece steel chassi 


that holds motor and all working 
parts; outer case, high impact pla 

tic, is fastened to chassis; precision 
machined cutting blades, lapped 
for maximum cutting efficiency; 


both models have adjusting screw 
for compensation of line voltage 
“Cavalier” line has 2 budget kits: 
a 4-piece and a 7-piece set. “Clipper 
Craft” packed in blue plastic box 
has compartments to hold clipper, 


? 


accessories and attachments; 3 


clipper comb attachments are in 


cluded for short and crew cuts; also 
comes in 10 piece and 12 piece 
sets. 
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ts 


Price, “Lazy Lady”, $12.50; 10- 
piece Clipper Craft, $13.45; 12-piece 
et, $15.95. Dormeyer-Graham Co., 
3420 Milwaukee, Ave., Chicago, 41, 
Ill. 








Sunbeam Rollmaster shaver No. 333 


Sunbeam Shaver 


Rollmaster, a new multiple-head 
shaver, is announced by Sunbeam. 
The No. 333 
multiple-head shaving principle is 
“Triple-Twin” 
head, which consists of 3 precision- 
provides smooth roll- 


tollmaster shaver’s 


based on shaving 
honed heads; 
ing-edges which depress the skin 
mounds and pop-up the whiskers to 
rolled inner shaving 
edge gives a smoother, more com- 
fortable 


be removed; 


shaving action; powered 
by impulse-type rotary motor. 
Other models in line include No. 
140 and 140L hi-velocity Shavemas- 
ters featuring a single large shav- 
ing head and a double-edge shaving 
blade. Two Lady Sunbeam models 


are also available for grooming 


needs of women. 

Price, Rollmaster No. 333, $23.50. 
Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 





Hanovia “‘Infra-Safe’’ heater 


Hanovia Heater 


An infra-red radiant space heater 
heat 
20-ft. room, known as the “Infra- 


Safe” 


that throws Waves across a 
radiant heater is announced 
by Hanovia. 

The heater weighs 7 lbs; can be 
installed; does not emit ul- 
traviolet 


easily 


rays, cannot cause sun- 


burning; comprises a quartz tube 


that surrounds a_ resistor coil, 


backed by a chromium reflector; 


steel grid in front is plated with 
24-k liquid gold known as Atomex; 
does not oxidize or tarnish. 

Price, $29.95. Hanovia Lamp Div., 
Engelhard Industries Inc., Newark, 
ae 








Dwyer Maitre “D” refrigerator-bar 


Dwyer 
Refrigerator-Bar 


Maitre “D” 5-cu. ft. refrigerator 
features roll-out shelves; stainless 
that hold 9 ice cube 
trays; seamless porcelain refrigera- 
tor interior; tall lock-up cabinet for 
bottles and bar accessories; roll-out 
utensil drawer with cutting board 
is also included; 39-in. wide, 23% 
in. deep, 35% in. high; suitable for 
game room, den, porch, patio, office, 
apartment, hotel or motel; scratch- 
resistant, ebony-baked enamel, with 
gold trim. Dwyer Products Corp., 
Michigan City, Ind. 


steel freezer 


Brother Flairmatic 190 


Brother Sewing 
Machine 


“All purpose” zigzag sewing ma- 
chine, Flairmatic 190, features twin 
needle sewing; pushbutton reverse; 
simplified lubrication system; new 
type automatic bobbin winder that 


winds while sewing, stops auto- 
matically when bobbin is fully 
wound; transverse snapout race 


makes non-vibrating operation; 
provides easy cleaning and bobbin 
changing; beige and tan 
finish. 

Price, $269.95, Brother Interna- 
tional Corp., 122 W. 27th St., New 
York, 1, N. Y. 


2-tone 


Ajax fireplace rotisserie 


Ajax Rotisserie 


Self-contained, ready to plug-in, 
this fireplace electric rotisserie is 





JANUARY, 











equipped with 110-volt a.c. motor 
that turns stainless steel spit with 
meat at 4% rpm; adjustable up to 
24-in. between uprights, permits it 
to fit across front or from front to 
back of any fireplace; 3 height ad- 
justments provide exact distance 
above charcoal fire in relation to 
size of meat; stainless steel rod 
pointed at one end and a pair of 
stainless steel meat hooks clamp to 
rod with thumb screws. 

Price, $15.95 complete with 2 
counter balanced upright braces, 
spit and a pair of meat hooks. Ajax 
Distributors, 54 Wenonah, Tona- 
wanda, N. Y. 





lona ‘‘Regent’’ blender 


lona Blender 


“Regent”, a new model with 38- 
oz. heat resistant cloverleaf jar in 
white with black Cymel trim, 2- 
speed motor has added to 
Iona’s line of blenders. 

Price, $24.; The Iona Mfg. Co., 
Manchester, Conn. 


been 





Royal Hallmark urn No. 5835 


Royal Coffee Urn 


Royal Hallmark urn No. 5835 is 
a fully automatic coffeemaker that 
shuts off when coffee is brewed; 8 
to 35 cups capacity; indicator light 
glows when coffee is ready to 
pour; large top opening; easy to 
clean; large, cool handle; no-drip 
spigot; specially designed spread- 
er has perforations that meter 
water through coffee at right rate 
for full flavor; automatic thermo- 
stat never lets coffee boil or re- 
perk; keeps proper serving temper- 
ature indefinitely; Permaglow life- 
time chrome exterior over solid 
copper. 

Price, $49.95; Robeson-Rochester 
Corp., Inc., Rochester, 1, N. Y. 
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Swing 'n Serve Shelves 
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IC ICEMAKER 


Completely plumbed in! It fills itself 
with water, freezes it into crescent- 
shaped cubes and dispenses them 
into handy storage drawer..-all 


automatically! When drawer is full, 
Then when more 


icemaker turns off. 
it automatically 


cubes are needed, 
replenishes supply, and 


No trays to fill, spill, 


or thaw! Cubes are dry, separated, 
al clear! 2 drawers hold equiv- 


normal trays ! 





AUTOMAT 


turns on, 
turns off again! 


cryst 
alent of 10 


IVES AND CRISPER 


e New shelf spacers 
degree freezer 


SWING-OUT SHE 


Hottest development in a decade! 
Shelves swing completely out of 
the refrigerator for easiest serv- 
est storage ever known! 
lift out for tray service! 


e 151 |b. zero- 
e Automatic defrosting 
e Dairy Keeper ® Meat Saver 


e Bold new “built-in” look 


ing, easi 
They even 





15 cv. ft. 
Model CBA-! 558 








Low Down 

































II CU. FT. NORGE 
Refrigerator-Freezer 
with Automatic Defrost wr 
. I 
— 63 |b. zero-degree |= = it~ 
reezer compartment < | aS 
. " KY : ' 
Bold new “built-in” look = SS 
@ Bi ‘ SS 
ig 32 lb. vegetable crisper tL SS 
e Butter keeper e Eg — 
e@ Smart color-styled i V7 , 
@ New saf styled interior Model CS-913 J 
safety-latch door 13 cu.ft. NOR enti 
ao 1 GE Cwingh Serve II cu. ft 
: a Ref _ ee 
real scorcher at rantuned | 
renee A sales incendiar 
eeze ‘ 
SE" 93qg9s “= 91999 
~matic frozen food 
defrost WITH TR 2 199 ° 
ADE- e “Built-in” 
- tyling . WITH TRADE 
-IN 








,NORGE 
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NEW NON-CLOG LINT FILTER 


Teams up with overflow rinse and sedi- 

se ment remover for 3-way filtering of lint, 
! : scum, and sand...automatic ally. No 
recirculating water or special pumps! 











Model AWW-502 Washer 


Exclusive Dispensomat Injects 
Any or All Washday Wonder 
Products... Automatically! 


Makes Norge world’s first truly 
automatic washer! Detergent, 
bleach, water conditioner and 
fabric softener are dispensed at 
the proper instant of the wash 
and rinse cycle... automatic ally! 

Clothes come out cleaner, bright- 

er, softer than ever before! Dem- 

onstration proves it! 



































NORGE 2-CYCLE WASHER 
with Non-Clog Lint Filter 


| 
e Pressure fill assures correct water leve 
e 3 separate water temperatures 

: ’ ‘ . 
e 5 rinsing actions including overflow rins 





e Built-in automatic sediment remover 
e 5 year warranty on transmission components 











Model AW-250 


Creative Engineering for Sales //// More ... 


1959 


RY, 
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| 


NORGE 2-Speed, 2-Cycle WASHER 
=> with Non-Clog Lint Filter 


: — 2 separate wash speeds; 

; 2 spin speeds 
| . 
Exclusive 2-speed agitator 


e Avtomatic hot, warm or 
cold wash water; warm 


or cold rinse water 


e 5 year warranty on 


transmission components 


Model AW -382 
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RANGES 


FIRST WITH VERTICAL BROILER! 


————e Broils meat on both sides at once! 
Fi P| Sears in juices, reduces shrinkage, 
oo ooo: a) saves time, saves cleaning! Broils 
7 . : 

automatically with door shut. 
Turns off automatically when 
food has broiled for number 
of minutes you select. Bal- 
ance of meal cooks in broiler 

pan 





e 21” fully automatic oven 


@ Automatic clock-timer 





Model ED-68VB 


FIRST WITH... 
4-WAY DRYING 








Only Norge lets customer dry with 
room temperature air or heated air; 
with or without tumbling! 








AUTOMATIC WRINKLE-OUT 
Saves ironing of wash ’n wear suits, 
dresses, skirts and blouses! 


3-POSITION HAMPER-DOR 
Serves as clothes chute, sort’n 
stack shelf, opens all the way down 
for up-close basket loading. 


FULL LINE OF GAS AND 
ELECTRIC MODELS 





Model ED-500 


COMBINATION 


WASHER-DRYER 


First One with Flexibility 
of Separate Units! 





DUAL-CYCLE WASHING 


Normal for regular loads; 
Gentle for synthetics, wash ’n 
wears, dainty things! 


SMALL LOAD SETTING 
Prevents thermostatic shut-off 
before clothes are fully dried! 





5 DRYING CYCLES 


Meets special demands of every 
type fabric, every size load! 





Model WD-600 








(=X | WRINGER ——_ 
4! WasHers livees _i 


< 2) 
@ New open top styling 
L @ Pressure Sentry wringer 
ae ~ adjusts automatically 


e Instant wringer release 
@ Automatic Bell-Timer 


° @ Triple-Action Agitator 





atta 
FREEZERS | | WATER 
l= 
@ Exclusive "Safety-First”’ bsts4 HEATERS 
freezing atconstantzero- e "Life-lined” with glass 
degree temperature 
e Automatic thermostat 
@ Bold new “built-in” look 
ie e Written warranty and 
e@ Color-styled interiors protection plan 
e Full line of upright and \? @ Full line of gas and 
chest models ° electric models 
=—T 


GET FULL DETAILS FROM YOUR NORGE DISTRIBUTOR TODAY! 


gNORGE Creative Engineering for Sales 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois 
Canada: Addison's Ltd., Toronto. Export Sales, Borg-Warner International, Chicago 3, Illinois. 
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Vernois built-in gas oven 248 


A as 


Vernois Oven 


Vernois built-in features 


out of reach top controls; giant ca- 


oven 


pacity oven porcelainized inside; 


fiberglas insulation; large, easily 
accessible pull-out broiler glides on 
features 


ball bearing rollers, 


smokeless broiling; hinged door 
opens down; oven rotisserie may be 
installed; 7 colors—satin chrome, 
and white, coppertone, pink, blue, 
yellow and turquoise; No. 248AC 
has automatic oven ignition, au- 
tomatic clock control; perma-view 
window; oven interior light. No. 
248A has automatic oven ignition 
and electric clock with 4-hr. inter- 
val timer; perma-view window; 
oven interior light. Mt. Vernon Fur- 
nace & Mfg. co., Mt. Vernon, II. 





Berko ceiling heater No. RC 


Berko Ceiling Heater 


Berko’s Pyrolite, 1000-watt glass 
radiant ceiling heater No. RC is 
mildly fan-forced to gently circu- 
late convection heat that normally 
stacks at 
mounted frame easily removable; 
ticket 


garages, attics, basements, 


ceiling; spring hinge 


suitable for bathrooms, 
booths, 
sun porches and other areas where 
normal 


satisfactory heating and 


installation can be a problem; can 
be mounted separately or in groups 
of 2 or more; available in 3 capaci- 
ties: RC 120, 120-volts; RC 208, 208 
volts and RC 240, 240 volts; con- 
trolled by wall mounted switch; can 
be used with or without separate 
wall thermostat; baked enamel fin- 
ish or chrome; thermal safety cut- 
off automatically disconnects ele- 
ment if overheating due to high 
voltage or motor failure; 2-pole, 
bearing type motor. Berko Electric 
Mfg. Corp., 212-40 Jamaica Ave., 
Queens Village, 28, N. Y. 
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Mutschler’s Series 700 kitchen 
features a special drawer equipped 
with a NuTone food center. Space 
is provided in back of drawer to 
keep attachments. 

The contemporary styled line de- 
signed by Paul McCobb is built of 


northern maple in walnut grain or 
decorator color finishes with satin 
aluminum trim. Nearly 100 storage 


components are available for point- 
of-use storage. Mutschler Bros. Co., 
Dept. EM-6, Nappanee, Ind. 





Lyoncraft announces a series of 
Disposo-Well stainless steel sinks, 
the double compartment model with 
cutting board attachment in place, 
shown, is especially designed for 
food-waste disposers. The Disposo- 
Well features an 8-in. drain funnel 
directly under faucet, and like all 
Lyoncraft sinks, has a Redi-Rim 
which makes sink and rim one inte- 
gral unit. Lyon Stainless Products 
Div., Lyon Ine., 13881 W. Chicago 
Blvd., Detroit 28, Mich. 





A flat “light bulb” with no fila 
ments, 


glare-free and which pro 
duces practically no heat is intro 
duced by Westinghouse for home 
use. Called a Rayescent lamp, it 
consists of a phosphor coated on 
glass panel which has been treated 
to conduct electricity, when power 
is applied the panel lights. Westing- 
house Lamp Div., Bloomfield, N. J. 
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ONE TOUCH DOES IT ALL!? 





automatic can opener and knife sharpener 


Starts at the touch of a finger, and shuts itself SwinG-A-Way] 


SWING A-WAY MFG. CO 
4100 Beck Avenue 
$27.95 St, Lours 16, Missour 


IN CANADA: FOX AGENCIE 
POR hE iT 


off when lid is cut out. Full size electric knife 
sharpener included. Contact your SWING-A-WAY 
supplier today for the only electric with the 
really automatic features! 


ONTARIO 


Good service makes good customers 








e ap} ceo ir show The water-repellent canva ickets 
room floor, but when you deliver it, and soft flannel of Webb Sling- 
mu’re selling yourself. You want her about vive her, and you, that pro- 
» re ( ©) ou wit plea re hie ! \\ } 1 
protect er? Vv ap} wat nad i I ] 
7) ! rate ‘ 
\\Sa 
S4g SLINGABOUTS 
6 For Radio, TV, Air Conditioners, 
ask about Wrapabouts® 
Webb Manufacturing Co. Send price of Slingabout or Wrapabout for 
2918A N. 4th St., Phila. 33, Pa. Model + Make - 
Refrigerator Freezer Dryer Range Washer specify) 
FIRM NAME ATTENTION 
STREET : CITY ZONE STATE ae 
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new prod ucts TV, RADIOS, STERO 





Admiral built-in TV 


Admiral TV 


To meet demand for built-in TV 


sets by architects, builders and 
home owners Admiral offers a 
built-in, 21-in. screen, TV set. This 
hi-fi instrument has slide assem- 


blies to permit easy servicing, and 
comes with a kit of parts, including 
upper and lower grilles, plus in- 
structions for installation. Admiral 
Corp., 3800 W. Cortland St., Chi- 


cago, 54, IIL 





Sylvania ‘‘Dualette’’ 


Sylvania TV Sets 


Two new “Dualette” TV sets are 
announced by Sylvania—No. 17- 
D203 and 17D303. 

Both models feature an all plas- 
tic cabinet with finished back; tele- 
antenna; 17-in. 
tube; S-110 chassi 


scoping picture 
top carrying 
handle; top tuning. 


No. 17D203 has a 3'% in. front 





sylvania ‘‘Dualette’’ rear view 


peaker and coral and white cabi 
net. No. 17D303 has dual front 
mounted 3'% In. speakers and come 
in turquoise and white or beige and 
white cabinet. 

Price, No. 17D203, $189.95; No 
17D308, Sylvania Home 
Electronics, Rano St., Buffalo, N. Y. 


$190.95. 
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Zenith “Golden Triangle” clock-radio 


Zenith Clock-Radio 


“Golden Triangle” is an all-tran- 
sistor, triangular clock-radio that 
is entirely battery powered; the 3- 
sided die cast cabinet with satin 
and bright gold colored surfaces 
and raised letters and numerals is 
mounted on a swivel base and re- 
volves to reveal 3 different faces— 
the clock, the radio dial, and the 
radio speaker grille; the imported 
7-jewel clock needs no winding, 
uses battery power and runs up to 
a year on a single separate flash- 
light “D” cell. 

The AM radio has a transistor- 
ized chassis, using 4 mercury flash- 
light batteries operates up to 400 
hrs. on one set of cells; wake-up-to 
music alarm; Alnico 5 speaker; au- 
tomatic volume control; weighs 4 
lbs. 7 oz., complete with batteries. 

Price, $150 including batteries. 
Zenith Radio Corp., 6001 W. Dick- 
ens, Chicago 39, Ill. 





Zenith Royal 850 clock-radio 


Zenith Clock-Radio 


The Royal 850 all 
traveling clock radio is all battery- 


transistor 


powered; and combines an imported 
clock with an AM radio in a cabinet 
245 in. deep and weighs little more 
complete with batter- 


never needs winding; 


than 2%, lbs. 
ies; clock 
runs up to a year ona single sepa- 
rate 115 volt D cell. 

Radio uses a special type circuit- 
ry that extends tonal response plus 
a Zenith 3% in. speaker; Alnico 5 
magnet; vernier tuning; and an 
earphone attachment. 
batteries permit 
ip to 400 hrs. operation; radio con- 


Four mercury 


trols and clock face are mounted 
behind a clear plastic panel on 
front; a 3-position radio control 


lever to the left moves to “alarm” 


position and to turn radio off and 
on, and rotates for setting at de- 
sired wake-up time; radio plays for 
% hr. then turns off automatically; 
front-to-back cabinet styling in 


nonbreakable forticel in a choice of 
antique white, brown and white, 
dusty pink and white or charcoal 
brown and white. 

Price: $85. Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago 39, 
Ill. 





Admiral cordless clock-radio 


Admiral Clock-Radio 


This “wake-up-to-music” cordless 
radio in decorator color combina- 
tions of black and white, gold and 
white, has a specially developed 
timer which starts gently instead 
of with a jolt; “sleep switch” con- 
trol shuts off radio automatically 
from 1 min. to an hour after switch 
is set; other features include vol- 
ume “sentinel” that automatically 
corrects volume variations in sta- 
tion changes; a Westclox clock unit 
with luminous hands; sweep second 
hand and automatic self-adjusting 
timer. Admiral Corp., 3800 W. Cort- 
land St., Chicago, 54, Ill. 





Presto tape recorder R-850 


Presto 
Tape Recorder 


Presto’s recorder-playback, R- 
850, consists of a tape transport 
mechanism, and a Presto A-908 re- 
cording amplifier; uses a '4-in. tape 
with 3 tracks for instant converti- 
bility to 4-in. tape width; features 
include speed accuracy of plus or 
minus 3 secs per 30-min.; tape 
transport at maximum speed re- 
winds a 10%-in. diam. reel in ap- 
proximately 55 secs; frequency re- 
sponse extends from 40 to 15,000 
cycles, and flutter is below .15%; 
signal-to-noise ratio is minus 55 db. 
Bogen-Presto, Div., The Siegler 
Corp., Parmaus, N. J. 
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Olympic Elba clock-radio No. 555 


Olympic Radios 


Olympic, announces a clock ra- 
dio, Elba, No. 555 and two versions 
of the Hayden, No. 550 and 551. 

Elba, automatic clock radio with 
appliance outlet has slide rule dial 
tuning; automatic buzzer; operates 
on a.c. only; 5-tube radio; 72 in. 
high, 13 in. wide, 6% in. deep; 


available in black, chartreuse, tur- 
quoise or pink case with white 
front. 





Olympic Hayden No. 550 


No. 550 Hayden available in yel- 
low, red, or turquoise; No. 551 in 
black and gold, or white and gold; 
both have 5-tube radios with recti- 
fier; operate on a.c. or d.c.; 542 in. 
high, 9% in. wide and 5% in. deep. 
Olympic Radio & TV Div., The 
Siegler Corp., 34-01 38th Ave., Long 
Island 1, N. Y. Progress Thermolite 
No. 1450. 





Packard-Bell 7R-3 


Packard Bell Radios 


Two new models 7R-2 and 7R-3 
AM-FM table radios feature auto- 
matic frequency control; comes in 
2 basic cabinet styles; No. 7R-2 fea- 
tures fully-enclosed plastic case 
with a molded back for full sound 
resonance; comes in ebony, white, 
tan or almond brown. No. 7R-3, in 
fully-enclosed all hardwood cabinet; 
comes in mahogany, walnut, blonde 
oak or colonial maple. Chassis cir- 
cuitry includes 7 tubes, 2 diodes; 
floodlighted 
slide-rule dial; 2 antenna systems; 
indoor A.C. cord FM antenna plus a 
built-in Ferro-Loop AM antenna; 


6-in. oval speaker; 


as well as connections on cabinet 
back for outdoor FM antenna. 
Price: 7R-2, $49.95 and $51.95; 
TR-3, $59.95 and $61.95 depending 
on cabinet finish. Packard Bell 
Electronics, 12333 W. Olympic 
Blvd., Los Angeles 61, Calif. 

















NEW PrOdUCts «rexeo 





Phonola 858X 


Phonola 
Stereo Phonos 


Two new models 858X and 958- 
SM stereophonic phonos have been 
added to the Phonola line; No. 
858X is completely equipped with 
built-in, 2-in-1 amplifier, stereo 
changer, cartridge and outlet plug; 
will play monaural records. 

With addition of No. 858SS 
stereo extension speaker it becomes 
a complete stereo installation. No. 
858SS has two 4-in. speakers, 15-ft. 
cable; cabinet comes in rust and 
French grey to match cabinet of 
858X. 





Phonola 958SM 


No. 958SM plays all size records; 
has a stereo changer, stereo car- 
tridge and built-in jack; with addi- 
tion of 958SR stereo unit contain- 
ing its own hi-fi amplifier and 
speakers, unit converts to complete 
stereo. Cabinet comes in brown and 
champagne tan to match the senior 
unit. Waters Conley Inc., 17 Chest- 
nut, Chicago 13, Ill. 








Blonder-Tongue No. R-98 FM-AM radio 


Blonder-Tongue 
Radio 


Blonder-Tongue’s No. R-98 FM- 
AM radio features newly developed 


tuner and 360 deg. sound projec- 
tion; features include full AGC of 
the RF and 2 IF stages new type 
compensated oscillator circuit; slide 
rule tuning; new FM-AM switching 
mechanism; 6 tubes, rectifier and 
rear-mounted speaker; built-in FM 
and AM antennas. 


Price, $64.05. Blonder-Tongue 


Laboratories Inc., 9 Alling St., New- 
ark 2, N. J. 





Magnavox Concert Grand No. 1-ST205H 


Magnavox Stereo 
Hi-Fi 
Grand No. 1ST205H 


stereo radio-phono contains 2 sound 
systems within one cabinet, provid- 


Concert 


ing necessary spacing of speakers 
for stereo from new 2-track stereo 
records; contains 2 25 watt divided 
frequency amplifiers; two 15-in. 
bass speakers; 2 1000 cycle expo- 
nential treble horns; a 4-speed rec- 
ord changer with stereo diamond 
stylus pick-up and FM-AM radio 
tuner; dial control system is pro- 
vided for regulating the entire tre- 
ble or bass range to suit room and 
recording conditions; companion 
extension speaker system may be 
added if desired; available in sev- 
eral furniture styles (Provincial il- 
lustrated) in mahogany, cherry, 
American walnut, French walnut 
and ebony. The Magnavox Co., Fort 
Wayne, Ind. 


BRIEF 


BR lany F 


a4 Vv FLAWLESS 
“HY 800y SPM 





Jerrold announces a “Plug-In” 
TV-FM antenna system provides 
antenna outlets in every room in 
the house. The home system comes 
in a kit complete for installation 
and includes an amplifier, antenna 
lead and plug-in outlets. Kit lists 
for $67.75. Jerrold Electronics 
Corp., 15th and Lehigh Ave., Phila- 
delphia 32, Pa. 
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sad adventures of “OFFIE BRAND” the serviceman 



























































don’t wear out your welcome 


ALWAYS USE FSP 


Factory Specification Parts 
are designed to eliminate 
profit-eating service call-backs 


“FSP” replacement parts fit right and 
work right in RCA WHIRLPOOL ap- 
pliances because they are precision 
made to the same, high quality spe- 
cifications as the original part. For 
example, “FSP” spin tubes have as 
much as 25‘, more plating than “off 
for greater moisture and 





brands,” 


THEY LOOK ALIKE... BUT 
CAN BE SO DIFFERENT! 


rust resistance. Flanges are securely 


attached by ‘‘spun over’ lips to 
prevent loosening and noise. Why 
gamble? Always use an “FSP” replace- 
ment part. See your RCA WHIRLPOOL 


distributor or authorized parts jobber. 


| 


Factory Specification Parts for 


Re) Whiulpool APPLIANCES 


meet the toughest specifications in the industry 


The imitation (right) might 
not provide the exact align 
ment or over-all high quality 
of the “FSP” spin tube on 
the left. 


* “FSP” is Whirlpool’s trademark for Factory Specification Parts. 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trodemorts my 1 OCA b ed by trodemark owner Rodia an of Ame 
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Who s Minding The Store ? 


. ..in the magazine publishing business, it’s 


The Audit Bureau of Cireulations (ABC) ie a cooperative organization that 
sets standards of good business conduct for ite publisher members. Once each 


year ABC. auditors carefully 


scrutinize the entire cireulation structure and 


operation of every member magazine. In a very real sense, therefore, they are 


“minding the store 


making sure that no false or misleading claims are made 


regarding the size ov composition of a magazine's audience 





EO —————— 





MeGraw-Hill is a charter member of ABC and has 
supported its aims continuously for over 40 years. 
We believe this membership serves you by providing 
full assurance that every subscriber to McGraw-Hill 
magazines displaying the ABC symbol is paying to 
receive his ¢ oples. 


. 
You're the boss when you pay money for any maga- 


zine. Your vote of confidence and vour renewals of 


subscriptions are dominant in the thinking of editors 
and publishers interested, 
too, and their support helps earn the dollars needed 


to do a stronger, more useful editorial job for you. 


Advertisers are vitalls 





Accurate Figures — about you are the heart of 
ABC's job. ABC does a candid, unbiased, certified 
audit of all subscription figures of member maga- 
zines — and of the subscribers’ jobs, functions, and 
locations. These audits help editors to tailor the con- 
tents of their magazine to your specific job interests. 





You, the subscriber, win when you buy business 
magazines that hold membership in the Audit Bureau 
of Circulations. The ABC symbol signifies that the 
publication to which you subscribe makes every effort 
to provide you with the type of information you need 
to do a better, more effective job. It also indicates that 
the publisher maintains the highest standards of busi- 


ness ethics. 


McGRAW-HILL PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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YOU CHANGE 
YOUR ADDRESS 


Be sure to notify us at 
once, so future copies of 
ELECTRICAL MERCHAN- 
DISING will be delivered 
promptly. 





Also make certain you 
have advised your local 
Post Master of your new 
address so other important 
mail doesn’t go astray. 


Both the Post Office and 
we will thank you for 
your thoughtfulness. Mail 
the information below to: 
Subscription Dept., ELEc- 


TRICAL MERCHANDISING, 
330 W. 42nd St.. New 
York 36, N. Y. 

NEW 
IIE eRe dese ae 
0 eee 
City ..........Zone___.... State 
Company .............. Title 

OLD 
ae 
Address . 

City ..........Zone_... .. State 
* 


ELECTRICAL 
MERCHANDISING 


330 West 42nd Street 


New York 36, N. Y. 
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scheduled meetings — 


JANUARY 


5 to 16th Winter Markets Mer- 
chandise and Furniture Marts 
Chicago, Illinois 


11 to 13th National Appliance 
and Radio-TV Dealer’s Asso- 
ciation Annual Convention, 
Conrad Hilton Hotel Chicago, 
Illinois 


12 to 15th National Retail 
Merchants Association 48th 
Annual Convention, Hotel Stat- 
ler New York, New York 


12 to 16th NHMA National 
Housewares Exhibit Navy 
Pier Chicago, Illinois 


18 to 22nd National Associ- 
ation of Home Builders An- 
nual Convention, Conrad Hilton, 
Sherman, 


Coliseum Chicago, 


Illinois 


26 to 29th International Heat- 
ing and Air Conditioning 
Exposition Convention Hall 
Philadelphia, Pa. 


FEBRUARY 


2 to 6th Western Winter Radio 
TV and Appliance Market 
Western Merchandise Mart San 
Francisco, California 


8 to 14th National Electrical 
Week 





26 to 27th National Wiring 
Bureau Annual National Wiring 
Sales Conference Jung Hotel 


New Orleans, Louisiana 


MARCH 


10 to 12th Edison Electric ta | 
stitute Annual Meeting, Com- | 
mercial Section Edgewater Beach | 


Hotel Chicago, Illinois 


23 to 26th Institute of Radio 
Engineers National Conven- 
tion, Coliseum and Waldorf As- 
toria New York, New York 


APRIL 


1 to 3rd Gas Appliance Manu- 
facturers Association Annual 
Meeting, Americana Hotel Bal 
Harbour, Florida 


5 to 9th Edison Electric Insti- 
tute Annual Convention New 
Orleans, Louisiana 


MAY 


3 to 6th Air Conditioning and 
Refrigeration Institute An- 
nual Meeting, The Homestead 
Hot Springs, Virginia 


24 to 29th National Associa- 
tion of Electrical Distribu- 
tors Annual Convention, Conrad 
Hilton Hotel Chicago, Illinois 


Continued on page 251 








“YES, MADAM, BUT WHERE ELSE WILL YOU GET A 
$1311.00 ALLOWANCE FOR YOUR OLD WASHER?” 


1959 





TWO TO CHOOSE FROM 
... And Both Brand New! 


{ by Son-Chiet 


ELECTRIC 


Poree lato 


BY SON-CHIEF ELECTRICS, INC 


4 TO 15 CuP 
PARTY SIZE 











3 Fully IMMERSIBLE 


Model 420 IMMERSIBL: 


Completely Immersible 
really clean and that 


. wasnes 


means deli- 


cious coffee every time. Percs at exactly 
the right temperature too — keeps 
coffee hot for hours 
cups of perfect coffee 
Kling chrome, its 


Makes 4 to 15 
Styled Spal 
beauty stands out 











y 4 With Exclusive 
FLAVOR SELECTOR 


Model 415 with Flavor Select 
And the NEW M IP it 
with the Exclu 
Stunning Lucite panel lights up 
color, lets you seiect your 
strength — takes the guesswork out of 
coffee-making assures you of fi 
just as you like it automatically 
Makes 4 to 15 ¢ ups yf delicious tee 
Beautifully styled in chrome 


Maid PERCOLATOR 








These exciting new products wi 

for the first time at the Housewar how 
Navy Pier, Chicago Jan. 12 - 16, Booth 
#815 & #817 











Also manufacturers of 
Steam & Dry lrons, Auto- 
matic and Non-Automatic 
Toasters, Combination 
Grill and Wafflers, Elec- 
tric Sauce Pans, Skillets, 
Griddles, and Dutch 
Ovens. 











SEND COUPON FOR CATALOG & PRICE LISTS 








| A 

| \ 

| A 
f 





Two new products by Son-Chief Electric, inc 
Winsted, Connecticut 
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ADMIRAL CORP ........ 221 
Agency: Henri, Hurst & McDonald, Inc 
ALLIANCE MFG. CO. ..... 209 


Agency: Dancer-Fitzgerald-Sample 
AMANA REFRIGERATION, 
SIS ae 


Agency: MacFarland, Aveyard & Co 
AMERICAN GAS 
ASSOCIATION 182, 183 


Agency: Lennen & Newell, Inc 


ARVIN INDUSTRIES, INC. . 154 


Agency: Roche, Rickerd & Cleary, Inc 


ATLAS TOOL & MFG. CO. 19 


Agency: Batz-Hodgson-Neuwoehner 


Adv 
BEN-HUR MANUFACTURING 
NE t.9-csk beta . 86, 87 


Agency: Mathisson & Co., Inc 


BETTER HOMES & 


GARDENS .ocsccces . is 
Ageacy: J. Walter Thompson Co 
BLACKSTONE CORP. ..... 123 

Agency: W. S. Walker, Inc 
CALORIC APPLIANCE 
CORP. aaa -- 163 
Agency: Erwin Wasey, Ruthrauff & 
Ryan, Inc 
CHICAGO TRIBUNE ...... 149 
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CLINTON ENGINES CORP. 12 
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ss Se 
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Agency: McCann-Erickson, Inc 
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COOLERATOR DIV., McGRAW- 
EDISON CO. 2nd Cover, 132 
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CORNISH WIRE CO. .. 20 
Agency: Bass & Co., Inc 
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COMPANY . i. oa 


Agency: Alex T. Franz, Inc 


DAYTON RUBBER CO., THE 105 


Agency: Norman D. Waters & Assoc 
Inc 


DEXTER DIV., PHILCO CORP. 113 
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Co 


DIXIE PRODUCTS, INC. ... 205 
Agency: D'Arcy Adv., Co 

DOLE VALVE CO., THE . 21 
Agency: Marsteller, Rickard, Gebhardt 

& Reed 

DOMINION ELECTRIC 
CONF... 234, 235 
Agency: Howard Swink Adv., Inc. 

DORMEYER CORP 50, 51 


Agency: John W. Shaw Adv., Inc 


EDISON ELECTRIC 
INSTITUTE . eee 


Agency: Fuller & Smith & Ross, Inc 
EMERSON ELECTRIC 
a: ae vn 


Agency: Ridgway Adv. Co 


EUREKA WILLIAMS 
Eee 110, 111 


Agency: Earl Ludgin & Co. 


FAST CHEMICAL CORP. .. 225 


Agency: Meyer & Behar, Inc 
FRIGIDAIRE DIV. OF GENERAL 
WF IRIMS GOs occ ces 85 


Agency: Dancer-Fitzgerald-Sample, 
Inc. 


FRIGIDAIRE DIV. OF GENERAL 
MOTORS CORP. 150, 151, 211 


Agency: Kircher, Helton & Collett, Inc. 


GENERAL ELECTRIC CREDIT 
MNS. ne eicoen cee 230, 231 


Agency: Batten, Barton, Durstine & 
Osbern, Inc. 


GENERAL ELECTRIC COMPANY 
AUTOMATIC BLANKET & 


nah. § Pre 114, 115 
FLOOR POLISHERS .... 155 
PORTABLE 

APPLIANCES ...... 125-128 


VACUUM CLEANERS 102, 103 


Agency: Young & Rubicam, Inc. 
ELECTRONICS 
COMPONENTS DIV. 136, 137 
PHONOGRAPH DIV. ... 83 


Agency: Maxon, Inc 
GIBSON REFRIGERATOR 
Ae Se eee 8 


Agency: The Brady Co 
GOOD HOUSEKEEPING 
MAGAZINE .......... 207 


Agency: Grey Adv., Inc 


GRAYBAR ELECTRIC CO. .. 109 


Agency: G. M. Basford Co 


HAMILTON MFG. CO. 3rd Cover 


Agency: The Brady Co 


HOBART MFG. CO. ...120, 121 


Agency: The Buchen Co 


HOOVER CO., THE ...... Yi 


Agency: Leo Burnett Co., Inc. 


HOTPOINT CO., INC. ...25-48 


Agency: Compton Adv., Inc 
HUNTER DIV. OF ROBBINS & 
eee 14, 15 


Agency: Greenhaw & Rush, Inc 


ILLINOIS WATER TREATMENT 
i, aletace ea iate nates 227 


Agency: Cummings, Brand & McPher- 


son 


INDIAN HEAD MILLS, INC. 161 


Agency: Needham, Louis and Brorby, 
Inc. 


KELVINATOR DIV. AMERICAN 
MOTORS CORP. . .4th Cover 


Agency: Geyer Adv., Inc. 


KING REFRIGERATOR .... 226 


Agency: Preiss and Brown Adv 


LAMB ELECTRIC CO. ..... 164 


Agency: The Bayless-Kerr Co 
LANDERS, FRARY & 
ai RE eeereee 79-82 


Agency: Goold and Tierney, Inc. 
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LIVING FOR YOUNG 


HOMEMAKERS ....194, 195 
——- ee Lamb & 


McGRAW-EDISON CO., 
TOASTMASTER PRODUCTS 


A re ae ere 178, 179 
Agency: Erwin Wasey, Ruthrauff & 
Ryan, Inc. 


McGRAW-EDISON CO., 
CLARK WATER HEATER 


SORE eee 159 
a Frederick C. Williams & 
MAGIC CHEF, INC. ...... 201 


Agency: D’Arcy Adv. Co. 
MAJESTIC INTERNATIONAL 
BALES COIR. ccccccces 213 


Agency: Stern, Walters & Simmons, 
Inc. 


MAYTAG CO., THE ....171-176 


Agency: Leo Burnett Co., Inc. 
METALAIRE PRODUCTS 
SOS ea 166 


Agency: Scantlin & Co 
MODERN WATER TREATMENT 
DIV. GEO. GETZ & CO. 129 


Agency: Altman-Gilbert Agcy. 
MONITOR EQUIPMENT 
ae a era 200 


Agency: Frank Barth Adv. 


MORPHY-RICHARDS, INC. . 158 


Agency: Fredricks & Co., Inc. 


MYERS & BRO. CO., F.E... 148 


Agency: Gapstur Adv., Inc. 


NORGE SALES CORP. DIV. 
BORG-WARNER 
Ee oe 241-244 


Agency: Donahue & Coe, Inc. 


OLYMPIC RADIO & 
J. 6° 219 


Agency: DuFine & Co., Inc. 


ONE MINUTE WASHER CO. 225 


Agency: Weston-Barnett, Inc. 


PHILCO ACCESSORY DIV. OF 
Preece? Com. 600.. 92, 93 


Agency: Maxwell Associates, Inc. 


RADIO CORP. OF AMERICA 


RCA VICTOR DIV. ..... 170 
Agency: Kenyon & Eckhardt, Inc. 
ts ee 232 

Agency: Ellington & Co., Inc 
Rees CORP. occ cccss 89 


Agency: Lewin, Williams & Saylor, 
Inc. 


RIVAL MANUFACTURING 


_ See ee 222 
Agency: Potts-Woodbury, Inc 
RONSON CORP... 2.20005 210 


Agency: Grey Adv., Inc. 


ROPER CORP., GEO. D. 152, 153 


Agency: E. R. Hollingsworth & Assoc. 
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Agency: Frederick-Clinton Co., Inc 
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Agency: Jones & Taylor, Inc. 

SON-CHIEF ELECTRIC .... 249 


Agency: Rosner-Lewis, Adv. 


SUB ZERO FREEZER CO. .. 229 
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SWING-A-WAY MFG. CO. 245 
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PRODUCTS, INC. .. .238, 239 


Agency: J. Walter Thompson Co. 
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TRADE-WIND MOTOR- 
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WEST BEND 

ALUMINUM CO. ...... 6 


Agency: Western Adv. 
WESTCLOX DIV. OF 
GENERAL TIME ....... 217 


Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


WESTINGHOUSE ELECTRIC 
CORP. 


Dehumidifier Dept. .... 223 
lamp Div. ...... 188, 189 
Major Appliance Div. .. 2, 3 
Vacuum Cleaners ...... 17 


Agency: McCann-Erickson, Inc 
WHIRLPOOL CORP. 
119, 141, 165, 247 


Agency: Netedu Adv., Inc. 


WIEGAND CO., 


| ee 168 
—~ Ketchum, Macleod & Grove, 
WRIGHT MFG. CO. ...... 251 


Agency: Compton Adv., Inc 


YEATS APPLIANCE DOLLY 
ol 226 
Agency: Fisher-Hoover Inc. 
YORK CORP. SUBSIDIARY 
OF BORG-WARNER 
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Agency: Donahue & Coe, Inc. 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mer. 
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This index is published as a service. 
Every care is taken to make it accurate, 
but ELECTRICAL MERCHANDISING 
assumes no responsibility for errors or 
omissions. 
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MERCHANDISING 


SUPPLEMENT 
PRODUCTS - SERVICES 


FOR MORE SALES — MORE PROFITS 





RATES: 


$28.28 per inch. Contract rates on request. 
An advertising inch is measured 7%’ verti- 
cally on one column. There are 4 columns 


—48 inches to a page. 


New Advertisements received by January 
1 2th will appear in the February issue. 


















TO BOTH COASTS! 






Since 1899— 
Dependable 
Freight 

Forwarding 
at Low Cost 


LIFSCHULTZ 
=FAST FREIGHT= 


NEW YORK + BOSTON + BALTIMORE « PHILA. 
NEW HAVEN + BLOOMFIELD, WN. J. 
SPRINGFIELD, MASS. + CHICAGO - MILWAUKEE 
LOS ANGELES + SAN FRANCISCO 


SEARCHLIGHT 
SECTION 


— fied Advertising) 
SEL : MERCHANDISE 
peepapement: “OPPORTUNITIES” :susiness 


RATES 


DISPLAYED Individual space with border 
rules for prominent display of advertisements 


rhe advertising ra is $22 5 per inch for ali 
advert ising of Equip ment «& Business Opportuni- 

tik appearing on other than a contract basis 

EMPLOYMENT OPPORTUNITIES $25.00 per 

inch subject to agency commission 

AN ADVERTISING INCH is measured “4 

vertically on a column — 4 columns — 48 inc he: Ss. 

UNDISPLAYED $300 a line, minimum 3 

lines. To figure advance payment, count 5 average 

words as a line 

DIS OUNT of 10% if full pay maa is made in 
vance for 4 consecutive insertio 

POSITION WAN rE dee Hates pane d advertising 

rate is one-half of alb« ate ayable it ivance 

BOX NUMBERS Count as 1 line. 

February Issue Closes jar lary 12th 











REPS WANTED—RADIOS 

Top quality line of imported transistor radios. 
Aggressive Reps. for intensive Jobber and Key 
Account coverage in N. Y., Mich., Minn., Kans., 
Missouri, New England and South. Our Reps. 
know of this ad. 

RW-9510 « ELECTRICAL MERCHANDISING 

520 N. Michigan Ave., Chicago 11, Illinois 








Your Inquiries to Advertisers 
Will Have Special Value... 


for you the advertiser and the 
publisher, if you mention this publica- 
tion. Advertisers value highly this 
evidence of the publication you read. 
Satisfied advertisers enable the pub- 
lishers to secure more advertisers and 

more advertisers mean more in- 
formation on more products or better 
service more value to YOU. 











scheduled meetings 


CONTINUED 


JUNE 


22 to July 2 Summer Markets 
Merchandise and Furniture Marts 
Chicago, Illinois 


22 to 25th NAMM Annual 
Music Show New Yorker Hotel 
New York, New York 


22 to 26th Western Summer 
Market San Francisco, Cali- 
fornia 


29 to July 3rd Summer Mar- 
kets Atlanta Merchandise Mart 
Atlanta, Georgia 


JULY 


6 to 10th National House- 
wares Show Convention Hall 
Atlantic City, New Jersey 


20 to 24th Western Markets 
Merchandise Mart San Francisco, 
California 


AUGUST 


Week of August 10 Interna- 
tional Assoication of Electric 
Leagues El Cortez Hotel San 
Diego, California 


9 to 16th NARDA Management 
School American University 
Washington, D. C. 


SEPTEMBER 


28 to October 2nd National 
Hardware Show Coliseum 
New York, New York 


OCTOBER 


5 to 7th American Gas Associ- 
ation Annual Convention, Con- 
rad-Hilton Hotel Chicago, Illinois 


NOVEMBER 


2 to 5th 11th Exposition of the 
Air Conditioning and Re- 
frigeration Industry Conven- 
tion Hall Atlantic City, New 
Jersey 


9 to 13th National Electrical 
Manufacturers Association 
Annual Meeting, Traymore Hotel 
Atlantic City, New Jersey 
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"59 LINE 


WRIGHT 


Portable Air Coolers 





COMFORT-PLANNED 
...to sell faster 


PRICE-PLANNED 
...to maintain 
your profit 


Turn on the sales power of America’s most beautiful portable 
coolers! There’s a sweet purr of profits in their exciting decorator 
Sstyling...12 exclusive Comfort-Planned features...and blower 
cooler efficiency. They're price-planned to sell at no more than 
the price of a good circulating fan, but there's full profit in it for 
you. Ask your Wright representative for all the facts on 1959's 
outstanding portable cooler line today. 


Retail prices start at $29.95 


MODEL B 1220 
Attractive, light weight, 
“spot cools;’ freshens 

stagnant air in seconds. 


MODEL B 1660 
Twin blowers circulate 
a large volume of 
cooled air at ‘‘whisper”’ 
sound level. 
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= \ MODEL B 1990 
S Deluxe Console— powered 
S 

S to cool a large room 

IS 

S with ease. 


MODEL B 1150 

Low cost cooling versatility; 
beautifully designed to 
accent any room 





) SALES AIDS 
| 


for WRIGHT Dealers 
e Newspaper ad mats 
e Radio and TV announcements 
e Full color brochures, many other sales 
aids...including Point-of-Sale display 


For the name of the representative nearest you, write ti 





WRIGHT 


AIR COOLERS 
“Creating New Climates for Better Living” 
2902 West Thomas Road e Phoenix, Arizona 
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MR. DEALER... 


Here Are Eight Ways You Can 
his Issue Work for You 


Make 


Use it as a basic tool in fore- 
casting your 1959 goals 


Before you can make any plans for the 
ear ahead, you must have a clear idea of 
what business will be like—clear enough so 
that you can set a realistic goal for 1959. 
This sounds harder than it really is. The 
first step is to read the industry forecast 
on page 53. You'll note that the McGraw- 
Hill Dept. of Economics predicts an indus- 
try-wide gain of 10 percent in 1959. Sim- 
ply apply this against your 1958 results. 
With this figure as a base, adjust up or 
down depending on local conditions. Take 
into account any changes you plan to 
make in your business and also any spe- 
cial local problems (the level of manufac- 
turing activity in your area, unemploy- 
ment, etc. 


Use it to set quotas on indi- 
vidual products 


Now that you have an idea how big your 
overall volume is going to be, the next step 
is to break this figure down into quotas for 
individual products. Work out a separate 
quota for each product by using the manu- 
facturers’ forecasts on page 53. Check 
each of these against the Market Study for 
that product—they begin on page 64. 
lotal up all these individual forecasts and 
compare them to the overall forecast you 
prepared in Step 1. If there’s too big a dif- 
ference you'll want to reconcile the two 
figures—and you'll be in good shape to do 

ist that after having read the material in 


this issue. 


Use it to establish month by 
month sales goals 


Suppose you plan to sell 120 refrigera- 
tors in 1959. How many should you sell in 
January to be sure you're setting a pace 
which will produce 120 sales by the end 
of the year? How many in the first quarter 

in the first half ...and in each 
month of the year? The answer’s simple if 
you use the seasonal selling charts on page 
62. Apply the percentages shown there 
against your year’s quota and you'll find 
you should sell eight in January and 
February, nine in March and 12 each in 
June, July and August. Work out these 
figures and you'll always know whether 
you’re meeting your quotas. 


Use it to spot changes in de- 
mand for specific items 


You could do this by close study of the 
Manufacturers’ Sales Chart on page 56— 
but you would need a comptometer, lots of 
time, and a great deal of background ma- 
terial. So we’ve made it easy for you by 
preparing individual market studies (be- 
ginning on page 64) on specific products. 
Here you'll find all the latest trends out- 
lined clearly and concisely. Read the radio 
market study (page 101), for example, and 
you'll realize instantly how the “mix” be- 
tween portable, table and clock models is 
changing. 


Use it in picking growth items 
to push during the year 


Very few tables will ever tell you as 
much “at a glance” as does the saturation 
chart on page 59. Use it to make sure that 
you are devoting enough time and effort to 
capitalizing on low saturation, growth ap- 
pliances. For example, it may seem to you 
that the dishwasher has been around for 
years and can’t really be thought of as a 
growth product. If that’s the case, you'll 
be surprised to learn that only six percent 
of wired homes have this appliance—and 
you may very well want to devote more at- 
tention to dishwashers. 


Use it as a yardstick in meas- 
uring your sales results 


Are you getting your full share of sales 
on each product you handle? There’s a 
simple, effective way to get an answer to 
this vital question. Turn to the utility 
study on page 180. Let’s suppose your store 
is in Connecticut, that you’re satisfied that 
you’re getting your share of a staple busi- 
ness like refrigerators. Let’s also assume 
you sold 112 refrigerators last year. Now 
look at the summary chart on page 184 
and you'll find that Connecticut dealers 
sold 56 refrigerators per 1000 customers. 
For our purpose here forget the “per 1000 
customers” phrase and, instead, consider 
56 as an index to sales of other appliances. 
Here’s how. Since your 112 refrigerators 
are just double the Connecticut refrigera- 
tor “index” of 56, your standard range 
sales should also be twice the Connecticut 


index (or twice 23 which is 46). Similarly 
you should sell 32 room air conditioners 


JANUARY, 


(twice the index of 16) 132 automatic 
washers (twice the index of 66) and 240 
TV sets (twice the index of 120). Of 
course your refrigerator sales won't al- 
ways be double the refrigerator index. But 
the principle is the same: secure a base 
percentage by working your refrigerator 
volume against the refrigerator index for 
your state, and then apply this percentage 
against the indexes of each product 


Use it to check your trade-in 
operations in 1959 


Don’t just “accept” trade-ins—set up a 
plan for replacement selling which will en- 
able you to handle this business intelli- 
gently. It’s easy, if you refer to the Re- 
placement and Trade-in Survey on page 
60. Here’s what to do. First, check the 
eight-year table on page 61 and note how 
trade-in patterns have developed for each 
product. Use these patterns to forecast 
the amount of trade-in business you 
should expect to handle. For example, the 
chart shows that although 73 percent of 
washer sales are replacements, only 50 
percent involve a trade. If you’re accept- 
ing trades in three out of four sales the 
chances are that you’re “taking” trades 
you don’t have to. Second, use the survey 
to find out how other dealers dispose of 
their trade-ins. The chart on page 61 
shows that 50 percent of washer trades 
are resold. If you’re junking 60 to 70 per- 
cent you’d better doublecheck. 


Use it to keep up with what’s 
going on in the industry 


What about “bottle cap’”’ tubes? 130 de- 
gree tubes? 23-inch square tubes? Japa- 
nese TV? transistorized TV? Did you 
know the industry no longer collects sta- 
tistics on “‘portable, table and console TV” 
but now simply classifies sets as “console 
and non-console’”’? What do these develop- 
ments mean to you? You'll find the an- 
swers to all these questions in a single 
story in this issue—the TV market study 
on page 100. All together, there are 16 such 
market studies in this issue, covering at 
least 35 individual products (the electric 
housewares study, for example, provides 
detailed coverage on nine individual prod- 
ucts). In each one you’ll find all the sig- 
nificant trends explained and evaluated. 
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Twin Air-Streams 
dries faster quieter, 
more gently ¥ 
than any 
other dryer... 
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Closing argument. Here you see a Hamilton dealer about to close a dryer sale with 
the most dramatic and persuasive selling argument in the trade ...Twin Air-Streams. 
While all other dryers rely on a single air stream for drying clothes, the Hamilton 
dryer employs two. Some dryers use a ‘“Tornado” system. Air is whipped in and out of 
the dryer drum at windstorm velocity and drying is fast (possibly too fast), but it’s 
rough on clothes. Other dryers, using a “‘lazy air” system, are kind to clothes, but hard 
on the nerves—they’re frustratingly slow. Only the Hamilton dryer utilizes two air 
streams ...aclothes-pampering Cradling-Current for gentleness, a brisk and business- 
like Carrier-Current for speed. It’s a foolproof combination—for drying clothes, for 


closing dryer sales. 


STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY, TWO RIVERS. WIS< 








the product that brings back 


Now from Kelvinator comes the fabulous new Foodarama ...a 12 eu. ft. 
deluxe refrigerator and a 6 cu. ft. upright freezer all in one cabinet only 
HL” wide by 63” high and 25” deep! One look tells you it can enhance 
your prestige and profits as nothing else ean. , 

It has the unmatched convenience of side-by-side freezer and refrig- 
erator... the giant capacity of 18 cu. ft. of storage space... the ¢ ompact 
size necessary for today’s kitchens . 


look ol “Style Mark” design. 


. and the handsome square-cornered 


Volume Pricing, Full Margins! 


Yet it’s realistically priced for volume sales. Prospects can be found in 
all income groups. 


Exeiting new features make it easy for your salesmen to sell: new 
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and to appliance retailing 


waist-level “Cold-Mist Freshener’’. . 
and Cheese Chests . . 
shelves. 

Best of all, “big-ticket” appliance to 
deliver a full margin! There's no price-cutting because there’s nothing 
else like it! 


.new Package Pantry... 
. new built-in adaptability 


new Butter 
vi alae full-size, clide-out 


this new Foodarama is the one 


Spectacular Advertising Support! 


To introduce the new Foodarama, big, beautiful full-color spreads start 
soon in leading weekly and monthly magazines. A smashing sales promo- 
tion program gives added power at the point-of-sale. 

For added profits and prestige in your appliance retailing, make a date 
today with your Kelvinator representative. 


Built Better to Serve Better 


American Motors Means : More For Americans 


new RPOODARAMA by 





Division of American Motors Corp., Detroit 32, Mich, 





